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EXECUTIVE SUMMARY

This technical note positions regenerative behaviour as a transformative paradigm that extends beyond
traditional sustainability by emphasising restoration, reciprocity, and systemic interconnectedness. It argues that
existing sustainability approaches are insufficient to address escalating ecological and social challenges, and
calls for a shift toward regenerative practices that actively rebuild ecosystems and societal trust. Regenerative
behaviour is conceptualised as a holistic, values-driven approach rooted in gratitude, ethical consciousness, and
relational thinking, requiring a transition from individualistic 1" to collective "we" mindsets. Within marketing,
this paradigm redefines the role of firms from transactional value creators to societal renewal facilitators. The
note highlights key strategic imperatives, including enabling regenerative consumption, embedding purpose and
gratitude into design, adopting lifecycle thinking in product innovation, and fostering authentic, transparent
communication. It emphasises the emergence of the regenerative consumer, while acknowledging the intention—
action gap and the need for firms to simplify sustainable choices. Furthermore, the note advocates for
participatory engagement, positioning consumers as co-creators in regenerative systems. It outlines guiding
principles and policy recommendations for businesses and governments to institutionalise regenerative
marketing practices. Ultimately, marketing is framed as a powerful catalyst for cultural transformation, capable
of aligning economic activity with ecological restoration and long-term societal well-being.

INTRODUCTION
The Urgency of Regeneration

Regenerative behaviour, a concept gaining global traction, transcends traditional sustainability by emphasising
restoration, reciprocity, and the interconnectedness of humans and nature (Yunibandhu & Hallinger, 2025). This
technical note examines the foundations of regenerative behaviour, its underlying value systems, and its
transformative implications for marketing strategy and business policy. Drawing on emerging perspectives in
regenerative thinking and systems-oriented approaches, the discussion highlights how organisations can rebuild
stakeholder trust, design purpose-driven offerings, and align with evolving consumer values centred on
responsibility, authenticity, and long-term societal well-being. This paradigm shift represents a critical inflexion
point for marketers seeking to move beyond transactional value creation towards contributing to the resilience
and flourishing of socio-ecological systems. In the face of escalating climate change, mounting social
fragmentation, and the depletion of natural resources, humanity finds itself at a pivotal moment (Ahmed et al.,
2018). The prevailing model of sustainability — while well-intentioned — has proven insufficient in reversing
the trajectory of environmental degradation and social disconnection (Ravichandran, 2023a). It is no longer
enough to minimise harm; we must move toward a regenerative approach that restores ecosystems, rebuilds
social trust, and reimagines the relationship among people, the planet, and profit (Buckton et al., 2023). Within
this emerging paradigm, marketing is no longer a peripheral function—it becomes central to societal healing.
Brands have the power to influence cultural narratives, shift individual behaviours, and foster collective agency.
This technical note positions marketing as a strategic enabler of regenerative behaviour and explores the tools
and mindsets necessary for this transformation.
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Understanding Regenerative Behaviour

Regenerative behaviour encompasses conscious actions that sustain the vitality of ecological, social, and spiritual
systems (Gibbons, 2020). Unlike compliance-driven sustainability, regeneration is proactive, holistic, and deeply
relational. According to Jenny Andersson, regenerative behaviour cannot be reduced to simple checklists or
slogans. It emerges from inner reflection and a deep understanding of interdependence. This behaviour is
characterised by choices that are life-enhancing, context-sensitive, and informed by compassion. Yvonne
Richardson further articulates that gratitude is central to regenerative behaviour. When individuals view natural
resources as sacred gifts rather than commodified assets, their behaviour shifts from extraction to reciprocity.
Gratitude fosters a mindset of sufficiency, appreciation, and mutual care. In this way, regenerative behaviour
becomes both a personal practice and a societal value system.

From | to We: A Shift in Consumer Consciousness

Regeneration demands a profound psychological shift from individualism to collectivism. Regenerative practice
begins within, through inner work, self-awareness, and humility (Boyle, 2023). This internal transformation
allows people to engage more ethically and empathetically with others and the environment. In marketing, this
insight translates to a transition from transactional customer relationships to value-based community
engagement. Brands must reframe their audiences not as passive consumers but as active collaborators in the
journey of regeneration. This participatory mindset is especially critical in an era of distrust, polarisation, and
ecological anxiety. Marketing messages grounded in authenticity, shared purpose, and community resilience are
far more effective than those that appeal merely to consumption or aspiration (Ravichandran, 2023b).

