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Abstract
Mindfulness—the awareness of the present moment and experiences in daily life—contributes to genuine intrinsic and social-
oriented values and curbs materialistic and hedonistic values. In the context of materialism, money is power. Avaricious 
individuals take risks and are likely to engage in dishonesty. Very little research has investigated the effects of mindfulness in 
reducing the avaricious monetary attitudes and enhancing ethical consumer beliefs. In this study, we theorize that mindfulness 
improves consumer ethics directly and indirectly by lowering avaricious monetary attitudes. To test our theory, we collected 
data from 523 individuals with the Mindfulness-Based Stress Reduction (MBSR) training and 307 individuals without 
MBSR. The results of our whole sample (N = 830) support our theory. Three multiple-group confirmatory factor analyses 
(MGCFAs) reveal intriguing discoveries. First, with MBSR training, mindfulness excites consumer ethical beliefs directly 
and indirectly. Without training, trait mindfulness fails to reduce monetary attitudes—mindfulness training matters. Second, 
the power of MBSR training holds for participants completing the training within 1 year, but wears off after 1 year—the 
duration after training matters. Finally, after 1 year, the training retains its strength for those who practice mindfulness, but 
weakens its power for those who do not—practice matters. We shed light on mindfulness, monetary wisdom, and consumer 
ethics, in particular, and business ethics, in general.

Keywords Mindfulness/state/trait · Buddhism/spiritual/sacred/religious values · Mindfulness-based stress reduction 
(MBSR) training/mindfulness-based interventions (MBIs) · Consumer ethics · Ethical-unethical beliefs/dishonesty/
deceptive practices · Retail/marketing · Decision-making · Monetary intelligence/wisdom · Avaricious monetary aspiration/
the love of money attitude/greed/meaning of money · Materialism/secular values

Introduction

Economic development and human prosperity around the 
world have promoted secular values, materialistic con-
sumption, monetary aspirations, and unethical consumer 
decision-making (Kasser 2002, 2016; Schwartz 1992). To 
reduce unethical consumer beliefs (Muncy and Vitell 1992), 
researchers have focused on individuals’ age, gender, or edu-
cation (Lu and Lu 2010; Rawwas and Singhapakdi 1998; 
Robertson et al. 2012), avaricious monetary attitudes (Tang 
and Chiu 2003; Tang et al. 2018b, c; Vitell et al. 2007),  
emotional intelligence (Gentina et al. 2018c; Mayer et al. 
2004),  Machiavellianism (Rallapalli et al. 1994; Tang and 
Chen 2008), materialism (Tang and Liu 2012; Tang et al. 
2014), and religiosity (Chen and Tang 2013; Forsyth 1992; 
Tang 2012; Tang and Tang 2010). In a critical analysis of 
this research stream, Chowdhury (2019) asserts that scholars 
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have explored these antecedents of consumer ethical beliefs 
in a seemingly ad hoc fashion, without a solid grounding 
in theory. Very little research has explored individuals’ 
mindfulness in reducing consumer ethics. This study fills 
the void.

For this study, we propose individual mindfulness as an 
antecedent to consumer ethics, using a theoretical mindful-
ness framework. Mindfulness, defined as receptive attention 
to and awareness of present events and experience (Brown 
et al. 2007, p. 212), is closely associated with ethical beliefs 
(Dhandra and Park 2018), ethical behaviors (Good et al. 
2016; Kalafatoğlu and Turgut 2017), and sustainable con-
sumption (Fischer et al. 2017). In addition to conceptual 
considerations of its relationship with business ethics (La 
Forge 2000; Marques 2012), a few studies offer empirical 
tests of the interface between mindfulness and ethics-related 
constructs, such as pro-environmental behavior (Barbaro and 
Pickett 2016), ethical behavior (e.g., honesty, empathy, help-
fulness, contrition; Kalafatoğlu and Turgut 2017), lenient 
ethical judgments (Dhandra and Park 2018), moral reason-
ing, or ethical decision-making (Shapiro et al. 2012). Yet lit-
tle research connects mindfulness with the critical construct 
of individual perceptions of questionable consumer prac-
tices, or consumer ethics (Dandhra and Park 2018; Fisher 
et al. 2017).

We apply a mindfulness framework to comprehend con-
sumer ethics. The love of money, or an avaricious monetary 
attitude, undermines ethical beliefs. Research suggests 
that “money motivates people to perform unethically,” and 
“money is a major cause of people’s unethical and evil acts” 
(Lemrová et al. 2014, p. 334; Tang and Chiu 2003). Such 
attitudes lead to both dishonesty (Chen and Tang 2013; Tang 

and Liu 2012) and unethical behavioral intentions (Gentina 
et al. 2018b; Tang and Chen 2008; Tang and Liu 2012). But 
mindfulness can curb impulsive buying tendencies (Park and 
Dhandra 2017). From this view, we anticipate that avaricious 
monetary attitudes might mediate the relationship between 
mindfulness and consumer ethical beliefs.

