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INTRODUCTION
Buddhism has been an important part of Thai religion and cul-

ture for hundreds of years. In the past few years the emerging trend 
in Thailand has been the renewal of interest in Buddhism, particu-
larly among younger generations. People now experience Buddhism 
through new media including YouTube, Facebook, and Twitter. Ma-
terials such as CDs, DVDs, and MP3s are full of Buddha’s teachings. 
In addition, there is evidence showing that a dozen Dhamma pocket 
books have been listed in the 100 top selling pocket books (Se-Ed, 
2011). It becomes very common to see many Thai people attending 
sessions of Dhamma talks, watching Dhamma TV programs, or lis-
tening to Dhamma songs. Moreover, on New Year’s Eve, instead of 
going out for partying, thousands of people choose to come to tem-
ples for chanting and praying. During New Year celebrations, many 
of them take temple tours to pay respect to the images of Buddha at 
various well-known temples. The increase in sales of certain types of 
religious consumption reaches millions of Thai Buddhists. This in-
dicates that Thai Buddhists are getting religion in many other ways. 
Religious consumption is very much a part of Thai society whether 
people consume through print media, electronic media, music, films, 
clothing, and other sacred objects. 

Religious consumption is an activity that covers various parts 
of life, including the marketplace (Daniels, 2005), identity forma-
tion/maintenance (Wattanasuwan and Elliott, 1999), and entertain-
ment (Romanowski, 1996). While religious consumption is a general 
phenomenon, it is a distinct feature for some more than others. As 
consumers’ economic power increases, choices in material religious 
consumption grow significantly (Park and Baker, 2007). Along with 
the increase in consumption of material religious products, there is 
the growing recognition of practicing religion. 

In consumer research, many scholars (e.g., Pongsakornrung-
silp, Pusaksrikit, and Schroeder, 2010; Skousgaard, 2006; Veer and 
Shankar, 2011; Wattnasuwan and Elliott, 1999) have employed spiri-
tuality and religion to understand consumer behavior. For example, 
Wattanasuwan and Elliott (1999) studied the identity consumption 
among teenage Buddhists in Thailand in order to understanding how 
these teenagers who are dominated by Western consumer culture 
construct their selves through Buddhism. 

Although religious consumption is not a recent phenomenon, it 
is important to understand how religious consumption associates and 
transforms consumer experience in spirituality. Buddhists consume 
their religion following the principle of Buddhism. Thus, this paper 
aims to study through the lens of Buddhist people about why and 
how Buddhists acquire and consume Buddhism in Thailand. 

Furthermore, this study provides an additional perspective of 
Buddhism consumption by demonstrating that Buddhism is not en-
tirely related to the abandonment of self or no-self as mentioned in 
many works (e.g. Wattanasuwan and Elliott, 1999). In fact, many 
studies state that consumers who have the strong belief in spirituality 
tend to attach themselves with materialism. This study demonstrates 
the different stages of consuming Buddhism whereby the self and 
material attachments do gradually dilute when Buddhists have pur-
sued the Buddhism practices such as performing meritorious deeds, 
praying, and meditation. It is worth noting that only at the nirvana 
stage, one is no self or emptiness (Buddhadasa Bhikkhu, 2009). In 
the next section, we employ the concept of spirituality to demon-
strate consumer insights related their religious belief.

Thai Buddhist Consumers and Buddhism Consumption
Buddhism plays a key role in Thai people’s lives as it is the ma-

jor religion in Thailand. Approximately 94 per cent of Thais are Bud-
dhists (National Statistical Office, 2010). Buddhism is seen by Thai 
people as a way of living, a national identity, and the characteristics 
of being Thai (Wattanasuwan and Elliott, 1999). ‘Wat’ or temple has 
become the center of mind for Thai Buddhists. It is mentioned by the 
Office of National Buddhism (2009) that there are 35,773 temples in 
Thailand. Moreover, Buddhist temples are the center of Thai com-
munities in foreign countries. For many Thais, experiencing or con-
necting with Buddhism often occurs through consuming the sacred 
material objects or religious goods. These sacred objects are highly 
personal and accessible to a large number of consumers (Park and 
Baker, 2007). The distribution of popular religious goods has been 
an integral part of Buddhist culture in Thailand since the 19th century. 
With the development of production and technology, more religious 
products are now available than ever before. 

