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Abstract  

 

A large body of research implies that modern human behaviour threatens various life – sustaining resources. 
The excessive consumption patterns of resources by humans has been identified as one of the main causes of 
the environmental crisis. Automatic and unconscious decision-making behaviours have become deeply 
internalized among individuals, resulting in unsustainable and unnecessary consumption patterns. Emerging 
literature has begun to explore the concept of mindfulness in relation to sustainable consumption, and reports 
on a positive relation to lower ecological footprints, connectedness to nature and sustainable consumption 
patterns. This particular study builds upon existing empirical findings and addresses the relationship between 
mindfulness, impulsivity and consumption. An extensive literature review and primary data collection method 
based on a convenience sample, were used as methodological approaches for this study. Based on the data 
gathered through an online questionnaire, the study finds that mindfulness has a negative relation to impulsive 
buying behaviour, suggesting a decrease in impulsive consumption among individuals with a higher level of 
mindfulness. Contrary to existing research, this study found no significant relation between mindfulness and 
pro-environmental behaviour. However, there are several limitations to this study due to method bias, 
measurement issues as well as due to the format of the questionnaire approach, that need to be considered when 
discussing the findings. Overall, this research indicated that by tapping into mindfulness, individuals may 
become less vulnerable to automatic processing, helping to break routines and make consumers become more 
aware of negative effects of consumption choices. This paper recommends continued research and suggests 
possible future pathways. 

 

Keywords: mindfulness, mindful consumption, pro-environmental behaviour, impulsivity, decision-making, 
behavioural regulation, sustainable development 
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Summary:  

Population growth, constant economic development and consumption habits have led to irreversible damage to 
the environment. Our excessive lifestyles have caused a depletion of natural resources but also created deep 
inequalities in the world. With the introduction of the 17 sustainable development goals, nations around the 
globe have committed themselves to climate protection, poverty alleviation and an aim for overall sustainability. 
From governments, businesses, communities up to the individual, everyone has to take on responsibility. 
However, the ecological concern does not often translate into eco–friendly behaviour, still causing 
unsustainable patterns, especially with regard to consumption habits. Considering decision-making behaviour, 
much of what we do is based on automaticity, short-cuts as well as habits from the past. Mindfulness, a state of 
awareness and attention to the present, has become an increasingly popular concept. Recently, researchers 
documented a positive relationship between mindfulness and engagement with pro-environmental behaviours. 
Cultivating mindfulness among consumers may be helpful to the process of bridging the gap between attitudes 
and behaviours into a more sustainable direction.  

The objective of the study is to investigate the relationship between mindfulness and consumers consumption 
behaviours. The research focuses on three key concepts, mindfulness, sustainable consumption and impulsivity. 
The study is based on an extensive literature review and an analysis of primary data. For primary data collection, 
a questionnaire approach was used and distributed through social media channels.  

The research method used within this study is based on an exploratory design, allowing for an analysis of the 
problem, an evaluation of existing findings as well as a discovery of new research ideas. Literature review was 
used as a key data collection method. In addition, primary empirical data was gathered through an online 
questionnaire, distributed through social media channels.  

The literature review uncovers that mindfulness is positively related to pro-environmental behaviour, increased 
connectedness to nature as well as to a decrease in materialism. Mindfulness has several potential mechanisms, 
to generate a stream of awareness, leading away from autopilot decision-making, towards sustainable 
consumption behaviours. Research suggests that mindfulness has potential to effect sustainable consumption 
patterns, such as disruption of routines, congruence of attitude and behaviours as well as positive relation to 
more pro-sociality as well as individual well-being. Primary data collection analysis reveals that through greater 
mindfulness, individuals seem to be less inclined towards impulsive buying behaviours. Contrary to existing 
research findings, this study found no direct positive link between mindfulness and pro-environmental 
behaviours, which however, could be a result of methodological drawbacks of this study. Tapping into the 
mindfulness of consumers may be an important tool to help consumers rethink their decision-making process, 
controlling internal as well as external drivers of impulsive buying, and hence lead to greater sustainable 
decision-making. The discussion of the study suggests that continued research is needed in order to provide 
greater insights into the concept of mindfulness and its potential. Hereby, carrying out long-term experiments, 
can allow for an evaluation of the potential effect of mindfulness over time. Furthermore, it is suggested to 
investigate potential tools on how to actively cultivate mindfulness among consumers.  

Keywords: mindfulness, mindful consumption, pro-environmental behaviour, impulsivity, decision-making, 
behavioural regulation, sustainable development 
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1 Introduction 
This chapter begins by introducing the topic of the project “Mindfulness for sustainable consumption 
– insight in consumer culture”. The background, the problem as well as the guiding research questions 
for this study are presented within this first chapter. The chapter ends with an overview of the report 
structure.  

 

“Mindful consumption is the way to heal ourselves and to heal the world” 

 – Thich Nhat Hanh (2008, p. 16) 

 

The earth’s natural resources have been depleted throughout recent decades up to a critical degree. 
(Rockström et al., 2009). Hereby, population growth, economic development and consumption 
lifestyles increasingly influence the earth’s climate and ecosystems (Häyhä et al., 2016). Most of 
human activities are constantly putting pressure on the earth systems that could trigger long term and 
irreversible environmental challenges and changes, that can have destructive impacts on human well-
being (Rockström et al., 2009). Governments, big corporations and the general society are beginning 
to comprehend the impact that these environmental issues have on the overall well-being for current 
and future generations. Excessive consumption patterns of resources by humans have been identified 
as one of the main causes of the environmental crisis (Helm and Subramaniam, 2019). The issue 
hereby is that humans do not just consume to satisfy their basic needs but to fulfil additional wants, 
which are mostly driven by cultural norms and socially driven mindless consumption behaviours 
(Helm and Subramaniam, 2019). What and how much of goods and services society consumes on a 
daily basis has substantial influence on earth natural resources. A large body of research implies that 
modern human behaviour threatens various life-sustaining resources. Across the production and 
consumption cycle, consumers lifestyles and consumption habits indirectly affect climate, rapid 
degradation of forests, consumption of water resources as well as land use (Winter, 2004). Hence, a 
transition towards sustainable consumption patterns is essential to mitigate the increasing negative 
environmental effects (Helm and Subramaniam, 2019).  

 

1.1 Problem and research gap 
It is no surprise that due to the current state of disconnection between society and nature, our 
ecological concern does not often translate into eco-friendly behaviour (Amel, Manning and Scott, 
2009). Despite the existing knowledge around the environmental crisis and the general scientific 
agreement on the underlying causes, governments as well as individuals still are not able to act 
sustainably. Making consumption sustainable in the long term, is a necessary step, not only for the 
sake of environmental well-being but also for societal and individual benefits.  

Hence, there is an urgent need for research on how to close the disparity between pro-environmental 
attitudes and relevant behaviours (Amel, Manning and Scott, 2009). Previous research has explored 
underlying psychological processes that are fundamental to promoting sustainable, pro 
environmentally friendly consumption practices among consumers (Barbaro and Pickett, 2016). 
Research supports the notion, that rather than being attentive, many consumers make daily decisions 
that are functions of automatic processing (Barber and Deale, 2014). These automatic and 
nonconscious decision-making processes have become deeply internalized processes among many 
individuals. Overconsumption of resources has become a major issue within the consumption 
discourse. Another downside of such automatic, uncontrolled behaviour is that it leads to 
unsustainable and unnecessary decision-making. Such behaviour is likely to stay that way unless 
consumers put in some effort and consciously take up different decision and consumption-making 
behaviours. On top of that, advertising companies and marketing strategies induce and reinforce such 
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behaviour, thus strengthen unsustainable consumerism and overconsumption. The current trend of 
green consumption has steadily gained greater attention and adoption by consumers and corporations 
(Sheth, Sethia and Srinivas, 2011). However, greening consumption behaviour has been criticized 
for being insufficient because it does not address the problem of over, - unsustainable consumption 
at its root, since consumption in volume is still increasing (ibid.).  

Emerging literature indicates that mindfulness positively relates to sustainable consumption and to 
have the potential to bridge the gap between attitude and behaviour by supporting non-materialistic 
values (Fischer et al., 2017). The author Rosenberg sees mindfulness as an “antidote to consumerism” 
(2004, p. 207). Several contemporary scientific papers have explored ways in which attitudes and 
behaviours in the context of pro-environmental and sustainable consumption may be related to 
mindfulness (Geiger et al., 2020). 

Cultivating mindfulness among consumers can foster a greater consideration and understanding of 
their own needs, curb automatism and increase individual awareness of negative effects of 
consumerism. Currently, active promotion of sustainable consumption practices is not yet fully part 
of our society and marketing strategies, hence emerging literature suggests that mindfulness may be 
a necessity for consumers in order to adopt sustainable consumption behaviours (Barber and Deale, 
2014). In this context, this study is designed to investigate the concept mindfulness and to research 
the relationship between mindfulness and sustainable consumption patterns. Most of the studies 
investigating the relationship between different facets of mindfulness and different types of 
sustainable consumption behaviour, have found a positive relationship. However, due to its complex 
and multifaceted construct, mindfulness still remains a rather unexplored concept within the 
behavioural studies and researchers advise to further explore the casual relationship between 
mindfulness and sustainable consumption behaviour. Most of the existing studies have been carried 
out among the American consumer market. By performing this study within the German consumer 
market, the study provides additional insights into a rather unexplored consumer culture. 

 

1.2 Aim and hypotheses of the study 
The study attempts to gain insights into the function that mindfulness plays within the decision-
making processes and consumption behaviour of consumers. The study is designed in a way to 
function as a pilot study in order to develop a foundation for the possibility of conducting a greater 
research at a later point in time.  

So far, only a small body of research has investigated the conceptualisation of mindfulness and its 
potential for the sustainability discourse. Recent research suggests that tapping into mindfulness 
among consumers can indirectly increase awareness of negative effects of consumption. Building 
upon existing findings, this study aims to broaden the understanding of mindfulness and its role in 
sustainable consumption.  

As it is evident from existing literature, mindfulness is believed to facilitate greater awareness of 
thoughts, emotions and responses to stimuli (Fischer et al., 2017) and thereby reduce automatic and 
habitual decision-making. So far, little existing research investigated the relationship between 
mindfulness, impulsivity and consumption. Previous literature implies that increased mindfulness 
heightens consumers awareness of their behavioural patterns and decision – making process. 
Specifically, the two following hypotheses are suggested and tested:  

H0: The level of mindfulness of consumers has no effect on pro-environmental behaviour. 

H1: The level of mindfulness of consumers has a positive effect on pro-environmental behaviour. 

 

H0: Mindfulness of consumers has no effect on impulsive buying behaviour. 

H2: Mindfulness of consumers has a positive effect on impulsive buying behaviour. 
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Hence, this study suggests that the level of mindfulness among consumers positively influences their 
sustainable consumption choices as well as their intent to consume less impulsively. By 
understanding underlying psychological processes of consumers, this study provides important 
insights for future research as well potential strategies to encourage engagement in pro-environmental 
behaviour (Barbaro and Pickett, 2016). 

 

1.3 Outline of the study 
After introducing the problem background of the thesis, stating the aim and the hypotheses within 
chapter 1, the rest of the paper is structured the following way. Chapter 2 defines the key concepts 
and introduces theoretical models for this study. Chapter 3 provides some empirical background 
knowledge collected through literature review, in order to put the topic of interest into the wider 
context of sustainability. In chapter 4, the steps taken to analyse the study are presented, the 
methodological approach is outlined, including a description of the data collection process and 
sampling method. It also describes the ethical approach and validation process applied within this 
study. Afterwards, chapter 5 outlines the data analysis using statistical methods as well as the final 
result of the study. Chapter 6 discusses the results in relation to existing literature findings and 
addresses the limitations of the study. The last chapter concludes the report and suggests some topics 
for continued research.  
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2 Concepts and theoretical models  
The following chapter outlines the research that gave rise to the scope of the study. By reviewing 
relevant literature, this chapter provides thorough background knowledge of the concept of 
mindfulness and highlights the significance of mindfulness for sustainable consumption patterns. The 
purpose of this chapter is to compare and critically evaluate different studies. This is done by firstly 
defining key concepts relevant to this study and secondly by discusses existing theories and models 
that have been developed and explored by previous researchers.  

