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The purpose of this research is to introduce mindful consumer behavior. We define mindful consumers as individuals who, in all

stages of consumer behavior, are aware of themselves, their communities and the society at large and behave in ways that contribute to

the well-being of all these entities. We argue that consumers’ tendency to behave mindfully depends on their (1) temporal focus, and

(2) perception of self-efficacy. In the first study, we survey consumers in two stages separated by one month. Our findings reveal a

significant role for perception of self-efficacy in acting mindfully. In the second study, we run an experiment to further examine the

impact of self-efficacy on mindful consumer behavior.
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adopted to address the research objectives. The Pilsen community, with a rich cultural heritage, predominantly Latino is selected for the 
investigation.  Three thematic dimensions are discovered that explain the concept of mental model transcendence.  These are: 1) an aware-
ness of a transcultural identity 2) an awakening to a sense of self, and 3) an inspiration of universal ideals. We utilize Teichart et al’s (2006) 
theory on metaphor roles and Fauconnier and Turner’s (2002) Blending theory to inform our argument. While Teichart et al’s (2006) theory 
of how metaphors influence and alter mental models is crucial to our argument, we extend it to accommodate the process of mental model 
transcendence evident in our data. 
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The purpose of this research is to (1) introduce mindful consumer behavior and (2) identify the underlying mechanisms, i.e., what drives 
consumers to behave mindfully or mindlessly.  We define mindful consumers as individuals who, in all stages of consumer behavior, are 
aware of themselves, their communities and the society at large and behave in ways that contribute to the well-being of all these entities.  
The concept of well-being goes beyond instant satisfaction to involve good health, sustainability including financial sustainability, social 
responsibility and self-actualization.  

Mindful consumer behavior involves an internal facet and an external one. The internal facet pertains to the individual such as her/his 
health, financial sustainability, and happiness.  The external facet is related to the environment and society at large. Hence, issues related to 
nutrition, exercise, medical information and treatments, budgeting and frugality are all examples of internal aspects. Consuming in a socially 
responsible way including going green and donating for noble causes are examples of external aspects. The two are not unrelated. For in-
stance, a mindful spending might enable a consumer to have the ability to donate money to support those in need. 

Mindful consumer behavior can be practiced at all stages of consumption. The stages of consumer behavior include acquisition, con-
sumption including possession and maintenance, and disposal of goods and services (Hoyer and MacInnis 2010).  At the acquisition stage, 
consumers can be mindful while making product and brand choices and, e.g., choose healthy food, environmentally friendly goods and be 
cautious about the way they invest their time and money. At the consumption stage, mindful consumers consume moderately, share, and take 
care of their possessions.  Finally, consumers can recycle, donate and pass possessions to others at the disposal stage. 

To understand what drives conscious consumer behavior, we draw on research in sociology, psychology and social psychology.  We 
argue that consumers’ tendency to behave mindfully is contingent on their (1) temporal focus, and (2) perception of self-efficacy.

Temporal focus is “the attention individuals devote to thinking about the past, present, and future.” (Shipp et al. 2009).  The concept 
is important because it affects how people incorporate perceptions about past experiences, current situations, and future expectations into 
their attitudes, cognitions and behavior (Zimbardo & Boyd 1999).  Mindful behavior usually involves thinking about the future and the 
consequences of one’s actions such as over-eating or consuming a particular product. Strathman et al. (1994) demonstrated that the extent to 
which people consider distant vs. immediate consequences of potential behaviors impact these behaviors. Hence, we expect the following:

H1: Individuals who tend to focus on the future behave more mindfully as consumers than individuals who tend to focus on the present or 
the past.
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Self-efficacy refers to one’s perception that s/he is can make enough difference (Kinnear, Taylor and Ahmed 1974). Studies show that 
making individuals believe they can make a difference results in them behaving more actively such as voting and sharing their opinions 
publically (Crain et al. 1987), acting in a more environmentally conscious manner (Roberts 1996; Webster 1975), and resisting overeating 
(Kinard, Webster and White 2007). On the other hand, fatalistic individuals do not do much as they believe that their lives are driven by fate, 
i.e., predetermined (Zimbardo & Boyd 1999). Mindful behavior involves making decisions while inherently believing that these decisions 
impact one’s life and others’. Hence, we propose: 

H2: The higher consumers’ perception of self efficacy the more likely they are to behave mindfully.

In Study 1, we survey consumers in two phases separated by four weeks. In the first phase, we measure participants’ tendency to behave 
as mindful consumers on all aspects of mindfulness and in all stages of consumer behavior. One month later, we measure the same partici-
pants’ temporal focus and perceptions of their ability to make a difference as well as possibly relevant variables such as locus of control, 
ability to restrain desires, and values.  To measure mindful consumer behavior, we build on the internal and external facets in our definition 
and draw on several scales to design a 49-item 7-point Likert-type scale. 

One hundred and one undergraduate students at a Northeastern university participated in both phases of Study 1. An exploratory factor 
analysis of the 49 items designed to measure different aspects of mindful consumer behavior revealed the following twelve dimensions: (1) 
concern for the environment, (2) making the most of one’s possessions, (3) contributing through donations and choice of socially responsible 
firms, (4) passing on used possessions to others, (5) minimizing waste in consumption, (6) concern for one’s health, (7) concern for one’s 
wealth, (8) cautious buying, (9) sharing possessions with others, (10) concern for impact of actions on other humans, (11) interest in exercis-
ing, and (12) interest in healthy eating.

To test our hypotheses we conduct a series of regression analyses. Contrary to our expectations in H1, our findings reveal a non-signif-
icant role for temporal focus on the future in mindful consumer behavior except for the three dimensions pertaining to minimizing waste in 
consumption, passing on used possessions to others and interest in exercising. The weak role of temporal focus on the future could be attrib-
uted to temporal discounting (Critchfield and Kollins 2001).  Our results, however, lend strong support to H2. Running stepwise regressions 
with dimensions of mindful behavior as the dependent variables and a set of variables including temporal focus, self-efficacy, locus of control, 
materialism, ability to restrain desires, and Kahle’s (1984) list of values as our independent variables resulted in significant models containing 
self-efficacy. Interestingly, for most of the dependent variables pertaining to the external facet of mindful behavior such as effect on other 
humans, sharing, and concern for the environment, self-efficacy was the only significant predictor in the regression models. 

In the second study, we run an experiment to further examine the impact of self-efficacy on mindful consumer behavior. We manipulate 
self-efficacy through priming and empowering participants. We also have participants make choices reflecting mindful (or mindless) con-
sumer behavior. Results from Study 2 should be ready for sharing at the Conference.
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