However, it is accepted that consuming religious material ob-
jects does not make you a good Buddhists (Punyanantaphikku, 
2007). Doing so is seen as having only a superficial adherence to the 
tenets of Buddhism (Wattanasuwan and Elliott, 1999). In fact, Bud-
dhist consumption is not a concept most Thai Buddhists are engaged 
in, even though most of them declare to be Buddhists themselves. 
According to Puntasen (2005), there are two main reasons for this 
occurrence. First, most Thais who claim to be Buddhists do not re-
ally understand the core concept of Buddha’s teaching due to the 
dominance of capitalism worldview. Looking outside this economic 
worldview becomes much more difficult as most economic teaching 
and training emphasize an appreciation of economic mechanisms. 
Second, the main objective of Buddhism consumption is not to gain 
pleasure from material possession, but to maintain physical and men-
tal well-being by being involved in the principle of right thought, 
action, and livelihood (Zadek, 1993). This principle serves as the 
fundamental tool to relieve individuals and society from suffering 
(see also Pongsakornrungsilp et al., 2010). 

Consumption is said to be one of the main marketing activi-
ties. It is simply defined as the acquisition, usage, and disposition of 
goods and services to satisfy demand or desire (Kotler and Kwller, 
2009). The fundamental concepts in the consumer behavior process 
are want, choice, consumption, and satisfaction, which describe the 
basic process of people’s lives. Buddhism consumption, however, 
defines consumption differently. Buddhism consumption is defined 
as the acquisition, usage and disposition of goods and services to 
satisfy the desire for true well-being (Payutto, 1994). It considers 
whether or not physical and mental well-being is adversely affected 
by that consumption. This consideration is often overlooked by pro-
ducers and marketers. The main purpose of Buddhism consumption 
is to form a basis for the further development of human capability 
(Payutto, 1994). 

The key characteristics of Buddhism consumption are that the 
desires are controlled by moderation and the objective of well-being 
(Payutto, 1994). Buddhism consumption, therefore, holds on to the 
middle path. Too little consumption will lead to deficiencies that can 
be harmful to physical and mental well-being. Too much accumula-
tion of material wealth will bring more pain as a result of cravings 
(Puntasen, 2005). Today’s society encourages consumption that can 
lead to delusion, intoxication, and health and mental problems. Bud-
dhists recognize that certain demands can be satisfied through mind-
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ful consumption (Sheth, Sethia, and Srinivas, 2011). Additionally, re-
fraining from consuming can play a role in satisfying spiritual needs. 
In this study, Buddhism consumption which is so central to millions 
of Thais will be understood more holistically by including not only 
what one believes, but how one exercises such belief. Hence, the 
questions are raised in relation to how and why Buddhism is con-
sumed, and how religious consumption is associated with Buddhist 
belief. 

SPIRITUALITY 
Spirituality is a distinct element that influences people’s way of life. 

It involves either religious or non-religious beliefs and behavior, which 
people can obtain individually and collectively through acquiring skills, 
practices, artifacts, or qualifications during their spiritual journey within a 
social group (Skousgaard, 2006). Spirituality concept is sometimes con-
structed in a close link with materialist view (Reindfleish, 2005). Gould 
(2006) identifies this view as spiritual materialism, in which it occurs 
when consumers consume spirituality in the same way as they consume 
products. He then illustrates material-spiritual orientation and divides it 
into four levels: (1) completely materialistically orientated without a spiri-
tual connection, (2) asceticism, (3) spiritualized self-transformation, and 
(4) spiritualized self-liberation (Gould, 2006, p. 66). 

Spirituality and religion are shared constructs that have idiosyncratic 
characteristics (Miller and Thoresen, 2003). While many empirical studies 
treat both constructs quite the same, Miller and Thoresen (2003) suggest 
the way to differentiate these constructs is by viewing religion as a social 
phenomenon and viewing spirituality on an individual level. 

Research regarding the influence of spirituality and religion has been 
thoroughly studied in the field of psychology. The findings support the 
notion that individuals who are highly spiritual or religious have fewer 
physical and mental health problems, recover from illness quickly and 
experience less stress (Duffy, 2006). In addition, it also shows that highly 
spiritual individuals can develop a worldview that promotes well-being 
and an optimistic view on life. This is because spirituality can help trans-
form a negative into a positive perspective. In Pongsakornrungsilp et al.’s 
(2010) study on co-creation brand through myth-making and spirituality, 
they found that spiritual experience is the authentic experience that inter-
act, share and co-create power to benefit people’s minds and their belief 
in order to form the consumption process and the meaning of the brands. 
However, the limited research on spirituality, religion, and consumption 
restricts the understanding of the dynamics of spirituality in the market-
place (Skousgaard, 2006). It is possible that spirituality can help explain 
the dynamics between individuals and religious consumption. 