 

2.1 Mindfulness – a definition 
The following paragraph provides a framework for the concept of mindfulness based on existing 
literature. In detail, it provides a definition of mindfulness, an exploration of recent empirical 
findings and a discussion of the potential of mindfulness to work as a tool to deeply change values 
among consumers into a sustainable mindset. All of the recent findings combined provide a strong 
foundation for this study.  

The society of today lives in a fast-paced and ever-changing environment. Our everyday life is 
structured according to behavioural processes. To remain efficient, individuals often rely on habitual 
and automatic decision-making processes. Being stuck within habitual processes and automatic 
decision-making, can lead to mindless consumption as well as unsustainable lifestyle patterns, 
creating a negative impact not only on individual but also on societal and environmental well-being. 
In recent years, the concept of mindfulness has become a buzzword across different platforms and 
research in regard to its benefits has increased though the years among various research fields (Geiger 
et al., 2020).  

In the field of contemporary psychology, mindfulness has long been adopted as a means to reduce 
“cognitive vulnerability” to stress and has demonstrated psychological and physical health benefits 
(Bishop et al., 2006). However, mindfulness is directed at the everyday lived experience of the here 
and now and not solely developed for the psychotherapeutic purpose (Hunecke, 2019). Originating 
within Buddhism, mindfulness has long been cultivated through meditation practices (Rosenberg, 
2004), where mindfulness has been associated with cultivating a state of present awareness, in which 
feelings and emotions are observed, without immediately reacting to them in an automatic, habitual 
pattern (Bishop et al., 2006). However, the concept of mindfulness is universal, it has nothing to do 
with a particular belief or philosophy but rather with our capacity of knowing our minds (Kabat-Zinn, 
2015).  

There are a number of proposed definitions around mindfulness. Ellen Langer has outlined the 
concept of mindfulness in her book and laid the grounds for future research by providing a profound 
definition of mindfulness (Rosenberg, 2004). Her work is considered as ground-breaking, providing 
one of the first definitions of mindfulness. Within her definition, mindfulness contains components 
of; openness to novelty, alertness to distinction, sensitivity to different context, awareness of multiple 
perspectives as well as an orientation to the present (Langer, 1989). Building on the work of Langer, 
Brown and Ryan (2003) revisited the definition of mindfulness for their own work. Their definitions 
of mindfulness vary in some ways depending on their context. However, both of the definitions have 
in common that mindfulness is rooted in two fundamental activities of consciousness, namely, 
awareness and attention (Brown, Ryan and Creswell, 2007). Attention and awareness might be 
considered as a “constant feature” of normal processing (Brown, Ryan and Creswell, 2007) and often 
referred to as being conscious. Mindfulness, however, reflects a more sustained consciousness of 
ongoing events and is characterized by a more open and receptive characteristic of attention and 
awareness.  

Enhanced attention and awareness have been defined as crucial parts of mindfulness (Brown and 
Ryan, 2003). According to Brown and Ryan, most everyone has the capacity to attend and to be 
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aware. However, it is assumed that individuals differ within their capacity to be mindful due to a 
variety of factors (2003). Research distinguishes between deliberate and effortless mindfulness. 
Deliberate mindfulness is referred to when mindfulness is cultivated intentionally in comparison to 
effortless mindfulness, defined as spontaneous or already integrated mindfulness (Kabat-Zinn, 2015). 
Another characteristic of mindfulness is described as “open awareness and attentiveness” in which 
one exercises a sustained consciousness of present events and experience, allowing the individual to 
be present to reality, rather than reacting to it based on automatic processes. In general, mindfulness 
has been characterized as non-judgmental and present centred awareness. Hence, it has been argued, 
that mindfulness can address and counteract non-conscious psychological behaviour that activates 
automatic decision-making, promoting unsustainable consumption.  

In their search for an operational definition for mindfulness, Bisoph et al. came up with a two-
component model (2004). Self-regulation of attention is set to be the first component of the model. 
The regulation of the focus of attention is one of the first starting points to develop a mindful mindset. 
In order to maintain this feeling of “being present and alive in the moment” (Bishop et al., 2006, 
p.232), skills such as sustained attention are crucial. It allows individuals to remain within the present 
moment and to fully experience current feelings, thoughts and sensations. Furthermore, self -
regulation of attention involves the direct experience of emotions without getting caught up in 
previous ruminative thought streams, which helps to inhibit elaborative processes. See figure 1 for a 
visual presentation of the two-component model by Bisoph et al. (2004).  

The second component “orientation to experience” further defines the concept of mindfulness. This 
describes the process of adopting an attitude of curiosity and acceptance. Hereby bringing a “quality 
of non-elaborative awareness to the current experience” (Bishop et al., 2006,p.234). Developing a 
mindful mindset could help to discern the relationship between thoughts, emotions and actions and 
to better understand the implication of experience and behaviour. The two-component model 
introduced by Bisoph et al. is based on various components of mindfulness and offers great precision 
in order to further undertake investigations into the role and mechanisms of mindfulness. This model 
provides great precision and clarity on the various components of mindfulness. Thus, allowing future 
researchers to make use of this model in order to undertake further investigations into the role and 
mechanism of mindfulness.  

 

 

Figure 1. Two-component model by Bisoph et al. (2004, p.232) 

 

Opposite to mindfulness, mindlessness, indicates the absence of mindfulness and can be activated 
when individuals behave compulsively or automatically, without awareness or attention to one’s 
present behaviour. The definition suggested by Brown and Ryan emphasizes an open, undivided 

Self-regulation of attention Orientation to experience 

- Sustained consciousness 
- Non-elaborative awareness 
- Inhibition of elaborative 

processing 

- Acceptance 
- Openness to experience  
- Curiosity 

 

Mindfulness 
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attention of what is happening within the present moment, both internally and externally, rather than 
exercising a particular cognitive approach to external stimuli (Brown and Ryan, 2003).  

Recently, researchers beyond the psychological domain, have discovered the concept of mindfulness 
for behavioural studies in regard to transformative consumer research. The concept offers great 
potential to replace mindless consumption with mindful consumption “disengaging individuals from 
automatic thoughts, habits and unhealthy behavioural patterns (Bahl et al., 2016). Among the first to 
connect mindfulness to consumer behaviour was Rosenberg by indicating that mindfulness can be a 
powerful antidote to the human tendency towards automatic responses by being the polar opposite of 
reflexive or impulsive action (Rosenberg, 2004). Application of mindfulness in regard to 
sustainability is important due to three reasons. Firstly, rather than relying on developed habits 
through previous experience, mindful people consider various qualities before deciding what to do. 
Secondly, through mindfulness, people expand their existing knowledge base by constantly acquiring 
new information. Thirdly, understanding situations through multiple perspectives, mindful 
individuals understand their impact better on others (Barber and Deale, 2014).  

 

2.2 Sustainable consumption  
After presenting a definition for the key concept within this study, mindfulness, the following paragraph 
provides a clear understanding of the concept sustainable consumption and connects it with the idea of 
mindfulness. 

Discussions around the concept of sustainable consumption practices have been the focus of academic 
literature for a time now (Hume, 2010). By now, many international organizations and governments 
have realized that current patterns and quantities of consumption are not ecological sustainable and 
cannot continue at their current rate (Lim, 2017). Environmental damage caused by overconsumption 
threaten not only human welfare but include a number of negative effects on the environment, such 
as biodiversity loss, deforestation, fishery collapse and pollution of water and land systems (Sheth, 
Sethia and Srinivas, 2011). Consumers decision-making of how much to consume and what to buy, 
has direct impacts on the environment and its cumulative impacts of current consumption behaviours 
is devastating (Yan, Keh and Wang, 2021). Thus changes within the various production, trade and 
consumption cycles are crucial steps for sustainability in the long term (Tanner and Wölfing Kast, 
2003). The seriousness of such issues was highlighted through the publication of the Sustainable 
Development Goals (SDG), in which goal 12 aims to ensure sustainable consumption and production 
patterns (THE 17 GOALS | Sustainable Development, 2021). In order to achieve sustainable 
development, it is inevitable that current unsustainable consumption habits are changed.  

So far, many different forms of concepts for sustainable consumption have been discussed, such as 
ethical consumerism, green consumption and socially responsible consumption (Buerke et al., 2017). 
A clear understanding of the characteristics of sustainable consumption, referring to a clearly defined 
set of terms, is still lacking. In broader terms, sustainable consumption practice concerns the 
consumption of goods and services that are economically viable, socially equitable and foremost have 
a minimal environmental impact. The OECD (Organization for economic co – operation and 
development) refers to the following definition of sustainable consumption “the use of goods and 
services that respond to basic needs and bring a better quality of life, while minimalizing the use of 
natural resources, toxic materials and emissions of waste and pollutants over the life cycle, so as not 
to jeopardize the needs of future generations” (Rumpala, 2011). A key objective of this definition is 
to make consumption evolve to eliminate its negative effects.  

Even though entrepreneurial business ideas and new concepts such as circularity within product 
cycles have been developed, much of the share of responsibility has been put on a set of individual 
consumers. They are expected to become aware of the negative effects exerted on natural resources 
and environments, and to changer their consumption patterns respectively. Overall, consumption is 
seen as an essential link in the mobilization of the collective goal of sustainability (ibid.). Despite 
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the effort and research conducted in academia, business and governments, unsustainable consumption 
patterns persist today and there is still a lack of knowledge of how to encourage sustainable patterns 
of consumption (Lim, 2017). The process of developing sustainable consumption practices has been 
acknowledged as complex not only because of individual values and practices but also due to 
established societal consumption practices as well (Dolan, 2002). 

Instead of critically dealing with the level or scale of consumption, the process of greening 
consumption in terms of offering eco-friendly products have gained greater attention. However, the 
level of green consumption still remains insignificant to translate into positive environmental impact. 
Several authors have highlighted the importance of going beyond green consumption, since overall 
consumption continues to rise to a degree that has no positive effect on the environment. The 
promotion of sustainable products and services is hereby not enough. Social and individual 
consumption habits must be encouraged as well, to make the public more responsible and demanding 
in regard to sustainability (Rumpala, 2011). Creating sustainable consumption patterns requires the 
involvement of multiple stakeholders, from producers to consumers. Taking on the perspective that 
consumers are merely “slaves to their own whims” and guided by impulses and manipulated easily 
through external influences such as adverting, neglect the fact that existing structures and systems of 
production are part of this mutual relation regarding sustainable consumption (Dolan, 2002). 
However, it is beyond the scope of this paper to integrate both consumers and system perspective. 
Nevertheless, it is the consumer in the end who makes a final decision between available products or 
services. Hence, it should be encouraged that consumers question themselves and to be able to 
discriminate among products and to be able to choose sustainable alternatives. Making consumers 
more responsible within the sustainable consumption process, includes encouraging more reflexivity 
in regard to consumption decisions (ibid.). Strategies have been developed to target consumers 
attitudes and behaviours in order to internalize a new set of sustainable recommendations (ibid.).  

In some eyes, global businesses are the ones who bear a significant share of responsibility for the 
current consumption patterns (Buerke et al., 2017). In many ways it cannot be neglected that 
businesses operate rather unsustainable (ibid.). However, others argue that consumer behaviour is 
decisive for the process of what businesses produce. Arguing, that motivating consumers to change 
their current unsustainable consumption behaviours and make use of their “economic vote” is crucial 
to foster sustainable consumption patterns (ibid.). Sustainable consumption is a multidimensional, 
complex concept that in order to be enforceable needs the engagement of many stakeholders. The 
consumer consumption choices can be a powerful tool and signal to businesses (Tanner and Wölfing 
Kast, 2003). Individual responsibility in regard to sustainable consumption, needs to take in the 
multiple dimensions of sustainability, environmental, social and economic (ibid.). Previous research 
has outlined specific factors within the individual that seem relevant to consumers pro-environmental 
consumption behaviour and essential for behaviour changes. The specific factors have been classified 
into specific categories, attitudes, perceived barriers, knowledge and personal norms (Tanner and 
Wölfing Kast, 2003).  

Seth et al. propose the alternative approach of mindful consumption to address the problem of 
overconsumption (2011). Hereby, the issue of overconsumption is not simply approached in an 
attempt to restrict consumption but rather in an attempt to redirect consumption patterns (Sheth, 
Sethia and Srinivas, 2011). The following paragraph outlines a definition for mindful consumption. 