Regenerative Behaviour in Marketing: Strategic Imperatives

a. Rise of the Regenerative Consumer: The modern consumer is not only more informed but also more
concerned about the environmental and social impacts of their choices. According to IBM research, 60% of
consumers are ready to modify their buying habits to reduce their ecological footprint (Haller, 2022).
However, a significant intention-action gap persists. While many claim to support sustainable brands, only a
fraction translate that intent into purchases. This gap reveals a demand for brands to simplify, clarify, and
enable regenerative choices. Marketers must design experiences that eliminate confusion, offer transparency,
and provide the tools consumers need to act on their values.

b. Designing with Gratitude and Purpose: Brands that embrace gratitude as a design principle create deeper
emotional connections. The notion of a "gift economy" suggests that when consumers perceive products as
meaningful offerings—imbued with care, ethical intent, and environmental consciousness—they are more
likely to reciprocate through loyalty, advocacy, and sustained engagement (Branco-Illodo et al., 2025). This
perspective aligns with broader theories of reciprocity and value co-creation, in which consumption extends
beyond transactional exchange to encompass relational and symbolic interactions between brands and
consumers. Regenerative marketing invites consumers to become co-contributors to a shared vision, whether
through interactive storytelling, cause-related campaigns, or community initiatives. Gratitude-driven branding
IS not just emotionally resonant—it becomes a force for cultural transformation.

c. Lifecycle Thinking in Product Innovation: Designing for regeneration requires a fundamental rethinking of
the entire product lifecycle, from material sourcing to end-of-life recovery. Marketers must collaborate closely
with innovation and design teams to ensure that products embody principles of circularity, resource efficiency,
and ethical production. Prior research indicates that up to 80% of a product's environmental impact is
determined during the design phase (European Commission, 2023), underscoring the critical role of early-
stage decisions in shaping sustainability outcomes. By embedding regenerative design principles—such as
modularity, durability, reparability, and compostability—organisations can significantly reduce their
ecological footprint while signalling a credible commitment to systemic and long-term change.

d. Mindful Messaging and Authentic Storytelling: In a world saturated with content and misinformation,
authenticity is a rare and powerful currency (Gupta & Gambbhir, 2025). Marketers should adopt mindful
communication practices that are rooted in listening, empathy, and deep context (Shikalgar et al., 2024). This
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involves resisting the temptation to virtue signal or make surface-level sustainability claims. Instead, brands
must share stories of ongoing learning, the challenges they face, and their genuine commitment to
regeneration. Transparency about supply chains, labour practices, and environmental metrics must be
embedded in the marketing narrative to foster trust and credibility.

Guiding Principles for Regenerative Marketing Policy. For regenerative marketing to become a systemic
practice, brands must integrate specific guiding principles into their strategic planning:

o Build at the speed of trust. Establish long-term relationships based on transparency and mutual respect.
« Promote sufficiency rather than excess. Encourage mindful consumption and redefine value.

e Reconnect people with nature. Use design, imagery, and messaging that evokes awe, respect, and
stewardship.

« Aim for healing, not just selling. Align brand purpose with social and ecological restoration.

o Collaborate across ecosystems. Join forces with civil society, academia, and policymakers to scale
regenerative impact. These principles guide both campaign-level tactics and overarching brand strategy,
ensuring that marketing becomes a source of positive transformation rather than manipulation or harm.

From Consumer to Co-Creator: The Role of Engagement. Regenerative behaviour transforms the consumer's
role into that of a co-creator (Palakshappa et al., 2024). Instead of merely choosing among products, consumers
participate in shaping the future they want. This participatory ethos can be harnessed through educational
content, community storytelling, regenerative challenges, and digital platforms that foster collaboration.
Richardson notes that many consumers want to act sustainably but feel overwhelmed by complexity. Brands
must demystify sustainability by breaking down the steps, offering support, and inviting collective learning. For
instance, campaigns could include QR codes linking to the product's journey from raw materials to disposal, or
apps that help users track and reduce their environmental footprint.

Policy Recommendations for Business and Government: To create an enabling environment for regenerative
marketing, a multi-stakeholder approach is required. Businesses and governments must collaborate to:

o Embed regenerative purpose into corporate governance and brand positioning.

o Develop and track regenerative KPIs, including social equity, biodiversity health, and community
empowerment.

o Fund open innovation platforms for regenerative design.
o Offer incentives for brands that adopt circular business models and transparent value chains.

« Regulate misleading green claims and establish certification mechanisms for regenerative practices.
These actions help normalise regenerative marketing and turn it into a competitive, ethical, and strategic
advantage.

Conclusion: Marketing as a Catalyst for Regeneration

Regenerative behaviour is not a trend—it is a paradigm shift. In embracing this shift, marketers step into a
historic opportunity to redefine the purpose of business and the role of commerce in society. By focusing on
contribution rather than extraction, collaboration rather than competition, and life-centred design rather than
profit-maximisation alone, brands can become stewards of a thriving future. Marketing has the capacity to heal,
inspire, and regenerate. The challenge now is to ask not merely what consumers want, but what life itself
demands. This is the compass by which the regenerative marketer must navigate—and lead.
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