METHODS
We employed two main methods for this study. First, we proposed 

to understand how consumers consume Buddhism from one of the most 

visited online Buddhism communities in the world, Palungjit.com. There 
were around 339,110 members in February 2011 (Palungjit.com, 2011). 
We conducted the empirical netnographic study by observing, participat-
ing, and co-creating (as insiders) the culture of a group within Palungjit.
com. This group is co-created by different members who have different 
backgrounds. In this forum, members have different intentions to collabo-
rate in the collective network such as searching for amulets, donating their 
resources, and discussing their meditation experience and other Buddhism 
practices. There have been 3,226 regular members with 42,243 posts and 
1,610,796 views since May 2010. We also used personal messaging (PM) 
to follow up additional data from prominent informants.

Additionally, we also employed ethnographic method to collect 
data by participating in different Buddhism practices such as attending a 
meditation retreat, listening to Dhamma talks, and performing meritori-
ous deeds. We conducted participant and non-participant observation dur-
ing the practices. As mentioned by Kozinets (2010), netnographic study 
should not require only one data collection technique, but researchers also 
need additional study to insure that they can get the relevant data. One of 
the authors also attended a 5-day meditation retreat in the participation 
observation method, and also interviewed other attendants during Febru-
ary, 2011. Both netnography and ethnography allow authors to understand 
how and why Buddhists commit to Buddhism practices.   

RESULTS
This study provides additional insights of Wattanasuwan and El-

liott’s (1999) Buddhism consumption. Their data were collected from 
Thai Buddhists who live in the urban community, especially in Bangkok, 
where Western culture has dominated consumer culture. Buddhist teen-
agers domesticate through postmodern activities such as music, films, 
and western-branded products (Wattanasuwan and Elliott, 1999). These 
teenagers view Buddhism as the extraordinary way to escape from their 
complicated lives. On the other hand, this study considers various groups 
of Buddhists who engage in Buddhist rituals and experience consumer 
culture in a different manner. 

This study found that Thai Buddhists consume Buddhism in vari-
ous ways with different purposes. Most Thai Buddhists have experienced 
Buddhism since childhood and gradually adopt additional practices when 
they grow up (e.g., performing meritorious deeds, praying, and practic-
ing meditation). Learning from family and schools, many Thai Buddhists 
acculturate Buddhism practices into their everyday lives. Many of them 
observe five sila or precepts and consume some practices as parts of Thai 
culture. The findings show that many Thai Buddhists go through differ-
ent stages of Buddhism consumption. Moreover, this study also found the 
dematerialization among Buddhism practices. As demonstrated in Figure 
1, materialism and spirituality are degraded from lower to higher levels.

 

Figure 1: Buddhism Consumption and Purposes
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Consuming as Naming
The first stage of consuming Buddhism is related to accepting 

oneself as a Buddhist. In general, many Thais become Buddhists fol-
lowing their Buddhist parents. There is no need to participate in any 
affirmation rituals. This stage is a fundamental level of becoming 
Buddhist. However, many Buddhists do not acculturate Buddhism 
in their everyday life, despite the fact that they live in the Buddhist 
environment. The following posts are examples of consuming as 
naming:

Dara: “I declare myself as Buddhist, but I never really engage 
in any kinds of Buddhist practices. I only follow the religion my 
parents respect.”
Ed: “Being a Buddhist is something I’ve become since I was 
little. I learned about Buddhism in school, so I know about the 
historical part but I hardly practice Buddhism.”

Like Dara and Ed, many Buddhists do not engage in Buddhist 
practices, even though they know the importance of Buddhism since 
their childhood. They understand what is ‘good’ or ‘bad’ and ‘right’ 
or ‘wrong’, but they do not embody with Buddhism practices and 
path. They consume Buddhism merely as a small part of their cul-
tural identity. This is because they consider Buddhism as the morality 
rather than the religion (Buddhadasa Bhikkhu, 2009). Quite often 
many Buddhists who touch on a superficial part of Buddhism will 
consider Buddhism as the sacred religion when they face problems 
or suffer from their desires. Therefore, spirituality is employed to 
persuade these Buddhists to engage in Buddhism.