 

2.3 Mindful consumption practices 
The first integration of the notion mindfulness with consumption was suggested by Seth et al. (Sheth, 
Sethia and Srinivas, 2011). They suggest that consumers mindset “guides and shapes his or her 
behaviour on whether to consume sustainably or unsustainably (Sheth, Sethia and Srinivas, 2011). 
Consumption has two facets. A tangible one, the behaviours of engaging in consumption, as well as 
an intangible facet, the mindset which is connected to values and attitudes. Both play a crucial role 
in dealing with the problem of unsustainable consumption practices of consumers, such as mindless 
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consumption or overconsumption practices. In mindful consumption, consumer behaviour derives 
from a mindset of awareness and attention (Lim, 2017). It includes a sense of care toward the self, 
society and nature. For that reasoning, mindfulness has the potential “to lead to sustainable 
consumption by encouraging practices that heighten people’s sense of awareness” (Lim, 2017, p. 75). 
Creating greater awareness for oneself and the ecosystem can help to decrease overconsumption and 
dampen its unsustainable impacts. Considering the perspective by Seth et al. mindful consumption is 
seen as the “confluence of a mindful mindset and a behaviour” (2011). A mindful mindset translates 
into behaviour of temperance and less habitual and automatic decision-making. In turn leading to 
transformative and sustainable choices in the marketplace (Milne, Villarroel Ordenes and Kaplan, 
2020). These transformative choices counter mindless behaviour and induce positive impacts on 
individual, societal and environmental well-being (Milne, Villarroel Ordenes and Kaplan, 2020). 
From a sustainability perspective, mindful consumption means that people tend to consume less, or 
more mindful in terms of ecological, social and economic reasons. Mindfulness is a highly relevant 
practice of sustainability. However, up to today, it remains unclear to what extend sustainable 
consumption practices are driven my mindfulness (Seegebarth et al., 2016). Hence, the relation 
between mindfulness and sustainability still offers great potential for research opportunities. 

 

2.4 Impulsive buying behaviour  
Impulse buying is an unplanned purchase characterized as spontaneous, unreflect and immediate 
Hereby, consumers are likely to be relatively unreflective in their thinking, guided by emotional 
attraction as well as the promise of immediate satisfaction. It is suggested that impulsivity consists 
of two components (Bal, Çelikbaş and Batmaz, 2018). One being the instantaneous receipt of reward 
stimuli, the other being the tendency to not consider potential consequences of a rash decision.  

Impulsive decision-making is part of everyday life, taking place unconsciously and constantly 
reinforced by marketing campaigns. The prospect of immediate gratification makes consumers react 
to the urge to buy immediately without considering the consequences of their purchase. It has been 
argued that mindfulness can be a potential pathway to disrupt routines and to inhibit unsustainable 
consumption behaviour such as impulsive compensatory purchase actions (Geiger, Grossman and 
Schrader, 2019). Previous studies indicate that mindfulness is positively related to successful self-
regulation, including reduced impulse reaction as well as compulsive buying. Impulsive buying might 
be satisfying to some degree; however, it can be regarded as a chronic problem. Therefore, it is 
important to understand possible antecedents of impulsive buying (IB). As previous studies have 
explored, mindfulness has the potential to enhance awareness, improve the capacity to be attentive 
as well as to decrease negative emotions. Individuals with a mindful mindset who can effectively 
perceive and manage their thoughts, feelings and actions may be able in return to resist the immediate 
urge to buy. Preliminary research findings propose a negative relation between impulsivity and 
mindfulness measures, suggesting that a state of mindfulness may decrease impulsive buying 
behaviour and hence be beneficial in decreasing unnecessary consumption practices (Bal, Çelikbaş 
and Batmaz, 2018).  

 

2.5 Conceptual model  
It has been suggested that the concept of mindfulness, with its ability to increase awareness and 
sustain long-term attention, can play a key role in changing values and behaviours in the direction of 
greater sustainability (Hunecke, 2019). Generating greater awareness for sustainability among 
consumers, is crucial in terms of the current and future environmental problems that society is facing. 
Considering the fact that much of our consumption behaviour is guided by automatic and responsive 
decision-making habits, mindfulness may be able to break downs old and established routines. Thus 
leading to consumer behaviour that is more strongly driven by a process of reflection instead of 



 

 

 

9 

mindlessness (Rosenberg, 2004). Fischer et al. present four potential mechanism of mindfulness for 
cultivating greater coherence between values, attitudes and behaviour (2017). Geiger et al. discuss 
similar pathways from mindfulness and sustainable consumption (2019). The following figure 
presents an updated picture of at least five different areas in which mindfulness can have a potential 
effect on sustainable behaviour.  

  

 

Figure 2. Potential mechanism of mindfulness (Fischer et al., 2017) 

 

The characteristics, awareness and attention of mindfulness, should enable people to become aware 
of unconscious decision – making, leading away from autopilot consumption behaviour towards 
greater reflection of consumption habits. Hence, mindful attention may be able prevent impulsive 
reactions toward certain marketing campaigns or disrupt established consumption routines. Secondly, 
mindfulness might be able to reduce the predominately existing gap among consumers intentions and 
actual behaviours. A study by Barabro and Pickett (2015) has demonstrated the positive effect of 
mindfulness on connectedness to nature, showing an increase among more mindful oriented people 
in regard to connectedness to nature and pro -social behaviour. Thirdly, increased mindfulness among 
individuals may be related to rather intrinsic, pro-social values, potentially moving away from a 
materialistic value perspective. Increased personal wealth and psychological well – being has shown 
to be positively related to greater mindfulness. An increase in self enhancement and strength in 
empathy towards others can in turn advocate for a conservation of nature (Fischer et al., 2017) 
Overall, mindfulness may be a predictor of intentions, attitudes and perceived behavioural control 
with regard to ecological behaviour.  

Mindfulness describes both a process “the practice of mindfulness” and an outcome “mindful 
awareness” (Marcel Hunecke, 2018) Several empirical studies have shown a direct and indirect 
relation between various mindfulness aspects and environmental-related behaviour (Brown and 
Kasser, 2005; Amel, Manning and Scott, 2009; Barbaro and Pickett, 2016; Panno et al., 2018; Geiger, 
Grossman and Schrader, 2019; Helm and Subramaniam, 2019). These will be further highlighted in 
the empirical background chapter.  

  

Disruption of routines 

Congruence of attitude & behaviour 

Pro-sociality & connectedness 

Values & meaning of life 

Health & Well-being 
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3 Empirical background  
This chapter provides a general overview of relevant studies and summarises the key findings of 
current research papers. In particular, empirical findings of studies that researched the relationship 
between mindfulness and sustainable consumption behaviour are highlighted.  

 

3.1 Mindfulness – a new approach  
Academic studies on mindfulness have covered a wide variety of domains from the psychological 
and individual well-being to the environmental and sustainable consumption field. Existing research 
on mindfulness acknowledges the multidisciplinary nature of the topic and explores the relationship 
between the different fields. One body of research stresses the importance of mindfulness in relation 
to sustainability. This body of literature is especially interested in the impacts of mindfulness on 
individual and societal sustainability, with the aim to foster sustainable behaviours. The concept of 
mindfulness has shown itself through various empirical studies to be a useful construct in 
understanding a variety of behaviours (Sternberg, 2000). In comparison to behavioural and cognitive 
approaches, mindfulness theories directly target core values and ethical principles, cultivating more 
enduring changes of general perspectives and inner convictions (Helm and Subramaniam, 2019). 
These emerging studies suggests that mindfulness can offer a new pathway to more sustainable 
consumption patterns (Helm and Subramaniam, 2019). 

The current interest in the topic of mindfulness is driven by various research within the domain of 
psychological well-being of individuals and the positive improvements of cognitive abilities due to 
mindfulness practices. Results from previous studies prompted researchers to look into the topic of 
mindfulness and its relationship with pro-environmental behaviour and consumption patterns (Bishop 
et al., 2006). Within these studies, mindfulness has been adopted as an approach to increase 
awareness and to cultivate the capacity to enhance mental health, emotional as well as ecological 
well-being. Literature focuses on mindfulness as a trait that can help to heighten present awareness 
and counteract automatisation of habitual reactions and perceptual evaluations (Small and Lew, 
2021). One important conclusion that can be drawn from these studies is that mindfulness directly 
targets core values and ethical principles to foster a more enduring change of general perspectives 
and inner convictions (Bishop et al., 2006).  

The perspective of mindfulness within the psychological research field is often focused on the 
individual’s well-being. However, in terms of environmental sustainability, a recent study highlights 
mindfulness as the “transformative power for consumer, societal and environmental well-being” 
(Bahl et al., 2016).  

 

3.2 Mindfulness and consumption  
In search for solutions or ways to encourage greater sustainable behaviour among individual 
consumption practices, be it regarding their personal health or for environmental well-being reasons, 
the concept of mindfulness has become increasingly popular among researchers. Bahl et al. examine 
mindful consumption as an ongoing practice of bringing attention to inner and outer stimuli and 
evaluate the resulting impacts on the consumption process. It is argued that one of the main reasons 
for “consumption induced processes” is mindlessness (Bahl et al., 2016). Consumers seems to be 
entangled in a web of habits and promising marketing campaigns for greater happiness, that decision-
making results in mindless and unsustainable choices. Initiatives by government bodies trying to 
offset the messages that induce consumer to behave irrationally, have not yet lead to the hoped for 
success (Bahl et al., 2016). Hence, a primary concern within research is to find transformative ways 
to engage consumers within sustainable consumption practices with positive individual, societal as 
well as environmental well-being impacts (Bahl et al., 2016). 
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The study by Helm and Subramaniam investigated the relationships between socio cognitive 
mindfulness and sustainable consumption. Sustainable consumption was measured through three 
aspects, emission reducing behaviour, propensity to share and responsible buying (Helm and 
Subramaniam, 2019). They argue that heightened awareness can work as a mechanism that increases 
the willingness to consume sustainably. The findings of the study confirm a positive relationship 
between socio cognitive mindfulness and the three different kinds of sustainable consumption 
patterns. However, it is suggested by the researchers to replicate the study in order to gain deeper 
insights into mindfulness and sustainable consumption.  

Cultivating mindfulness among consumers could foster greater sustainable consumption behaviour 
in daily consumption scenarios. The study by Helm and Subramaniam revealed that socio cognitive 
mindfulness is an important indicator for transforming consumption behaviour towards greater 
sustainability (2019). The study supports the notion that a mindful decision-making process can lead 
to transformative choices and potentially weaken habitual behaviour patterns (Milne, Villarroel 
Ordenes and Kaplan, 2020). The multifaceted concept of mindfulness makes it difficult to arrive at a 
universally accepted definition within its various fields of application. However, many researchers 
agree upon the potential to promote sustainable consumption in various ways (Fischer et al., 2017). 
The first one being the potential of disrupting habitual decision-making routines. Secondly, 
promoting more congruence with regard to the existing gap between pro-environmental attitudes and 
corresponding unsustainable behaviour among many consumers. Thirdly, encouraging non -
materialistic behaviour but simultaneously enhancing individual as well as societal well-being 
(Milne, Villarroel Ordenes and Kaplan, 2020) (Fischer et al., 2017).  

 

3.3  Mindfulness and individual well-being  
Besides investigating the relationship between mindfulness and consumption practices, a study by 
Brown and Kasser (2005) investigated the simultaneous influence of mindfulness on subjective well-
being and pro-environmental behaviour. A common misconception among consumers is that 
ecological well-being comes at the expense of personal well-being. Behaving environmentally 
friendly is often framed in self-sacrificial terms, which in turn makes consumers less likely to behave 
in ways that are sustainable for a wider variety of stakeholders, such as the environment (Brown and 
Kasser, 2005). A recent study by Geiger et al. however, confirmed that self-enhancement values can 
advocate the conservation of nature. The model by Geiger et al. based on “self-enhancement” values, 
such as personal health, challenges the notion that egoistic orientation is necessarily “detrimental to 
environmental outcomes” (Geiger, Otto and Schrader, 2018). Besides a consistent direct effect of 
mindfulness on ecological behaviour, the research implies a general importance of health behaviour 
in the mindfulness-ecological behaviour relation. In general, this empirical analysis supports the 
narrative of “the compatibility of self-serving, personal and planetary health benefits which might be 
a more fruitful approach to promote ecological behaviour” (Geiger, Otto and Schrader, 2018), 
providing further evidence of the importance of mindfulness theory in addition to cognitive or moral 
appeals. 

