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Abstract. Incorporating Circular Economy (CE) principles into
marketing tactics has emerged as a crucial means of promoting
sustainability-driven customer behavior. Few studies specifically look at
how digital marketing tools may operationalize CE ideals to improve
sustainable customer interaction, despite the increased interest in green
marketing and corporate circularity. Using a Conceptual Model
Development (CMD) methodology, this study creates a conceptual
framework that connects CE reasoning, digital marketing tactics, and
consumer engagement results. A systematic evaluation of peer-reviewed
research spanning 2021-2025 was applied to find new connections between
sustainability and digital transformation. Three integrative routes are
identified by the findings: (1) circular-oriented value creation, (2) digital
transformation for sustainability communication, and (3) consumer co-
creation for engagement. The proposed framework conceptualizes digital
marketing as an enabling mechanism that transforms CE principles into
actionable, engagement-based sustainability outcomes. The study
contributes theoretically by synthesizing the literature on CE and
sustainable marketing, and managerially by offering strategic
recommendations for organizations seeking to embed circular values into
their digital ecosystems to increase consumer engagement resilience.

1 Introduction

Linear economic systems are changing and are being transformed into circular economy
(CE) principles in an effort to remain sustainable as the economy suffers from
environmental degradation and a shortage of resources. The CE approach with respect to
reduction, reuse, recycling, redesign and recovery aims to decouple economic growth from
environmental damage, particularly since waste has been estimated to soar by up to 70% in
the world by 2050 if current methods are continued [4]. Nevertheless, challenges for CE
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implementation include greenwashing, infrastructure inadequacies, and inadequate
consumer knowledge [3].

To tackle these issues, an interdisciplinary approach grounded in economics, technology
and policy should be adopted in order to develop a sustainable circular future.
Simultaneously, digital transformation—driven primarily by AI technology, big data
insights and the explosion of social media—has redefined how businesses interact with
consumers. This makes it possible for personalized and interactive marketing[ 1], increasing
the depth of consumer participation in sustainability. Al, in particular supports eco-friendly
branding and targeted communication, increasing data transparency and ethical marketing
practices [9].

This evolution has emerged digital marketing as a strategic vehicle for commercial
growth and for further nurturing sustainable consumption habits. However, while there is
increasing interest in green marketing and CE practices, there is very limited research
dedicated to the integration of CE principles into digital marketing strategies. Studies that
concentrate on the application of CE in enterprises, supply chains or business models,
however, rarely investigate the involvement of digital marketing for promoting circularity
[8, 13]. Similarly, marketing research will focus more on sustainability messaging or green
branding without systematically integrating CE [10]. This disconnect diminishes our
knowledge about how digital-based strategies can facilitate a consumer’s engagement in
circular practices.

Emerging studies emphasise the possibility of integrating CE and digital platforms at
work in real time when it comes to promoting the Sustainable Development Goals [14],
with frameworks indicating digital mechanisms encouraging circular solutions throughout
the product life cycle [2, 7]. Digital tools might promote CE engagement, as seen with the
use of WhatsApp for second hand trading, but trustworthiness and perception should be
considered alongside perceived risk [5, 11]. Such developments emphasize the importance
of a structured way to understand how marketing functions can help lead circular transition
and enable consumer engagement resilience.

To fill this gap this study lays a conceptual framework which integrates CE principles
into digital marketing strategies for sustainable consumer engagement. Taking a
Conceptual Model Development (CMD) approach, this paper is based on 2021-2025
literature to look at how to help digital marketing supports circular objectives while
building trust with consumers, cultivating loyalty towards brands and creating advocacy.
By linking CE with digital marketing, this integration not only helps shape theoretically but
also offers practical insights for brands wanting to embed sustainability into their digital
ecosystems as shown in the below image.
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Fig 1. The conceptual position within Circular Economy and Sustainable Marketing Literature

2 Methods

This research uses a Conceptual Model Development (CMD) approach to integrate both
theory and empirical work in the field of Circular Economy (CE) principles, digital
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marketing strategies, and sustainable consumer engagement. Notably, the CMD strategy is
especially appropriate for interdisciplinary topics not yet grounded in theory because it
allows the researchers to synthesize multiple streams of knowledge into a coherent
conceptual structure [7]. The research follows three key stages—concept identification,
thematic integration, and model construction—to ensure both theoretical rigor and
conceptual clarity in linking CE logic with marketing innovation [4].