Consuming as Giving 
The second stage refers to consuming as giving. Giving away 

material objects and performing meritorious deeds are very typical 
types of Buddhism consumption. Many Buddhists engage in this 
type of consumption since their childhood and continue doing so 
in their adulthood. However, the concept of giving for Buddhists is 
defined in various levels. Besides giving away things to people in 
needs, some Buddhists also view donating their blood, organs, or 
even their dead bodies as the beginning of eliminating their selfhood. 
Many also attempt to give the knowledge of Buddha’s teaching or 
Dhamma in the forms of CD, DVD, books, and leaflets to others as 
they believe giving Dhamma is the best of giving. 

Giving is a very important foundation of consuming Buddhism. 
By performing these giving activities, many Buddhists intend to ac-
cumulate ‘Boon’ or merit that they believe the merit can provide 
them with good fortune and strengthen them to overcome any ob-
stacles. This spirituality of consumption is one of the main life goals 
which most Buddhists want to achieve. In addition, many Buddhists 
believe that the next life and the samsaric circle (birth – death – re-
birth) depend on the obtained merit (Payutto, 1994). They expect to 
gain more merit so that they can have their life after death in heaven. 
This study found that the more Buddhists engage in giving activities, 
the more they connect with their religion.

Charlie: “I’ve given monks foods since I was a little… Accu-
mulating merit would bring good things into my life. So I be-
lieve you have to make merits as often as you can.”
Patty: “My mum always asks me to join her deeds at the temple. 
When I was sick or unhappy, I would go to make merits by giv-
ing food, money or products to monks. It makes me feel better.”
Dorn: “Every week, I go to the temple to give alms. I dedicate 
the merit to the venerable monks who produced the amulets. 
Doing this would give them supernatural power which can in-
crease my luck and fortune.”

This study shows that Buddhists consider practicing the ritu-
als of giving as the ordinary experience that they participate in their 
daily life. We found from participating in this practice that most Bud-
dhists feel delightful to participate, socialize, and share in order to 
make merits. As mentioned by Dorn, spirituality is one of the as-
pects that some Buddhists would like to gain from engaging in giv-
ing. This demonstrates the intrinsic-active-self oriented value (Hol-
brook, 2006) which consumers obtain from Buddhism practices. At 
this stage, accumulating merits may help these givers/donors learn 
to give and distribute their wealth to others. For many Buddhists this 
action, however, does not lessen their desire to occupy material ob-
jects. This is because many of them give with the purpose of reci-
procity. It is not that they want to receive things back from receiv-
ers, but their hope is to gain spirituality in this life or the next life.  
The second stage represents the accumulation of merits through the 
means of giving to gain the better life in return. Additionally, these 
Buddhists still have the desire to consume material objects to satisfy 
their needs and wants. 

Consuming as Practicing
Moving to the third stage, a few Buddhists begin to realize that 

gaining wealth or becoming rich is not their ultimate life goal. They 
try to search for other ways to bring them the feeling of true happi-
ness. As mentioned by Jit, she and her husband acquire various mate-
rial objects, but they feel that this material acquisition cannot provide 
them the real happiness.

Jit: “My husband and I came from poor family background. We 
work extremely hard until we now have everything; a big house, 
a luxurious car, a lot of money to spend. Although I have all 
those things I want, I still don’t feel happy. There is something 
still missing in my life...”  

At this stage, praying and meditating become common prac-
tices among some Buddhists in order to make them feel calm and 
peaceful. They regularly listen to Dhamma talks or read Dhamma 
books. These Buddhists have more opportunities to learn Dhamma 
and accumulate knowledge of Buddhism in order to obtain a peaceful 
mind. They view that performing good deeds or accumulating merit 
by donating is only a small part of consuming Buddhism. As found 
in our data, consumers believe that practicing spirituality can create 
happiness. However, some Buddhists are much more attached with 
materiality and spirituality. They define the meaning of practices as a 
symbolic meaning of spirituality and materiality. Some perceive that 
practicing can give them greater merit than giving. They therefore 
expect to gain a high level of merits from their practice. 

Montri: “I always pray to Lord Buddha every night before go-
ing to bed. I chant different Buddha praises. During my pray, I 
am in peace. I believe that praying would give me more merit 
than giving alms.”
Ton: “Praying is like working. We work to gain some capital 
(merit). I believe that this capital can have a huge effect to my 
life. Like doing business, you need enough capital to run your 
business. So, merit is the capital for you to run your life.”