Of relevance to this study, Brown and Kasser also showed that mindfulness, as previously defined as 
a “quality of consciousness”, promotes ecological responsible behaviour (ERB) (2005). Besides 
intrinsic value orientation, the factor mindfulness was found to also promote happiness as well as 
ecological responsible behaviour. Highlighting the importance of further research within the domain 
of mindfulness and consumption theories. The promotion of mindfulness may provide a hopeful new 
way of pointing to a mutually beneficial relation between personal and planetary well-being.  

The need to overcome the current state of disconnection between our individual self and nature is of 
great importance to increase eco-friendly behaviour. Even though, ecological concern is high true 
eco-friendly lifestyle choices among the majority of society remains rare (Winter, 2004). It is 
suggested by Eco-psychologists that a “connection between ourselves and the rest of nature is 
essential to mental and, thus, ecological health” (Amel, Manning and Scott, 2009). Empirical work 



 

 

 

12 

by Brown and Kasser support the notion that mindful individuals are more likely to pay attention, for 
instance reading labels on products or considering a products reusability and, hence, to seek out 
choices that are less harmful to the environment (2005). Amel et al. assessed sustainable behaviour 
through a single item, asking “how green” participant choices were (2009). Hereby further supporting 
the notion that we are more likely to choose the familiar and most easily accessible option when on 
autopilot. The research by Barbaro and Pickett provides additional support for the strong link between 
mindfulness and pro-environmental behaviour. In comparison to Amel et al., Barbaro and Pickett 
assessed 17 pro -environmental behaviours whereas Amel et al. only used a single-item measure for 
pro-environmental behaviour (2009). Furthermore, it indicated the importance of additional values, 
in this case “connectedness to nature” to be of value to the relationship between mindfulness and pro-
environmental behaviour. Two facets of mindfulness were found to be of particular importance for 
prediction of pro-environmental behaviour namely, observation and nonreactivity. The observing 
facet of mindfulness reflects attention to external stimuli, whereas nonreactivity, defined as 
refraining from impulsive reactions to experiences (Baer et al., 2006), reflects attention to cognition. 
Indicating that both, an orientation towards inner cognitions as well as experiencing ones outer 
environment, might both function to inhibit “engagement of habitual behaviours that negatively 
impact the environment” (Barbaro and Pickett, 2016). By assessing daily pro-environmental 
behaviours (e. g recycling) the study once again suggests the positive effect of mindfulness, by 
making sustainable alternatives more salient (Barbaro and Pickett, 2016). It is argued that 
mindfulness intensifies the process of experiencing once present, subsequently connectedness to 
nature and hence increases one’s motivation to engage in harmless environmental behaviours. 

By now, several scholars researched the concept of mindfulness and provided empirical evidence for 
the beneficial effects of mindfulness, where it is suggested that individual traits in mindfulness play 
a vital role in shaping environmental behaviour and attitudes. In the study by Panno et al. (2018), the 
researchers explored an additional potential influence of the mediator “social dominance theory” 
within the relationship between mindfulness and pro-environmental behaviour. Besides the 
importance of being connected to nature, Panno et al. understand the relationship between 
mindfulness and pro-environmental behaviour in broader terms, by “considering the general 
orientation supporting the observance among individuals and groups, that is, social dominance theory 
(SDT) (2018). Social dominance theory implies an inclusive identification with other human beings 
and non-human species. Investigating the potential mediator role of SDO is based on a study done 
by Milfont et al. that found out, that social dominance is not confined within human realm but extends 
to the relation to the environment, “with humans being dominant over nature” (2013). Several other 
studies support the link between SDO and environmental concerns. Among other things, studies 
reported that SDO has been negatively associated with environmental concern (Panno et al., 2018). 
In connection to mindfulness, the study by Panno et al. suggested that individuals high in trait 
mindfulness should exhibit low levels of social dominance. As outlined by previous studies, 
mindfulness connects to greater interpersonal relatedness, compassion, empathy and inclusive 
identification whereas SDO reflects a lack of empathy and concern for others, as well as an extrinsic 
value orientation (Panno et al., 2018). Just like Brown and Kasser (2005) Panno et al. used the 
Mindful Attention Awareness Scale (Maas) to assess participants mindfulness.  

The work by Panno et al. found out that SDO is negatively associated with mindfulness and hence 
pro-environmental behaviour, suggesting that an overall dominant view, referring to humans or 
nature, (Barbaro and Pickett, 2016) does not go well with a mindful attitude (2018). The studies by 
Panno et al. (2018) as well as Barbaro and Pickett (2016) both investigated the mediator role of two 
different variables, SDO and connectedness to nature and showed that both may be partially 
responsible for the relationship between mindfulness and pro-environmental behaviour.  

In the last few years, the concept of mindfulness gained greater attention not only in the psychological 
domain but also among economic scholars. Several areas of potential effects of mindfulness have 
been researched. As research has continued, mediator variables have been investigated as being 
influential on the mindfulness – pro-environmental behaviour relationship. The findings by Barbaro 
and Pickett (2016) as well as Panno et al. (2018) demonstrated the potential effect of mindfulness on 
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sustainable behaviour by broadening self-oriented focus toward a broader sense of responsibility, 
increasing connectedness to nature and pro-social values. Furthermore, mindfulness was found to 
relate to intrinsic and socially oriented values as opposed to materialistic values (Geiger, Grossman 
and Schrader, 2019) Overall, strong empirical evidence on the contribution of mindfulness to target 
more profound values and hence long term change downstream behaviours exists but need to be 
extended and further validated through additional research (Barbaro and Pickett, 2016).  

The broad range of literature discussed provide a holistic foundation to further investigate the 
relationship between mindfulness and pro-environmental behaviour. Table 1 provides and overview 
of relevant research papers and summarizes the key findings of each study. This study aims to provide 
additional evidence for the importance of mindfulness by replicating previously performed studies. 
 

Table 1. Overview and key empirical findings of relevant research 

 Helm & 
Subramania
m (2019) 

Geiger et 
al. (2017) 

Panno et al. 
(2018) 

Amel et al. 
(2009) 

Brown & 
Kasser (2005) 

Barbaro & 
Pickett 
(2015) 

Ecologi-
cal 
behaviou
r 

Sustainable 
consumptio
n behaviour 

a) Emission 
reducing 
behaviour 

b) Propensity 
to share 

c) Responsible 
buying 

General 
ecological 
behaviour 

 

Pro-
environment
al behaviour 

Self-
assessment 
“Green 
Identity” 

Ecological 
responsible 
behaviour 

Pro- 
environmenta
l behaviour 

Mindful-
ness 
Measure
-ment 

Langer 
Mindful-
ness Scale 

KIMS 

CHIMS 

Mindful 
Attention 
Awareness 
Scale 
(MAAS) 

Five Facet 
Mindfulness 
Questionnai
re (FFMQ) 

MAAS 

 

FFMQ 

 

Media-
tor 
Variable 

a) Environ-
mental 
concern 

b) Perceived 
consumer 
effective-
eness 

c) Material-
istic values 

 

Individual 
health 
behaviour 

Social 
Dominanc
e 
Orientatio
n (SDO) 

None Intrinsic 
values 

Connectedne
ss to nature 
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Findings Socio-
cognitive 
mindfulness 
is positively 
related to 
three 
different 
kinds of 
sustainable 
consump-
tion 
behaviour 

 

Ego-
centric, 
self-
enhanceme
nt values 
can 
advocate 
conser-
vation of 
nature and 
hence 
ecological 
behaviour 

The study 
found a 
negative 
correlation 
between 
mindfulness 
and SDO 

Acting with 
awareness 
was 
significantly 
positively 
correlated 
with 
sustainable 
behaviour 

Personal 
well-being 
and 
ecological 
behaviour are 
complementar
y 

 

Mindfulness 
is associated 
with lower 
materialism, 
tendency 
toward less 
consumption 
activity 

 

Intensificatio
n of 
experience 
with natural 
environment 
through 
mindfulness 

 

Leading to 
regulation of 
behaviour by 
making more 
sustainable 
choices 

 

3.4 German consumer culture  
It becomes apparent from existing literature that the German consumption practices have been 
understudied. Hence, this study aims to replicate and contribute a study that links mindfulness with 
sustainable consumption behaviour, while at the same time providing deeper insights into the 
individual consumer behaviour of German society. 

For many years, Germany has established a capitalistic system, which strives for constant growth in 
many areas of society. The nation has grown into a prosperous society in which the overall 
willingness to consume is high and consuming less is still considered as a restriction or sacrifice 
among many consumers However, the nation is regarded as a good example of a country that is 
acknowledged to have high levels of consciousness for sustainability and simultaneous economic 
prosperity (Hunecke, 2019).  

In January 2019, the federal government published a national program for sustainable consumption. 
The report presents concrete approaches for action within relevant fields and specifies concrete 
measurements for each case (Nationales Programm für nachhaltigen Konsum – Gesellschaftlicher 
Wandel durch einen nachhaltigen Lebensstil, 2019). The report defines sustainable consumption in 
the following terms: consuming in a way that does not endanger the satisfaction of needs of present 
and future generations while respecting the limits of the earths caring capacity (ibid.). In order to be 
able to achieve the national as well as international goals for sustainable development, sustainable 
consumption is an important part of the transformation process.  

In some areas of society, individual consumers have started to embrace small changes within daily 
consumption choices. For instance, almost three quarters of the population very often choose energy-
efficient alternatives when buying household appliances and lamps. More than one-third of the 
population say they have already purchased green electricity, and a majority of consumers also 
demand cleaning products labelled as environmentally friendly. Overall, there is a positive change 
towards a growing demand for “green” products as well as an increasing willingness to switch to a 
more sustainable alternative (ibid.). Among the 14 – 22-year olds, 78 % perceive climate and 
environment protection as a key societal issue that needs greater attention. However, implementation 
of everyday consumption actions fail to materialize, still a lack of action among the youth (Werg, 
Scheffler and Hilscher, 2020). Nevertheless, there is a large discrepancy between environmental 
awareness of consumers and their actual actions (ibid.). The national program for sustainable 
development mentions behavioural routines as one of the key obstacles for sustainable consumption 
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to fully prosper. Individuals do not consciously think about their actions and therefore stick to 
unsustainable everyday consumption habits in areas such as mobility, food and residence. 
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4 Methods 
This chapter presents the methodological choices of the study and provides clarity and specific details 
regarding the process of the research. To answer the proposed hypotheses within chapter one, the 
project builds upon a literature review and a collection of empirical data through the use of a 
questionnaire. The chapter offers a presentation and justification of the methodological steps taken 
during the research process as well as a presentation of the ethical approach and quality assurance of 
the study.  

 

4.1 Research approach  
The methodological choices presented within this chapter were made with the objective to address 
the aim of the study to investigate the relationship between mindfulness, sustainable consumption 
and impulsive buying. Since this study deals with a concept that is still relatively new and unexplored, 
the study uses an exploratory research method. The exploratory research method aims at 
understanding the topic being researched by using secondary data and data from an empirical pilot 
study. This specific research design was chosen in order to understand and analyze the problem at 
hand, to discover new ideas and to obtain enough information in order to develop a proper foundation 
for conducting a detailed research. With the help of secondary data, the study aims to gain a good 
overview of the existing gaps and trends within the research field. The pilot study involves collecting 
data from respondents in order to gain insights into the topic and potentially help in conducting a 
larger study at a later point in time. In order to collect some primary data of a population, data is 
collected rather informally through a questionnaire approach.  

This project deals with a comprehensive concept, which is still relatively new within the field of 
sustainable development. Therefore, this project purposefully includes a combination of quantitative 
and qualitative data methods with the intention of linking secondary data findings with the results of 
empirical data collection.  

In addition to the survey method, this study used secondary data to analyse existing data that is related 
to the research topic of the study (Sreejesh, Mohapatra and Anusree, 2014). The methods of the study 
were specifically outlined with the goal to illustrate the steps taken by the researcher and to highlight 
the intention of the researcher to stay objective with as little bias as possible. However, the researcher 
was aware that complete objectivity is not possible. Considering the research aim, the researcher 
chose two research methods that were believed to be most appropriate, keeping the current external 
circumstances in mind.  

 

4.2 Data collection  
The process of collecting data from previous research studies was seen as crucial for the purpose of 
this study and hence constituted the first step. Secondary data like research reports, books or journal 
articles were used as main information source for background information. In addition, the study 
collected some quantitative data through primary data collection. 