2.1 Research Design

An integrative qualitative design consisting of a structured literature review and conceptual
reasoning was utilized. During the first step, both theoretical and empirical studies were
identified from scholarly and institutional sources addressing CE, sustainability-oriented
marketing, and consumer engagement. Stage two analyzed existing constructs by clustering
them into conceptual categories that were synthesized into a framework showing how CE
principles can be embedded in digital marketing to promote sustainable engagement [2, 6].
This design promotes conceptual development rather than hypothesis testing, which is in
line with CMD’s aim to encourage theoretical innovation in sustainability and management
research [12].

Concept Identification
Collect and review literature
(Scopus, WoS, ScienceDirect)

|

Thematic Integration

Identify emerging themes
(Circular Value, Digital Transformation)
Co-Creation)

!
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Build the integrated
framework

Fig 2. Research Process Using the Conceptual Model Development (CMD) Approach.

2.2 Data Sources and Selection Criteria

Secondary data were taken from peer-reviewed papers and institutional reports published
between 2021 and 2025 to enhance methodological and topical relevance [3]. Databases
such as Scopus, Web of Science, and ScienceDirect were included for high-impact
sustainability and management journals. Boolean search strings— (“circular economy” OR
“resource circularity” OR “eco-innovation”) AND (“digital marketing” OR “sustainable
marketing”) AND (“consumer engagement” OR “brand loyalty”’)—were employed to find
sources. Only English peer-reviewed publications were retained. Reports from the Ellen
MacArthur Foundation, OECD, and UNEP were scoped to enrich the context and add
diverse views to circular business transformation [13].
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2.3 Analytical Procedure

A qualitative content synthesis was conducted to collect and interpret conceptual
relationships between CE principles and digital marketing methods. The selected
publications were studied to determine the presence of CE principles—reduce, reuse,
recycle, redesign, and recover—in marketing contexts such as eco-branding, consumer co-
creation, and sustainability communication [4]. The coding and thematic mapping
generation yielded three major integration dimensions: circular-oriented value creation;
digital transformation for sustainability communication; and consumer co-creation for
engagement [10, 13]. These categories underlay the construction of a conceptual model
conceptualising digital marketing as an operational bridge connecting CE logic to
consumer-behavioural outcomes.

2.4 Conceptual Framework Development

The findings of the synthesis were collated in a conceptual framework of how digital
marketing translates CE principles into sustainable consumer engagement. CE principles
form the basis of sustainability, digital marketing acts as the enabling mechanism, and
engagement outcomes, including trust, satisfaction, loyalty, and advocacy, serve as
behavioral manifestations of circular alignment within this model [14]. This framework
conceptualizes marketing as both an enabler and accelerator of circular transition within
digital ecosystems.

Table 1. Research Process of Conceptual Model Development Approach

Stage Objective Activities Expected Output
Collect relevant Systematic literature review Identified CE—
Concept . .
. . theoretical and marketing
Identification iy .
empirical studies constructs
Synthesize Coding and thematic clustering
Thematic recurring Three integration
Integration concepts and dimensions
linkages
Model Build integrative =~ Map CE-Marketing— Conceptual model
Construction  framework Engagement relationships for validation

2.5 Validity and Limitations

This study emphasizes theoretical synthesis rather than empirical validation. By including
research from 2021 to 2025, there is a general alignment with contemporary discourse but
its interpretive nature limits generalizability [4]. The strength of the reviewed literature is
the source of the model’s validity, not statistical evidence. Future empirical research could
use quantitative or mixed-method designs in various industries or regions to verify and
improve the framework [5,7], therefore strengthening its utility in academic and managerial
contexts.

3 Results and Discussion

Through the process of Conceptual Model Development (CMD), a synthesis of the recent
literature (2021-2025) reveals three pathways in which the principles of circular economy
(CE) are embedded into digital marketing strategies: (1) circular-oriented value creation, (2)
digital transformation for sustainability communication, and (3) consumer co-creation for
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engagement. Together, these dimensions establish a conceptual framework showing how
digital marketing acts as the strategic tool to realise CE principles and encourage
sustainable consumer engagement [7, 8, 13].