Some Buddhists also choose to commit to meditation retreat as 
the basic way to obtain an intensive meditation. Practicing religion 
by participating in meditation retreat currently becomes extremely 
appealing to both young and adult Buddhists. These meditation re-
treat courses are held in various places throughout the country. Many 
of them are fully booked. Some places even have to book a year 
in advance. Retreat participants have to live with limited consump-
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tion following Buddhist’s eight precepts. They have to refrain from: 
killing; stealing; unchaste behavior; lying; using alcohol and drugs; 
eating after noon; listening to music and entertainments,  wearing 
jewelry and makeup; and using high and luxurious seats and beds. 

Pen: “My interest in Dhamma comes from a best-seller pocket 
book “Khemtid Chevit” (Life Compass). This book creates the 
interest in Dhamma among young generation. As my interest 
grows, I then search to read a few more Dhamma books by other 
authors and start to attend meditation retreats. I used to ask my 
friends to come along, but they didn’t want to. I then realize that 
it really depends on their past Karma.” 

Consuming Buddhism is the way to understand the causes of 
sufferings and find the way to eliminate those sufferings permanently 
so that they can lead the way to liberate from the samsaric cycle. 
Some Buddhists, however, merely expect to obtain the peaceful mind 
from attending meditation retreats. They thus can temporarily escape 
from their problem. Very few of them continually practice meditation 
seriously after finishing the retreats. This is an inauthentic Buddhism 
practice which is not the real objective of attending meditation re-
treat. In other words, it is similar to what found in brand community 
study (Muñiz and O’Guinn, 2001) that some community members 
have used brand in the wrong way.

Buddhists consider their practices in two meanings: peace and 
spirituality. To obtain the spirituality from the practice, these prac-
titioners tend to focus on materiality of their consumption or what 
Sheth et al. (2011) use the term as acquisitive consumption. On the 
other hand, practitioners who search for peace emphasize gaining 
experience and knowledge of symbolic meaning. This knowledge 
would activate them to search for an additional level of Buddhism 
practice. These Buddhists still have demands in consumption, but 
some of them obtain more mindful mindset than another (see also 
Sheth et al., 2011).

Consuming as Letting Go 
By accumulating and gaining knowledge from performing Bud-

dhist rituals, a few Buddhists are interested in finding the real happi-
ness of Buddhism – Nirvana – liberating from samsaric cycle (birth-
death-rebirth) or laws of Karma (see also Wattansuwan and Elliott, 
1999). Some Buddhists follow the next stage of Buddha’s teaching 
that the key to provide the real happiness is being mindful in every 
thought and action. To achieve this stage, contemplating their mind is 
considered as the way they gain pure and strong mind. 

Terk: “The core concept of Buddhism is not the learning pro-
cess from the outside – that are resources such as books, CDs, 
or masters – but we should learn from the inside or learning to 
know ourselves.”
Noi: “Mindfulness is the process of mind-aware practice. We 
have to contemplate our mind until we obtain consciousness and 
awareness in every moment. This process takes time, and we 
have to work hard. Then, we will enlighten the laws of karma.”

Both Terk and Noi demonstrate an interesting issue about the 
liberation of samsaric cycle or Nirvana which consumes time and 
requires practices. However, samsaric cycle or laws of karma is not 
just about birth-death-rebirth, but it also relates to the awareness of 
nature around the self. Practicing mindfulness is the way for Bud-
dhists to gain a strong mindset which influences them to concern the 
nature, and also avoid them to harm others including human beings, 
animals, and environment. 

Dang: “Buddha has taught us to realize or be aware of nature 
how we can accept or live with the real situation even we don’t 
want to. We have to concern this point during the contemplating 
session.”
Kathy: “Buddhism is about peace and nature. Practicing mind-
fulness can help us understand this issue. It gradually brings us 
back to reach the nature. I may not attend the nirvana in this life, 
but I will never give up.”

As mentioned above, although the highest goal of Buddhism 
consumption is obtaining nirvana, many Buddhists do only expect to 
gain a peaceful mind. In fact, practicing mindfulness is the process of 
accumulating mindset which supports consumers to live with nature 
and community (Sheth et al., 2011). Then, Buddhists who are in this 
stage still require goods and services as other consumers do, but their 
consumption would concern to themselves, environment, and com-
munity without any cravings. Moreover, Buddhism does not instruct 
them to abandon everything, but it shows how people can consume 
or behave with less harmful to environment and other consumers. 
This is in line with the Buddhist way that consuming Buddhism is the 
co-creation process of wisdom and insights for understanding “What 
is truly what?” Selfhood and material attachments are causes of suf-
ferings, and engaging in Buddhist path is the only way to be free 
from sufferings and samsaric cycle (Buddhadasa Bhikkhu, 2009). 