 

4.2.1 Secondary data collection (Literature review) 
To gain a general background knowledge for this study, a set of interdisciplinary literature on the 
topic of mindfulness, behavioural change and sustainable consumption behaviour was reviewed. In 
the initial stage of the research project a literature review was conducted to obtain a broad knowledge 
about existing research regarding the topic of interest as well as to identify possible gaps of research 
knowledge. The process of analysing recent studies helped to gain an overview of empirical findings 
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addressing the topic of interest (Kumar, 2019). The literature review focuses mostly on outcomes and 
empirical methods of chosen academic literature. The search is carried out through several online 
data bases. The Library of the Uppsala University presented a main source for collecting existing 
literature. In addition, databases such as Google Scholar, Web of Science and Primo were used. 
Furthermore, conducting literature review contributed to obtaining a deep understanding of the 
concept of mindfulness in addition to being able to draw an inclusive picture of the research problem. 
To increase the trustworthiness and ensure high quality of articles, peer reviewed articles contributed 
to the collection of knowledge. Furthermore, scientific articles within specialist journals, such as the 
Journal of Marketing, were used to gather additional expertise within the research area. Relevant 
literature was selected through effectively using key words. Various key words were used in different 
combinations. Table 2 provides an overview of the main key words. 

Table 2. Overview of key research terms 
Research terms 

Mindfulness Mindful consumption 
behaviour 

Sustainability 

Sustainable consumption 
behaviour 

Awareness Unconsciousness 

Decision-making Materialism Pro-environmental behaviour 

Environmental well-being Organizations Consumer 
 

 

The material is mainly derived from the Uppsala University Library. It is important to point out that 
the list of literature reviewed is not exhaustive. Empirical studies by scholars have been selected 
according to their reference to mindfulness and sustainable consumption behaviour as well as their 
different methodological approaches. Conducting a literature review contributed to obtaining a deep 
understanding of the concept of mindfulness and present findings in relation to sustainability. In 
addition, extensive literature review helped to acquire an inclusive picture of the research problem 
at hand. Overall, some high-quality literature exists on the construct of mindfulness in relation to 
sustainability, which allows to build a solid background framework chapter for this study. 

 

4.2.2 Primary data collection 
In addition to a literature review, this study builds on empirical data which is gathered through a pilot 
study. As a consequence of the current worldwide pandemic, out of simplicity and time constraints, 
the study chose to distribute an online questionnaire with predetermined, closed-ended questions. A 
questionnaire approach is a common research strategy for attaining an overall picture of a rather 
comprehensive phenomenon (Verschuren, Doorewaard, Poper and Mellion, 2010). There are several 
advantages for choosing a questionnaire approach. Firstly, respondents have adequate time to read through 
and answer the questions. Secondly, there is a low cost, and it is easier to approach possible respondents in 
terms of geographical locations. Furthermore, it allows for extensive data collection and provides additional 
quantifiable knowledge in addition to secondary data. Another important reason for using the questionnaire 
method is that it allows the researcher to obtain a wider overview of the studied area (Kothari, 2004). 
Employing a questionnaire, allowed to gain a general perspective of the current attitudes and 
behaviours of the participants. It was the intention of the study to not only add to existing empirical 
findings but to present a one-time snapshot of the presence of mindfulness among German consumers. 
Collecting some quantifiable data through a questionnaire helped to statistically test the proposed 
hypotheses within chapter one. However, a questionnaire data collection method comes with some 
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limitations, which will be discussed in chapter 7 of this study. Conducting in-depth interviews with 
a few individuals would have also been a possible option and is highly advised to pursue in continued 
research. However, due to the above-mentioned advantages, a questionnaire approach was chosen for 
this particular study. 

The questionnaire consisted of a total of 42 questions (see appendix for the full questionnaire). The 
design of the questionnaire was structured, including pre-determined and concrete set of questions. 
All of the participants were presented a questionnaire with exactly the same wording and order. This 
kind of data collection method was used since it gave the researcher the opportunity to study a large 
sample size and to gain an overall perspective of the current mindset and behaviour among the chosen 
population. The questionnaire was published on a German website, called SurveyCircle and published 
on several Facebook groups. The Facebook groups were open to students from Germany who are 
searching for respondents for their research projects. Both of these platforms provided the advantage 
of finding participants for a study in a short time frame. The questionnaire was online for about four 
weeks, starting from the 31.03.2021 until 31.04.2021.  

To date, mindfulness in relation to pro-environmental behaviour and its potential benefit for bridging 
the gap between knowledge and behavioural has been studied by only a few researches. However, 
using extensive literature review and a pilot study as research methods can help to build on existing 
findings and provide additional validation for the importance of mindfulness. Both of these data 
collection methods are set to complement each other. 

After selecting a research design and on deciding on the two main methods to gather data, the 
researcher developed a sampling procedure. Sampling is considered to be one of the most important 
activity within the research process (Sreejesh, Mohapatra and Anusree, 2014). Hence, the following 
paragraph outlines the sampling design of this study in more detail.  

 

4.3 Sample design  
After selecting a research design and deciding on the two main methods to gather data, the researcher 
developed a sampling procedure. Sampling is considered to be one of the most important activity 
within the research process (Sreejesh, Mohapatra and Anusree, 2014). Hence, the following 
paragraph outlines the sampling design of this study in more detail.  

Commonly, sampling is considered to be a process that uses either a small number of items or a large 
portion of a population to be able to draw conclusions regarding the more general population 
(Sreejesh, Mohapatra and Anusree, 2014). A well-defined sample is characterized as being able to 
represent the general characteristics of the population as a whole (Taheri, Porter and Valantasis-
Kanellos, 2015). However, because it is simply not possible to investigate all members of a given 
group and due to a limited time frame as well as current external factors, especially an ongoing world-
wide pandemic it was aimed for simplicity and solely a pilot study example. Hence, a non -probability 
sampling method was used, involving a convenience sample of participants to gather data for a pilot 
study.  

An appropriate sample size is calculated with the help of the G*Power statistical tool. It is important 
that the sample size is adequate in order to make some meaningful conclusions. A total sample size 
of 43 was calculated. The statistical tool calculated this sample size based on the confidence level 
and margin of error, which were determined by the researcher. In general, confidence levels of 
90/95/99 % are used for surveys. For this study, the researcher decided to set the confidence level at 
95 %. In addition, the researcher had to account for the amount of error willing to tolerate for this 
study by determine the alpha level, which had the value of 0,05 (Sedlmeier and Renkewitz, 2013). 
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4.4 Data analysis 
So far, this chapter has presented the process of data collection and the justification of a non – 
probability, convenience sample. The following section deals with the operationalization of the 
different concepts used in this study into measurable observations and lastly presents the different 
statistical methods used for this study.  

 

4.4.1 Mindfulness 
Mindfulness has been conceptualised as a multi-dimensional construct which can be assessed as a 
trait using self-reported measures. Prior studies that have utilized self-report measures have 
demonstrated that trait mindfulness is significantly associated with psychological health, behaviour 
regulation and constructs reflecting openness to experience, self-awareness, clarity of experience, 
emotional intelligence (Park and Dhandra,2017). Several measurement tools for the construct 
mindfulness have been developed my previous research. To assess mindfulness within this study, a 
very common scale, namely the Mindful Attention Awareness Scale by Brown and Ryan (Brown and 
Ryan, 2003) (MAAS) was used. The questionnaire contains 15 items and assesses a core 
characteristic of mindfulness. The scales assessed open attention to and awareness of what is taking 
place in the present. The respondents were asked to rate themselves on a 6-point Likert scale from 1 
(almost always) to 6 (almost never). The 15 questions were all negatively formulated, for instance “I 
forget a person’s name almost as soon as I’ve been told it for the first time “. The items are distributed 
across cognitive, emotional, physical, interpersonal and general domains. A higher score reflects 
higher mindfulness. The scale has been validated through pilot studies performed by previous studies, 
showing a high reliability of the measurement for mindfulness ((Brown and Kasser, 2005), (Panno et 
al., 2018)).  

 

4.4.2 Pro-environmental purchase behaviour  
To investigate the behavioural dimension of sustainable consumption, this study made use of a 
measure developed by Tilikidou et al. (2002) to measure pro-environmental purchase behaviour. The 
measure assessed self – reported pro – environmental purchase behaviour among 15 items. Overall, 
it provided acceptable reliability and validity, which has been verified through pretesting. Ratings 
were made on a five-point frequency scale, ranging from 1 (always) to 5 (never). (For the full 
questionnaire set, see appendix C). 

 

4.4.3 Impulsive buying behaviour 
The researcher decided to include some questions about impulsiveness within the questionnaire. 
Since mindfulness has been characterized as being highly attentive and present, the researcher was 
interested in studying the relation between mindfulness and impulsivity. Using a nine item 
measurement developed by Rook and Fisher (1995). The scale has been pretested, achieving an 
internal consistency of a = 0.88, providing good validation for the scale. The nine items that make 
up the scale are presented in the appendix. Respondents express their (dis-)agreement on a five-point 
Likert scale (1 = strongly disagree; 5 = strongly agree), in which higher scores indicate higher 
impulsive buying tendency (IBT).  

 

4.4.4 Analysis  
Cronbach’s alpha is calculated in order to test whether the questions of the questionnaire reliably 
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measure what they are intended to measure. Since the questions are taken from pre-existing 
questionnaires, Cronbach’s alpha has been calculated before and internal validity has been ensured. 
It was used for this study, to showcase that the questions used to measure the key concepts are reliable 
and measure what they are designed to measure (Sreejesh, Mohapatra and Anusree, 2014). Besides 
providing a general descriptive analysis of each variable (mindfulness, pro-environmental behaviour 
and impulsive buying), the relationship between the variables is determined through a correlation 
analysis.  

Searching for potential patterns of relationships among the collected data is an important next step 
within the study (Sreejesh, Mohapatra and Anusree, 2014). Hereby, correlation is a statistical method 
which is often applied in order to find out about possible linear relations between two or more 
variables. Generally, a Pearson’s correlation is the standard technique, however, Spearman’s 
correlation is used within this study since the assumption of the Pearson’ correlation cannot be met 
completely. The questions measuring each key concept through the questionnaire, can be answered 
on a Likert scale, the scale used within this study has an ordinal format. Hence, a Spearman’s 
correlation technique is used in order to test for a possible relation between the variables at hand. 
Since all three variables are ordinal, the degree of corelation between the variables can be determined 
through a Spearman’s coefficient of correlation technique (ibid.). It is a statistical measure of the 
strength of a relationship between paired data. The Spearman’s coefficient is calculated using the 
statistical tool SPSS. The coefficient can take on a value between – 1 and 1 and is denoted by rs. The 
closer the calculated rs the stronger the relationship between the variables. This test does also not 
carry any assumptions about the distribution of the data. 

In addition, a regression analysis is performed to measure what the effect of one variable on another 
variable might be, explaining to what degree a variance within a variable can be explained by another 
variable. The motivation behind using these techniques is based on the type of data available to the 
researcher as well as the intention to analyse relations between the variables and a correlation is a 
statistical method which is often applied in order to find out about possible linear relations between 
two or more variables.  

 

4.5 Validity assurance  
The two concepts, validity and reliability are substantial in terms of how researchers view their study 
(Taheri, Porter and Valantasis-Kanellos, 2015). The concept of validation for quantitative based 
studies can be seen as both internal and external (Ibid.). External validation refers to the 
generalizability of the findings onto the wider population. Internal validation of a research designs 
describes the ability of a study to measure what it intends to measure (Kothari, 2004). It is one of the 
most critical criterion for a study and indicates the degree to which an instrument measures what it 
is supposed to measure (Kothari, 2004). Three types of internal validity can be considered which are 
summarized in the following table.  
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Table 3. Validation model for questionnaire approach (based on Kothari, 2004, adjusted by author) 

Criteria for 
validation 

Relevant techniques Applied in this study 

Content validity  Extend to which a measurement 
instrument provides adequate coverage 
of the topic under study  

- Does the questionnaire address the 
topic overall?  

- What is the intention of the 
questionnaire? 

- What is it supposed to measure? 
Does it measure it?  