Circular-Oriented
Value Creation

Sustainable

. Consumer  Consumer
Transformatior,_ 1 i 8
for Sustainability "g29emeNt  Co-Creation

Fig 3. Thematic Integration of Circular Economy and Digital Marketing Dimensions

3.1 Circular-Oriented Value Creation

The first integration pathway illustrates how CE principles change the logic of marketing
from transactional to regenerative. In this context, marketing is no longer only limited to
the point-of-sale but includes post-consumption processes that highlight resource
regeneration and shared responsibility [4]. CE-themed digital marketing tactics such as
“reduce,” “reuse,” and “recycle” are designed to drive circular behaviour among consumers,
leveraging product repair, reuse initiatives, and material recovery schemes. Take global
brands such as IKEA and Patagonia who have done this with their use of digital marketing
platforms to advertise product take-back and repair campaigns, which is the manifestation
of CE-based business models that foster consumers’ trust and environmental accountability

[6].

Table 2. Integration of Circular Economy Principles into Value Creation Strategies
Circular Marketing Strategy Digital Implementation Expected Impact
Principle Example

Campaigns promoting Infographics and mobile apps Increased awareness and
Reduce eco-efficient product promoting energy-saving green purchasing
use behavior intention
Reuse Repair or take-back Social media challenges such Strengthened consumer
initiatives as #ReUseChallenge loyalty
Transparency on QR-based traceability and Enhanced brand trust
Recycle recycled materials . L
sourcing product journey tools and authenticity

As Table 2 demonstrates, firms implementing transparent digital traceability
mechanisms and eco-efficient product campaigns enhance brand credibility while fostering
consumer involvement in circular behaviour. This is consistent with the circular-oriented
value creation perspective of consumers and producers sharing the responsibility for
sustainable results across co-created value systems [13-14]. Digital marketing thus operates
as an interface that links circular values and consumer experience in a collaborative model,
moving consumption from a linear exchange towards a participatory sustainability practice.
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3.2 Digital Transformation for Sustainability Communication and Consumer
Engagement Resilience

As shown in Table 2, companies that engage in transparent digital traceability processes
and eco-efficient product campaigns contribute to brand confidence and consumer
participation in circular behaviour. This aligns with the circular-oriented value creation
perspective, where consumers and producers jointly account for sustainable outcomes from
co-created value systems [13-14]. Digital marketing mediates a relationship that connects
circular values to consumer experience in a collaborative model, taking consumption from
a linear exchange towards a participatory sustainability practice.

Table 3. Digital Tools Supporting Circular Marketing Communication

Digital Tool CE Application Marketing Benefit
Al & Machine Recommending refurbished or Personalized engagement and better
Learning circular products targeting
Social Media Monitoring sentiment toward Adaptive and real-time sustainability
Analytics circular initiatives messaging
Blockchain / Providing transparency in product ~ Enhanced credibility and reduced
Traceability lifecycle consumer skepticism

Digital transformation strengthens stakeholder inclusivity by enabling two-way
communication and real-time feedback, consistent with stakeholder engagement theory.
Analytics tools align sustainability messages with consumer values, fostering deeper ethical
connections with brands [9]. As shown in Table 3, Al and machine learning enhance
engagement through personalization, while blockchain improves transparency and
credibility. Collectively, these tools position digital marketing as a strategic enabler of
circularity and informed, sustainable consumption [13].

3.3 Consumer Co-Creation for Engagement

In a circular marketing ecosystem, the third theme concerns co-creation by consumers,
whereby individuals evolve from passive consumers into central figures. With this dynamic
in mind, the literature suggests that digital platforms will ask consumers to participate via
User-Generated Content (UGC), gamified sustainability challenges, and online community
collaborations, fostering a sense of ownership and shared purpose [5]. Empirical evidence
suggests that participatory consumers are more likely to advocate for and be loyal to brands
who demonstrate that their individual values are congruent with those of the brand’s
sustainability efforts [10].