DISCUSSION AND CONCLUSION
This study gives an insight into what the motivations for Bud-

dhism consumption are and contributes the prevalence of religious 
consumption experienced by non-Christian believers. We have ex-
tended Gould’s (2006) spiritual materiality in Buddhism by demon-
strating the empirical data. The findings show four stages of Bud-
dhism consumption to achieve three main life goals. The first stage 
refers consuming Buddhism as naming themselves to be Buddhists. 
This level is the most common for most Buddhists. However, many 
of them do not practice Buddhism but refer themselves as Buddhists 
following their parents and ancestors. The second stage refers to con-
suming as giving. Many Buddhists believe that by giving away from 
small things to donating their lives, or even giving Buddha’s teaching 
to others will lead them to the good life. Sacrificing their material 
and non-material objects in order to gain tranquility and spirituality 
is the first level of obtaining happiness in world view. The third stage 
refers to consuming as practicing. The main activities for Buddhists 
to practice are reading Dhamma books, listening to Dhamma talks, 
chanting, meditating, and attending meditation retreat. It is through 
these practices that Buddhists can find the way to search for true 
happiness. These practices will lead them to gain the meaningful life. 
The final stage refers to consuming as letting go. This is the hardest 
stage for Buddhists as they learn to think and to behave mindfully 
in every moment and action in order to letting go of their desire and 
their selfhood. It is through this consumption that Buddhists can find 
the way to search for true happiness. By maintaining this practice, 
they hope to reach the enlightened life. This life emphasizes the 
search for happiness from persistence and mindfulness. 

This study has highlighted that there are different levels of 
Buddhism consumption, and each level can pursue through differ-
ent strategies. The findings from this study provide an additional 
perspective to the controversial issue in consumer culture (e.g. Kil-
bourne, 1989). The level of consumption does not influence the level 
of happiness. Instead it is much more important for people to accept 
the real situation during the consumption process. In all stages of 
Buddhism consumption, the materiality has gradually degraded from 
Buddhists who participate in performing meritorious deeds to attend-
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ing meditation retreats. For example, the second stage, consumers 
are much more attachment with materiality, whereby consumers co-
create spirituality as a symbolic meaning through the objects. They 
attach their self by viewing that the more they give, the more they get 
merit. This shows the interconnection between spirituality and mate-
riality. Thus, consumers tend to display ‘self’ in their consumption. 
Even in the third and fourth stages  where some Buddhists inten-
sively focus on practicing and contemplating, Buddhists still require 
consumption, but their cravings (e.g., prestige, beauty, scent, luxury, 
and so on) are lower than other Buddhists who are in a lower stage. 
In other words, Buddhism is not a threat to consumer culture. Bud-
dhism is the way of learning, understanding, and accepting the nature 
and situation, and it also helps us understanding causes of problems 
or sufferings in order to search the ways to get rid of them (Payutto, 
1994). Therefore, it is arguable that self is not generally prohibited 
in the Buddhism but reducing the level of selfness can decrease suf-
ferings.

This study shows that religious consumption is an important is-
sue and Buddhism as a spiritual source has much to offer. Consuming 
Buddhism has formed a nurturing ground for people to discover a 
method of personal transformation. This study shows that consump-
tion alone may not give people’s lives satisfactory meanings. Con-
suming Buddhism can make them aware of how they should live to 
gain an ultimate life goal. 

Although a collective process in this study can provide an ad-
ditional perspective on Buddhism consumption, we focus only on 
an individual process that consumers engage in Buddhism activi-
ties. Future research may explore the collective process of Bud-
dhism consumption. Moreover, additional consumption in each stage 
which provides unique meanings related to materiality, spirituality, 
and beliefs toward Buddhism need to be explored. Future research 
should also examine the similarities and differences between prefer-
ences in people’s selection of religious consumption. In addition, it 
is interesting to understand non-consumption practice, which may 
be evidenced by studying how Buddhist monks consume. A sense 
of monk’s religious identity in an era of materialism may take the 
different form of restraining one’s purchases from goods. The knowl-
edge of monk’s consumption may help to gain the understanding in 
creating sustainable consumption. Furthermore, supply side factors 
that influence religious consumption such as the availability and 
marketing of religious items also deserve scholarly attention. Further 
research inquiry into these issues will extend our understanding of 
religious consumption. 
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