Manuscripts send to thesis 
supervisor and subject 
reviewer  

Criterion-related 
validity or 
Concurrent validation  

A) Relevance 
B) Freedom of bias  
C) Reliability  
D) Availability  

Done through chapter 4, 
application and discussion of 
relevant statistical measures  

Face validation  A form of common sense applied to a 
questionnaire purpose 

Supervisor, subject reviewer 
and opponent feedback   

Cronbach’s Alpha 
measure  

Standard test of internal validity   Calculated with the help of the 
statistics tool SPSS 

Reliability  Consistency of results / test-retest 
reliability  

Discussion of the results and 
comparison with existing 
research findings 

 

Carrying out a pilot study is one way to achieve internal validity. This is often done to ensure that 
the questions and measurements are appropriate (Kothari, 2004). Internal validation of the different 
measures used within the developed questionnaire have been pre-tested by previous researchers, 
developing these measurements. Reliability of this study is further assured through the detailed 
written report, in order for independent researchers to be able to repeat this study expecting the same 
results.  

 

4.6 Ethical considerations  
According to Richards et al. (2015) considering the ethical dimension of any kind of research is 
important for three main reasons. Firstly, for the navigation of sensitive topics, secondly, for 
improving research outcomes and lastly to ensure professional conduct. This particular research was 
conducted considering several ethical principles in order for the study to be trustworthy and ethically 
correct. Central to most of the ethical principles is that research should not cause any harm for 
participants (Collingridge, 2014). 

Preventing harm can be ensured by creating anonymity for participants at all stages of the process. 
Within this particular study, no personal information about individuals was collected. The data 
collection process took place completely anonymously and could not be traced back to individual 
participants. The researcher provided a statement at the beginning of the questionnaire, assuring 
participants that the collected data is completely anonymous and not personalized. Furthermore, 
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sufficient information about the study was provided by the researcher for prospective research 
participants in order for them to decide whether they want to take part of the study or not. The study 
did also not involve vulnerable groups such as young adults that are younger than 18 years old. The 
researcher ensured that only participants above the age of 18 were included within the data, by asking 
about the age of the participants. If by any chance adults younger than 18 completed the survey, they 
were taken out of the study.  

Data protection and privacy was another important ethical principle considered by the researcher. 
This principle is concerned with how far the researcher can ensure participants right to privacy, 
anonymity as well as confidentiality (Richards, Wimalasena and MacLean, 2015). However, the 
online survey conducted by the researcher did not contain personal data that could be identifiable 
with individuals. Meaning that a correlation between collected data and a single person could not be 
traced back. This follows the Basic Data Protection regulation (DSGVO), which states that data 
provided by a participant should only be used exclusively for research purposed and not be passed to 
third parties (Personenbezogene Daten | Datenschutz-Grundverordnung (DSGVO), 2021).  
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5 Results 
The following chapter presents the main findings of the research. The goal of this chapter is to provide 
the reader with an overview of the statistical analysis and to present the most relevant data of the 
study. Firstly, descriptive key figures of the variables collected through the chosen quantitative 
method are presented. Secondly, a Spearman’s correlation analysis was done to test the proposed 
hypotheses. Lastly, the proposed questionnaire was tested for normal distribution as well as internal 
consistency. All statistical analyses were conducted using IBM SPSS statistics program.  

 

5.1 Descriptive key figures  

5.1.1  Participant characteristics 
A total of N = 47 participants completed the full questionnaire and hence, the study included a total 
of N = 47 valid cases for analysis, whereby N = 40 identified as female and N = 7 as male. Hence, 
the majority of participants were female. On average the respondents were within their mid – twenties 
with a mean age of M = 25. All participants were above the age of 18. Table 4 summarizes the main 
characteristics of the sample population.  

 

Table 4. Gender and age descriptive statistics of the sample population 

  Number Valid Percentage 

Gender Female 40 85,1 % 

Male 7 14,9 % 

Total 47 100 % 

Age (Years) Mean 24,87 - 

Standard Deviation 
from mean  

4,83 - 

Minimum  18 - 

Maximum 49 - 
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5.1.2 Mindfulness  
The respondent’s mindfulness was measured with a total of 15 questions (see appendix A) ranging 
from how they perceive emotions, on their ability to stay focused in the moment to being able to 
concentrate on specific tasks as well as on their perception of the environment. The possible 
responses were ranked on an ordinal scale, ranging from 1 (almost always) to 6 (almost never). Since 
the construct mindfulness was measured with 15 different questions, for further analysis, a new 
variable (Mean_MA) was calculated to capture the mean score for each participant (Lavrakas, 2008). 
Overall, mindfulness had an item mean of M = 3.82. The minimum was Min = 2 and the maximum 
was Max = 6. Higher score indicating higher mindfulness among participants. According to the 
results, the average respondent had a medium to high level of mindfulness (SD = 0.82). 

 

5.1.3 Pro-environmental behaviour  
Pro-environmental behaviour was measured with a total of ten questions through an ordinal scale, 
intending to capture one’s tendency to engage in pro-environmental behaviour (see appendix B). The 
questions aimed at asking about individual consumption behaviour and participants tendency to 
choose environmentally friendly products over less environmentally friendly alternatives. Before 
further processing the collected data, the variable was recoded in order for all values to run into the 
same direction. After recoding, the scale ranged from 1 (never) to 5 (always). Higher values 
indicating a higher pro-environmental behaviour. Afterwards a mean value per participant for the 
construct pro-environmental behaviour was calculated. This resulted in an average mean of PE = 3.24 
(SD = 0.79). The extreme values showed a minimum of Min = 1 and maximum Max = 4 (See table 
5). 

  

5.1.4 Impulsive buying behaviour  
The mean value of impulsive buying behaviour was IB = 2.7 (SD = 0.82). The minimum was Min = 
1 and the maximum was Max = 4. A total of nine questions assessed the impulsiveness of participant 
on an ordinal Likert scale ranging from 1(strongly disagree) to five (strongly agree) (see appendix 
C). In general, higher scores indicate higher impulsiveness. On average the participants of this study 
demonstrated a low score on impulsive buying behaviour. Table 4 displays an overview of the 
captured means, standard deviations and computed Cronbach’s Alpha for each construct. In addition, 
boxplots of each variable are presented in order to visually show the distribution of the numerical 
data. Boxplots are also a useful tool for visualizing potential signs of skewness, indicating whether 
the data set is normally distributed or not. 

 

Table 5. Mean values, Standard deviation, Cronbach’s Alpha for mindfulness, pro-environmental 
behaviour and impulsive buying 

 Number of 
items 

Mean Standard 
Deviation 

Cronbach‘s alpha 

Mindfulness 15 3.82 0.82 .89 

Pro – environmental 
Behaviour 

10 3.24 0.79 .91 

Impulsive Buying 9 2.7 0.82 .84 
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Figure 3. Boxplot Mindfulness 

 

 
Figure 4. Boxplot Pro-environmental behaviour 
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Figure 5. Boxplot Impulsive buying 

 

5.2 Testing for normality  
Before testing the proposed hypotheses, the collected data was checked for normality. As pointed out 
by Kothari, knowing the shape of the distribution curve is crucial to the process of analysing data 
through statistical methods since most methods make certain assumptions about the nature of the 
distribution curve (2004).  

A visual inspection of the histograms, box plots of the variables (see figures 3 to 5) and the Shapiro 
– Wilk test for normality (p > .05) showed that the mindfulness scores as well as the impulsive buying 
scores were all approximately normally distributed (see appendix for further information). In regard 
to distribution of the variable pro-environmental behaviour, the Shapiro – Wilk test for normality, 
the significance level was smaller than p < .05 (p = .03) indicating a not normally distributed data. 
Looking at figure 3, the boxplot for pro-environmental behaviour visually shows a slight skewness 
to the rights. Hence, for further analysis it was decided to use the Spearman’s correlation technique, 
which makes no assumptions about the distribution of the data and is a common statistical non-
parametric test.  

 

5.3 Internal validation 
To measure the extent to which individual questions from the questionnaire reliably capture the same 
characteristics of a construct and to ensure internal validity of the three ordinal scales, Cronbach’s 
alpha was computed for all three separately. The internal consistency for the mindfulness scale was 
good with a = .89 (Baer et al., 2006). For the other two scales measuring pro – environmental 
behaviour and impulsive buying, Cronbach’s alpha indicated a similar good internal consistency (PE: 
a = .91 and IB: a = 0.84) (Tilikidou, Aoamson and Sarmanidt, 2002) (Rook and Fisher, 1995) (See 
table 5). Consequently, the internal consistency of the present questionnaire was ensured.  

 



 

 

 

27 

5.4 Key results 
In order to investigate for potential linear relationships between the variables, a bivariate correlation 
analysis among the variables was performed, using the Spearman’s correlation test (Kothari, 2004). 
Correlations were computed between the key variable of mindfulness, pro-environmental behaviour 
and impulsive buying behaviour. Firstly, a Spearman correlation test was run to determine the relation 
between the values of mindfulness and pro-environmental behaviour.  

The results showed no significant correlation between the participants score of mindfulness and pro-
environmental behaviour rs (45) = .72, p > .05. Hence, it was found that the hypothesis “The level of 
mindfulness of consumers has a positive effect on pro-environmental behaviour” could not be 
supported by the research findings. 

Running a Spearman correlation test with SPSS between the variables mindfulness and impulsive 
buying revealed a significant negative correlation between the two with a value of rs (45) = -.368, p 
< .05. The direction of the relation between the variables was negative, which means that participants 
who have a higher mindfulness score tend to have lower scores for impulsive buying behaviour. In 
this case, the p-value was lower than .05 and hence the results were able to confirm the hypothesis 
“Mindfulness of consumers has a positive effect on impulsive buying behaviour”. 

After investigating a possible relation among the three variables, the test for correlation revealed a 
negative correlation between mindfulness and impulsive buying. For further investigation of the 
relationship among the two variables a simple linear regression analysis was performed with the help 
of SPSS. A regression analysis was then used to investigate how well mindfulness predicts a change 
within impulsive buying behaviour. A simple linear regression analysis allows the researcher to make 
more specific predictions of one variable from another (Morgan et al., 2019). Therefor a linear 
regression analysis was computed using the mean score of impulsive buying behaviour as the 
dependent variable and the mean score of mindfulness as the independent variable. The regression 
emphasized that mindfulness has a significant influence on impulsive buying behaviour, F (1, 46) = 
7.420, p < .05. The adjusted R2 value was .139. This explains that 13,9 % of the variance within 
impulsive buying behaviour variable can be explained by mindfulness of participants.  
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6 Discussions 
The following chapter outlines a discussion of the results which were presented in the previous 
chapter. The results are firstly summarized and referred back to the hypotheses formulated in chapter 
one. Afterwards, the chapter provides a discussion of how the findings relate to and fit into the wider 
context of existing empirical research. The methods used within this study are then critically 
evaluated and reviewed. Finally, the last chapter provides an outlook on the need for further research 
of the topic of interest. 

 

6.1 Summary of key findings 
The main aim of this study was to provide additional insights to the emerging concept of mindfulness 
and to research its potential within the sustainable consumption discourse. Hereby, the study closely 
investigated the relationship between three key concepts, namely, mindfulness, pro-environmental 
consumption behaviour and buying impulsiveness. Within chapter one, the following two hypotheses 
were formulated: 

 

H0: The level of mindfulness of consumers has no effect on pro-environmental behaviour.  

H1: The level of mindfulness of consumers has a positive effect on pro-environmental behaviour. 

 

H0: Mindfulness of consumers has no effect on impulsive buying behaviour.  

H2: Mindfulness of consumers has a positive effect on impulsive buying behaviour.  

 

Hypothesis 1 investigated a directional positive relationship between mindfulness and pro-
environmental behaviour. Here it was assumed that for higher mindfulness, there is also higher pro-
environmental behaviour. However, the results of the statistical test showed no significance. Hence, 
hypothesis 1 could not be supported on the basis of this particular study. Opposite to existing 
empirical literature this study found no significant correlation between consumers mindfulness and 
pro-environmental behaviour. For that reason, hypothesis one could not be supported (p > .05). 
Within this particular sample, mindfulness seemed not to play a significant role for fostering greater 
pro – environmental consumption patterns. This inconsistency found within this study could mean 
that mindfulness is not required for people to demonstrate a higher level of pro-environmental 
behaviour.  