Table 4. Consumer Co-Creation Strategies in Digital Circular Marketing

Engagement Strategy Consumer Role Digital Platform Engagement Qutcome
Ganmified sustainability = Participant and co- Mobile apps or Strengthened intrinsic
challenges creator social media motivation
User-generated green Advocate and Instagram, TikTok, Increased authenticity
content (UGC) storyteller YouTube and trust
Online sustainability Collaborator and Brand forums or Enhanced loyalty and
communities innovator digital events retention

As summarized in Table 4, such strategies can promote internal motivation and increase
long-term engagement as they align with self-determination theory, which suggests that
autonomy and purpose are essential elements for sustained behavioral commitment. Digital
tools, thus, provide brands the opportunity to establish communities of practice that will
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collectively promote sustainable consumption patterns and amplify the principles of the CE
[14]. Therefore, consumer co-creation enhances engagement and operationalizes CE values
at the behavioral level, transforming consumers into collaborators in the sustainability
transition.

3.4 Integrated Conceptual Model and Implications

The proposed conceptual framework (Figure 4) integrates the three pathways into a
dynamic system of circular marketing interaction. The input layer represents the CE
foundation—reduce, reuse, recycle, redesign, and recover—while the process layer reflects
digital marketing mechanisms such as eco-storytelling, personalization, and transparency
tools. The output layer comprises consumer outcomes—trust, satisfaction, loyalty, and
advocacy—that form a regenerative feedback loop sustaining circular engagement [2, 8].
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Fig 4. Conceptual Framework Integrating Circular Economy Principles, Digital Marketing Strategies,
and Sustainable Consumer Engagement

In theoretical standpoint, this research adds to the emerging literature on digital
circularity, which conceptualizes how digital technologies mediate the integration of CE
logic into marketing systems [7]. It consolidates sustainable marketing alongside CE
concepts as it presents digital marketing as a regenerative interface between corporate
operations and consumer engagement. From managerial side, CE values should be
implemented by marketers across the digital ecosystem from product design, storytelling,
and online interaction to increase transparency and authenticity [3, 12]. This not only
promotes environmental performance but also strengthens brand differentiation and
consumer loyalty.

4 Conclusion

This study developed a conceptual framework that incorporates Circular Economy (CE)
principles and digital marketing tactics to enable sustainable consumer engagement.
Drawing on a CMD (Conceptual Model Development) approach, this research integrated
the recent literature to reveal how marketing can embody CE principles in the digital field.
The results revealed three pathways of integration: circular-oriented value creation, digital
transformation as a means of sustainability communication, and consumer co-creation as a
means of engagement resilience. In concert, these pathways illustrate that digital marketing
is not a pure promotional tool but rather a strategic tool integrating sustainability values
into consumers’ behavior, leading to more profound environmental and relational results.
The theoretical contribution of the study is between two domains that in the literature
have been systematically studied differently—circular economy and marketing. It
emphasizes how digital marketing can impact circular transitions by driving CE in
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consumer-facing marketing tactics. The framework situates marketing as something akin to
value co-creators who work with, and from, participants, driving the co-creation of value
between businesses and consumers. This integration is a move away from linear production
and consumption systems to more regenerative and participatory systems. By showing
ways in which CE values can affect engagement outcomes including levels of trust,
satisfaction, loyalty, and advocacy, this research contributes to our understanding of how
sustainability might be operationalized into long-term consumer relationships. Instead,
managerial point of view, the theory can also offer very practical advice to firms who want
to make marketing activities in line with sustainability standards. It is also essential that the
companies develop open, data-driven, and participative communications that foster
consumers to be aware of the environment while also encouraging consumers to engage
more actively to help initiate environmental initiatives. New approaches, digital storytelling,
traceability systems, community involvement for example, will likely support brand
authenticity and allow brands to stand out in an increasingly competitive landscape. By
successfully embedding CE logic in digital ecosystems, firms can realize good
environmental performance and long-term consumer loyalty. This study is conceptual and
interpretive, however, despite its contributions. Future studies should empirically validate
the proposed process framework with quantitative or mixed methods to see if components
and relationships are valid. Its generalizability should also be improved in cross-industry
and cross-cultural studies. The results of the research reflect a transformative impact of
digital marketing as a driving force in promoting CE adoption and sustainable consumption.
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