Hypothesis 2 assumed a directional positive relationship between mindfulness and impulsive buying 
behaviour. The statistical method found enough significance for this hypothesis to be supported. 
Thus, hypothesis 2 could be supported based on this study. The data supported that participants with 
higher mindfulness participated in less impulsive buying. Overall, the data of this study supports the 
view that mindfulness can be an important tool within the sustainable consumption discourse. The 
data of this study however, revealed a significant negative correlation between mindfulness and 
buying impulsiveness. Participants of this study showed less impulsive buying tendencies with a 
higher degree of mindfulness, meaning greater mindfulness among participants predicted less 
impulsive buying behaviour. Finding this significant negative correlation among the variables, 
hypothesis two was supported (p < .05). These findings are consistent with existing studies on buying 
impulsiveness and mindfulness (Park and Dhandra, 2017). 

The study provides useful insights into the different underlying psychological processes used within 
a decision-making process. Mindfulness is a complex construct which however shows great potential 
to be of value to increase awareness among consumers in order for them to make more sustainable 
decisions. Even though, no support was found for hypothesis one and the linear positive relation 
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between mindfulness and pro environmental behaviour, the data analysis supported that higher 
mindfulness among individuals negatively influences impulsive buying behaviour.  
After summarizing the key findings and relating them back to the proposed hypotheses of chapter 
one, the following paragraph relates the findings back to existing literature.  

 

6.2 Mindfulness and pro-environmental behaviour  
Existing literature has been suggesting that mindfulness is a missing element within the consumers 
decision-making process and a very valuable skill to have in order to align one’s inner belief system 
with their own actions (Barber and Deale, 2014). Contrary to the results of this study, several other 
reearch projects have found a positive association between mindfulness and sustainable consumption 
practices. Helm and Subramaniam for instance found that mindful individuals are much more 
expected to choose the sustainable consumption options (2019). Furthermore, they found a positive 
and significant association between mindfulness and three different kinds of sustainable consumption 
behaviours namley, responsible buying, propensity to share as well as engaging in emission reducing 
behaviours. Although, the study was not able to discover a corelation between mindfulness and pro-
environmental behaviour, it should not strictly be assuemed that this is the case for the general 
population among German consumers. There is a need for future studies to further investigate this 
relationship.  

Eventhough, the findings of the study did not find a support for hyopthesis 1 and hence is not able to 
support existing empirical research, the results showed that the individuals of the study neither had 
a significant low score for pro environmental behaviour nor a positively high one (higher scores 
indicating greater pro-environmentally consumption). This result (of a rather avearage pro-
environemntal behaviour among participants) points to the fact that there is still room to explore how 
mindfulness could potentially help to encourage consumption choices that are more environemnatlly 
sustainable. Research done by Barabro and Pickett also supports the potential of mindfulness being 
responsible for greater pro – environmetal behaviour (2016). Within their study, the researchers 
found a significant positive association between mindfulness and self-reported pro-environmental 
behaviours. These findings provide support for the general theory of mindfulness being an important 
indicator for sustainable consumption behaviour.  

The difference of the outcomes within this study could also be result of the shortcomings of the chose 
research approach. Comparing these studies with this research, one should always be aware of the 
differet research methods that were used within the studies. Participants within the current study had 
different characteristics compared to the study by Barbaro and Pickett (2016), which could account 
for a difference in the study results. Furthermore, the current study used an instrument to measue 
mindfulness (MAAS) which captures only one facet of mindfulness. However, mindfulness seems to 
me be multifaceted. The research by Barabro and Pickett used a measure which assessed five facets 
of mindfulness simultaneously, this might account for the different outcomes between the studies. In 
addition, participants within this study reported on ten self-reported questions regarding pro-
environmental behaviour, wheras Amel et al. used only a single item measure and Barabro and Pickett 
reported on 17 specific pro-environmental measures (2009)(2016).  

Although the study did not reveal a direct positive link between mindfulness and pro-environmental 
behaviour, the participants of the study had quite high mean score in the overall tendency of being 
mindful. Tapping into this mindfulness of individuals can help shape their decision-making to move 
away from careless or reactive consumption patterns.  

 

6.3 Mindfulness and impulsive buying behaviour 
It is suggested that by increasing awareness and attention within the process of consumption, 
mindfulness might be able to control internal and external drivers of impulsive buying and foster a 
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transition towards a more sustainable way of consumtion (Ericson, Kjønstad and Barstad, 2014). The 
effect of mindfulness on impulsive buying suggests that mindfulness reduces consumers tendency to 
give into the impulsive urge to consume, through increased awareness and attention to currents needs 
and wants as well as situational factors. This research assumed that the concept of mindfulness 
reflects heightened awareness to present experiences. Research suggested that through heightened 
awareness one might be less vulnerable to automatic behavioural responses such as impulsiveness. 
In line with a study by Brown and Ryan (2003) the results of this study suggest that there is less 
impulsive buying behaviour among mindful people. It is suggested that mindfulness increases the 
likelihood of people not to give into impulsive buying behaviour. Amel et al. highlighted that in order 
to remain efficient, individuals often rely on strategies and short cuts. On options that are most easily 
attainable but leading more than often to unsustainable decision-making habits (2009). The study 
findings imply that mindfulness might be a way to overcome the urge for impulse buying. The 
significant negative correlation between the two variables found within this study as well as the 
simple regression analysis, explain that some portion of impulsive buying behaviour can be explained 
by mindfulness or in other terms, by being mindless. Obviously, there might be other possible 
explanations for the relation between mindfulness and impulsive buying. However, research has 
found strong support for the belief that many consumers make daily decisions as a function of 
automatic processing. Being able to increase awareness within the consumption decision-making 
process may led consumers to pay more attention to sustainable consumption alternatives (Panno et 
al., 2018). Being able to act with awareness, contrary to the concept of automatic pilot and 
impulsiveness, may help consumers to engage fully within one’s own individuals’ attention. This 
offers great potential for future mechanism to train mindfulness among individuals for the benefit of 
greater pro-environmental behaviours.  

The present study offers valuable insights into the concept of mindfulness but also provides some 
information about the German consumer segment. Rather than relying on shortcut decision-making 
options, mindfulness allows one to be present to reality as it is, being able to heighten one’s awareness 
to internal as well as external factors. Several studies implied its great value for leading people 
towards sustainable consumption practices. Buying impulsiveness in regard to consumption, can have 
negative effects, making decisions solely based on current emotions or situations. Often leaving no 
room for thinking clearly about one’s decision. Being able to stay in the present, may let people 
reflect greater on their needs and especially on their wants. Decreasing the number of consumers 
impulsive buying attempts, might prove to be beneficial beyond the goal of leading consumers 
towards more sustainable decision-making. Even though this study was not able to replicate pervious 
study results in relation to the relationship between pro-environmental and mindfulness, it was able 
to identify mindfulness as being valuable to decrease impulsive buying among consumers, with the 
aim of putting consumers focus on sustainable consumption alternatives. By shedding light on the 
relation between mindfulness and impulsive buying, this study makes some novel contribution to the 
research area around mindfulness and sustainable consumption process. Acknowledging that 
generalization of the results remains highly speculative, the present work can have some important 
implications for future studies as well as applied implications.   

The result of a negative association found between mindfulness and impulsive buying is consistent 
with the findings of existing research. The researchers Park and Dhandra (2017) for instance confirm 
the total effect of mindfulness to be negatively corelated to impulsive buying tendency as well within 
their study (2017). In addition, they also investigated the effect of a potential mediator within the 
relationship. These results revealed a positive mediating effect of emotional intelligence on the 
relationship mindfulness and impulsive buying tendency. The results of this study in connection with 
the study by Park and Dhandra show that people with higher mindfulness are not only able to be more 
attentive within the present but also to own self-regulatory mechanism that reduce impulsive 
consumption behaviour. 

Self-esteem-relation to sustainable consumption behaviour literature (Geiger, Otto and Schrader, 
2018). Buying impulsively to obtain a level of self-expression, purchasing a product has been 
associated with obtaining and expression a sense of self-identity. Mindfulness has been found to have 
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a positive association with self-esteem. Mindfulness has been identified to be a powerful tool to 
regulate impulsive buying (Geiger, Otto and Schrader, 2018). The study by Geiger et al. identified 
self-esteem to be an important mediator variable between mindfulness and impulsive buying (2018). 
In fact, greater mindfulness suggests greater self-esteem which in turn leads to a less impulsive 
buying behaviour. In light of the results by existing literature as well as of the present study, guiding 
attention and awareness in the present moment makes individuals more alert, so that “their intentions 
are focused in the right direction, and shapes their motivation on a daily basis which takes them 
beyond themselves and thus might reduce their tendency to engage in impulsive buying and generate 
a better decision-making process” (Dhandra, 2020). The research by Geiger et al. suggested that 
mindfulness entails not only benefits for the own health but also results in pro-environmental benefits 
at the same time (2018). It is suggested that increased self-esteem levels through mindfulness has a 
positive effect on pro-environmental behaviours among individuals. Health behaviour seems to play 
an important role for the effectiveness of mindfulness in any ways. In the mindfulness ecological 
behaviour relation, health behaviours seem to play a vital role.   

 

6.4 Limitations 
A number of limitations are worth mentioning with regards to the interpretation of the results. First 
of all, the overall selected study design has a few disadvantages which should be highlighted for the 
purpose of research validation and possible future studies. The researcher is aware that the chosen 
methods for this study come with some disadvantages. Overall, it should be mentioned, that the 
present study represents a pilot project, with the purpose of tapping into the construct of mindfulness 
in relation to sustainability as well as to provide initial starting points for future research ideas, with 
potential focus on the German consumer. 

The basis of selecting respondents for this study was based on a non-probability sample design, 
specifically a convenience sample was used. Hereby, the selection of a sample of participants from a 
population was based on how conveniently available participants were. The questionnaire was 
distributed through online social media channels. Hence the sample was limited to people who have 
access to social media. In this case, Facebook was used as the main distribution channel. Even though, 
this sampling method provided easy access to possible participants and was helpful in gaining initial 
primary data for this pilot study, it does have some disadvantages, which should not be neglected in 
regard to overall reliability of the data. A convenience sample has its limitations. For one, it is highly 
vulnerable to selection bias as well as sampling errors and therefore offers very small grounds for a 
generalization of the results. However, convenience sampling was chosen for this study because of 
its simplicity and rapid accumulation of participants in a short period of time.  

The main data of this study was collected through the use of a self-reported measurement, a survey 
approach. This type of study design was consistent with previous research designs in this research 
area. However, one should be aware that a survey approach is a rather subjective measure and future 
study designs may include further experimental studies or observed-behaviour measurements for 
greater reliability. Self-reports may also lead to reporting or recall errors among the participants 
(Barbaro and Pickett, 2016). The survey format included only closed-ended questions that could be 
answered on a Likert Scale, no-open ended questions were included within the questionnaire, leaving 
less room for individual responses as well as in-depth questioning with individual participants of the 
group of interest. Relying only on closed-ended questions provides restrictive choices. Respondents 
may be tempted to choose the most relevant answer to them even though it might not accurately 
reflect their behaviour. In general, the problem that most consumers show high discrepancy between 
their attitude and behaviour, well known within research as cognitive dissonance, cannot be 
accounted for within this study. The exclusive use of closed questionnaire makes it even more 
difficult. Furthermore, it is important to note that due to the online distribution of the questionnaire, 
it was difficult for the researcher to control the condition of the data collection process. Personal 
contact between the respondent and the researcher might led to a higher response rate as well as to a 
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more careful completion of the questionnaire among the respondents.  

In regard to the measurements used within this study, some limitations should be highlighted. For 
instance, the MAAS used as an instrument to measure mindfulness among the participants, only 
examined an overall score, neglecting underlying facets of mindfulness. Future research could more 
closely investigate the different underlying facets of mindfulness in relation to pro-environmental 
behaviours and impulsive buying. Furthermore, the study examined ten pro-environmental 
consumption behaviours (e. g. choosing recycled products, buying organic fruit and vegetables) 
which are only relatable to a small aspect of daily consumption habits. Hereby, the usage of a Likert-
scale also limits the options for the respondents to reflect in more detail on their actual behaviour. 
Hence, generalization of the results to other kinds of pro-environmental behaviours should be made 
with caution (Barbaro and Pickett, 2016).  

Lastly, since the results of this study are of correlational nature, one should be cautious of making 
an interpretation assuming a direct causality between the variables of interest. An overall strong 
correlation as found within this study between mindfulness and impulsive buying, does not equal a 
causal link between the two variables and doesn’t allow a clear statement about cause - effect 
relationship (Sedlmeier and Renkewitz, 2013). Performing a cross-sectional study does make it 
difficult to provide a clear cause and effect relationship between observed variables. It serves simply 
as providing a snapshot of a single moment in time measurement, making it difficult to observe and 
make predictions about long time trends. Other potential influencing variables cannot be ruled out in 
the study. Although, the study demonstrated some limitations in terms of methods chosen, the data 
and the results presented provide useful primary insights and can be used for future research ideas. 
The results also help to explain a portion of the relationship between mindfulness, pro-environmental 
behaviour and impulsivity. However, the internal validation of the study is limited due to method 
bias, measurement issues as well as due to the format of the questionnaire approach.  
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7 Conclusions 
The objective of the study is to research the relationship between mindfulness and sustainable 
consumption behaviour. With the help of an exploratory research method, the study explores the 
possible pathways for mindfulness to reinforce sustainable behaviour and therefore provides a 
foundation for possible future studies. This last chapter provides a summary of the key findings and 
provides suggestions for continued research.  

The concept of mindfulness, defined as a state of being non-judgemental, presented centred, and 
obtaining a high awareness, shows strong potential to work as a behavioural tool to close the gap 
between attitudes and behaviours in regard to pro-environmental behaviours. The study focuses on 
three main concepts, mindfulness, sustainable consumption behaviour and impulsive buying. The 
objective was twofold. On the one side, the study aimed to gain deep insights into the research field 
of mindfulness by collecting key empirical findings. The second objective was to replicate existing 
studies in order to collect primary data. The intention behind this, was to be able to combine the 
results of the primary data collection with existing research findings in order to provide suggestions 
for continued research.  

This study contributes to the research in the field of mindfulness and sustainable consumption 
behaviour by accumulating primary data as well as by collecting key insights from existing research 
papers. The findings of the study suggest that mindfulness among consumers has the potential to 
disrupt behavioural routines, increase connectedness to nature, decrease materialistic values and 
hence positively influence pro-environmental consumption behaviour (Barbaro and Pickett, 
2016)(Brown and Kasser, 2005). Furthermore, the study revealed that individuals with higher state 
of mindfulness are less inclined to impulsive buying behaviour. Detaching from automatic thoughts, 
habits and unhealthy behaviour patterns through mindfulness offers great potential to act as a 
mechanism for more sustainable consumption choices. The application of mindfulness on sustainable 
consumption behaviour is important for three key reasons. Firstly, individuals may move away from 
relying on habits and automaticity. Secondly, through greater openness and curiosity, mindfulness 
helps to expand existing knowledge and lastly, it may provide the ability to understand situations 
through different perspectives.  

The study, however, comes with some limitations regarding its methodological approach, which does 
not allow for a generalization of the results across other populations. However, there are several 
reasons to get even deeper insights into the relationship between mindfulness, sustainable 
consumption behaviour and other possible influencing variables. The results also help to explain a 
portion of the relationship between mindfulness, pro-environmental behaviour and impulsivity. 
However, the internal validation of the study is limited due to method bias, measurement issues as 
well as due to the format of the questionnaire approach. Hence, the following paragraph outlines 
suggestions for continued research. 

 

7.1 Suggestions for continued research  
It is suggested for future studies to gain a deeper understanding of specific consumer segments. As 
this study only collected minimal information on individual characteristics, it would be interesting 
to expand on socio – demographic data and to collect information for instance, on individual’s current 
employment, religion or political attitude. Expanding on socio-demographic variables could help to 
provide a greater understanding of the relationship between mindfulness and sustainable 
consumption, uncovering potential linkages, which have not been considered within this study. In 
order to be able to generalize the findings provide by this study in regard to German consumers, 
future studies should aim for a more diverse population sample. Within this study, respondents to the 
questionnaire, assed their own mindfulness and pro-environmental behaviour through a self-
assessment, measured within a specific point in time, which doesn’t allow for measuring possible 
changes throughout a period of time. Since this method, brings along some limitations. Future studies 
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may aim to design experiments, in which behaviours can be measured and assessed throughout time 
and possible changes in behaviour can be taken into account. Within an experimental design, one 
might be able to perform a controlled manipulation of an independent variable within the researched 
relationship. Based on current research findings, future studies should investigate the new narrative 
of exploring the compatibility of self-serving, personal and pro-environmental benefits in order to 
promote sustainable consumption habits (Geiger, Otto and Schrader, 2018). 

Furthermore, prospective research may aim to investigate how mindful decision-making can be 
encouraged among consumers, what kind of tools can be applied in order to increase mindfulness 
among individuals. So far, meditation has been used as a tool among existing studies to engage within 
mindfulness. However, it would be interesting to investigate the role of mobile apps within the 
process of generating higher mindfulness among individuals. The integration of mindfulness within 
everyday life, could be a crucial step to change behavioural dynamics. Mindfulness can be a way of 
being, a state of behaviour and a way we can see and interact with the world around us  
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1 Appendix A Questionnaire  

 

 

  

4.5.2021 Questionnaire | page 1

https://www.soscisurvey.de/test251170/?act=iIX5j8nLA3dbkeYMCJ8IDQQk 1/1

Dear Participants, 

thank you for taking a moment to participate in this survey. 

As part of my master thesis at Uppsala University, this survey investigates consumption practices among the german
society. 

The survey is anonymous, your data will be treated confidentially and only used for scientific purposes.

Thank you for your support. 

Next

lena Kadel – 2021

 0% completed

4.5.2021 Questionnaire | page 1

https://www.soscisurvey.de/test251170/?act=bVkBj3CQbrBpSovY9RcLYpi7 1/1

1. To which gender identity to you most identify?

[Please choose]

2. What is your current age?

Next

lena Kadel – 2021

 14% completed
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2 Appendix B Mindfulness attention awareness questionnaire  
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3 Appendix C Pro-environmental behaviour questionnaire  
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4 Appendix D Impulsive buying behaviour questionnaire  
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5 Appendix E Questionnaire overview  
Variables Items Likert Scale 

 AA VF SF SI VI AN 

1 2 3 4 5 6 

Mindfulness 
(MI) 

MA01 
I could be experiencing some 
emotion and not be conscious of 
it until some time later. 

      

MA02 

I break or spill things because of 
carelessness, not paying 
attention, or thinking of 
something else 

      

MA03 
I find it difficult to stay focused 
on what’s happening in the 
present. 

      

MA04 

I tend to walk quickly to get 
where I’m going without paying 
attention to what I experience 
along the way. 

      

MA05 

I tend not to notice feelings of 
physical tension or discomfort 
until they really grab my 
attention. 

      

MA06 
I forget a person’s name almost 
as soon as I’ve been told it for 
the first time. 

      

MA07 
It seems I am “running on 
automatic,” without much 
awareness of what I’m doing. 

      

MA08 I rush through activities without 
being really attentive to them.       

MA09 

I get so focused on the goal I 
want to achieve that I lose touch 
with what I’m doing right now to 
get there. 

      

MA10 
I do jobs or tasks automatically, 
without being aware of what I’m 
doing. 

      

MA11 
I find myself listening to 
someone with one ear, doing 
something else at the same time. 

      

MA12 
I drive places on ‘automatic 
pilot’ and then wonder why I 
went there. 

      

MA13 I find myself preoccupied with 
the future or the past.       
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MA14 I find myself doing things 
without paying attention.       

MA15 I snack without being aware that 
I’m eating.       

 A O O R N 

1 2 3 4 5 

 
Pro – 
environmental 
behaviour 

(PE) 

PE01 

I choose the environmentally 
friendly alternative of a product, 
if there is one, regardless of 
price. 

     

PE02 

I choose the environmentally 
friendly alternative of a product, 
if there is no significant price 
difference. 

     

PE03 
I am interested in asking about 
the environmental consequences 
of a product before buying it. 

     

PE04 I prefer recycled paper products.      

PE05 I try to find products with the 
ecological badge (eco - label).      

PE06 
I prefer environmentally friendly 
detergents, even if they are more 
expensive 

     

PE07 I prefer to buy organic fruit and 
vegetables.      

PE08 
I would change my usual 
detergent brand for another, more 
friendly to the environment. 

     

PE09 
I prefer the recycled paper 
products, even if they are more 
expensive. 

     

PE010 
I choose the recycled paper 
products, even if they are not so 
white. 
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Likert Scale:  

Mindfulness* 

1 = Almost Always 

2 = Very frequently  

3 = Somewhat frequently 

4 = Somewhat infrequently  

5 = Very infrequently  

6 = Almost never 

*higher score indicated higher mindfulness 

 

Pro – Environmental behaviour*  

1 = Always 

2 = Often  

3 = Occasionally  

4 = Rarely   

5 = Never 

*reversed Likert Scale  

 

Impulsive Buying Behaviour  

1 = Strongly disagree 

2 = Disagree 

3 = Neutral 

4 = Agree 

5 = Strongly Agree 
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6 Appendix F SPSS Output 

6.1 Test for normality  
Table 1. Normal distribution 

 

Kolmogorov-Smirnova Shapiro-Wilk 

Statistik df Signifikanz Statistik df Signifikanz 

Mindfulness MAAS  ,106 48 ,200* ,982 48 ,670 

Pro Environmental 
Behaviour 

,107 48 ,200* ,947 48 ,030 

Impulsive Buying  ,127 48 ,050 ,964 48 ,150 

*. Dies ist eine untere Grenze der echten Signifikanz. 

a. Signifikanzkorrektur nach Lilliefors 

 

6.2 Descriptive statistics 
Table 2. Mean values, standard deviation, minimum and maximum for variable age  

 N Minimum Maximum Mittelwert Std.-Abweichung 

Age 47 18 49 24,87 4,835 

Gültige Werte (listenweise) 47     

 

Table 3. Descriptive statistics gender 

 N % 

Female 40 83,3% 

Male 7 14,6% 

No indication  1 2,1% 
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Table 4. Mean values, standard deviation, minimum and maximum for key constructs mindfulness, 
pro-environmental behaviour and impulsive buying 

 N Minimum Maximum Mittelwert Std.-Abweichung 

Mindfulness MAAS  48 2 6 3,82 ,819 

Pro Environmental Behaviour 48 1 4 3,24 ,799 

Impulsive Buying  48 1 4 2,70 ,823 

Gültige Werte (listenweise) 48     

 

6.3 Histogram output – normal distribution 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 1. Normal distribution of variable mindfulness 
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Graph 2. Distribution of the construct pro-environmental behaviour 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

Graph 3. Distribution of the construct Impulsiveness 
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6.4 Correlation output  
Table 5. Correlation coefficients for constructs of mindfulness, pro-environmental behaviour and 
impulsiveness 

 Mindfulness Pro 
Environmental 

Behaviour 

Impulsive 
Buying 

Spearman-
Rho 

Mindfulness MAAS  Korrelationskoeffizient 1,000 ,072 -,368 

Sig. (2-seitig) . ,627 ,010 

N 48 48 48 

Pro Environmental 
Behaviour 

Korrelationskoeffizient ,072 1,000 -,117 

Sig. (2-seitig) ,627 . ,427 

N 48 48 48 

Impulsive Buying  Korrelationskoeffizient -,368 -,117 1,000 

Sig. (2-seitig) ,010 ,427 . 

N 48 48 48 

 

6.5 Regression output 
Table 6. Aufgenommene/Entfernte Variablen 

Modell Aufgenommene Variablen Entfernte Variablen Methode 

1 Mean Mindfulness MAAS 
Indikator 

. Einschluß 

 

Table 7. Modellzusammenfassung 

Modell R R-Quadrat Korrigiertes R-Quadrat 
Standardfehler des 
Schätzers 

1 ,373 ,139 ,120 ,772 
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Table 8. ANOVA 

Modell Quadratsumme df Mittel der Quadrate F Sig. 

1 Regression 4,425 1 4,425 7,420 ,009 

Nicht standardisierte Residuen 27,435 46 ,596   

Gesamt 31,860 47    

 

Table 9. Koeffizienten 

Modell 

Nicht standardisierte Koeffizienten 
Standardisierte 
Koeffizienten 

T Sig. RegressionskoeffizientB Std.-Fehler Beta 

1 (Konstante) 4,133 ,536  7,705 ,000 

Mindfulness MAAS  -,375 ,138 -,373 -2,724 ,009 

 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