With a structural equation (SEM) model, we test whether 
a mindfulness trait enhances ethical beliefs directly or indi-
rectly, by reducing avaricious monetary attitudes. We also 
explore the extent to which mindfulness-based stress reduc-
tion (MBSR) interventions can augment the effects of trait 
mindfulness. Accordingly, we simultaneously explore a 
direct path (Mindfulness → Consumer Ethics; Path 1) and 
an indirect path (Mindfulness → Monetary Attitudes → Con-
sumer Ethics; Paths 2 and 3, Fig. 1). To do so, we meas-
ure three constructs—trait mindfulness (MAAS; Brown 
and Ryan 2003), avaricious monetary attitudes (Tang et al. 
2018c), and consumer ethical beliefs (reverse-scored scale; 
Muncy and Vitell 1992)—in a large sample of 830 partici-
pants, such that one sample had received MBSR training 
in the past 2 years (n = 523) and the other had no MBSR 
training (n = 307).

The results affirm that overall, trait mindfulness enhances 
consumer ethical beliefs directly and indirectly by diminish-
ing avaricious monetary attitudes. Specifically, for the group 
with MBSR training, our findings support the direct and 
indirect paths in the theoretical model. For the group with-
out MBSR training, the direct path prevails, but the indirect 
path fails to reach significance (Path 2). We also can clas-
sify the training group participants into two mutually exclu-
sive groups (MBSR ≤1 year vs. 1 year < MBSR < 2 years). 
Within 1 year of the training, trait mindfulness produces 

Fig. 1  Our theoretical model
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positive consumer ethics, directly and indirectly. However, 
the effects of MBSR training (Path 3) wear off after 1 year. 
For people who continue to practice mindfulness and have 
received MBSR training within the past 2 years, trait mind-
fulness continues to enhance ethical beliefs, directly and 
indirectly. If they do not practice mindfulness, trait mind-
fulness fails to promote ethical beliefs. Thus, our findings 
reveal the meaningful influences of MBSR training, post-
training duration, and continuous practice. By acknowledg-
ing that mindfulness offers a promising means to combat 
avaricious monetary attitudes and unethical behaviors in 
business ethics contexts, we shed new light on theoretical 
issues pertaining to mindfulness, monetary wisdom, con-
sumer ethical beliefs, and business ethics in general. This 
study also offers practical implications for executives and 
managers, particularly in the retail industry.

Theory and Hypotheses

Figure 1 presents our overarching theoretical model with 
three significant constructs. We treat avaricious monetary 
attitudes as a mediator of the relationship between trait 
mindfulness and consumer ethical beliefs and explore both 
the direct (Path 1) and indirect paths (Paths 2 and 3) simulta-
neously. We test MBSR training, duration after the training, 
and practice of mindfulness as three separate moderators 
using multi-group confirmatory factor analyses (MGCFAs). 
We theorize that trait mindfulness will enhance consumer 
ethical beliefs directly and indirectly by lowering avaricious 
monetary attitudes. Further, individuals with MBSR train-
ing, a short duration (within 1 year) after the training, and 
continuous mindfulness practices provide more robust sup-
port of our theoretical model than their counterparts, respec-
tively. We present simplified terms in Fig. 1 and introduce 
our constructs below.

Mindfulness

Anchored in the Eastern spiritual traditions (Brown and 
Ryan 2003), Buddhism has cultivated the culture of mindful-
ness over two millennia (Brown et al. 2007). Recent research 
revealed increasing interests in mindfulness, first in clini-
cal research (e.g., Bishop et al. 2004; Shapiro et al. 2011), 
then in psychology (e.g., Giluk 2009; Niemiec et al. 2010), 
and more recently in management sciences (e.g., Dane and 
Brummel 2014; Good et al. 2016).

Researchers define mindfulness as a state of being atten-
tive to and non-judgmentally aware of momentary experi-
ences (Bishop et al. 2004; Brown et al. 2007). Despite its 
ancient roots in contemplative traditions, scholars have 
investigated mindfulness in more secular instances as “a 

universally applicable practice, and a natural human capac-
ity” (Shapiro et al. 2012, p. 504) than a sacred sense. Man-
agement scholars consider mindfulness to be “a state of 
consciousness.” They pay attention to “the present moment 
phenomena occurring both internally and externally” (Dane 
2011, p. 1000). It enables people to have a wide attentional 
breadth (Dane and Brummel 2014).

Researchers have conceptualized mindfulness as both a 
state and a trait (Baer 2003; Baer et al. 2006; Bishop et al. 
2004; Brown and Ryan 2003). First, trait mindfulness is a 
“person-level” disposition (Brown and Ryan 2003, p. 837), 
that indicates an individual’s tendency to be mindful in 
daily life (Baer et al. 2006). The dispositional “differences 
in mindfulness” (Allen and Kiburz 2012, p. 371) distinguish 
one person from another. In contrast, state mindfulness is a 
within-person variable, showing “momentary-level mind-
fulness” that fluctuates over time (Brown and Ryan 2003, 
p. 836). People can be more or less mindful at one point or 
another (Kabat-Zinn 2005).

Mindfulness-based interventions (MBIs), e.g., MBSR 
(Kabat-Zinn 1982) or mindfulness-based cognitive therapy 
(Segal et al. 2002), help individuals develop mindfulness 
with practice (Bishop et al. 2004). In this study, we investi-
gate mindfulness not only as a trait but also as a variable of 
intervention—MBSR.

Mindfulness and Consumer Ethics

The philosophy of mindfulness is rooted in Buddhism. 
Buddhist mindfulness focuses on present moment events, 
actions, and ethical principles. Hence, the practice of mind-
fulness links closely to ethics and moral judgment (Kang 
and Whittingham 2010). Mindfulness favors the awareness 
of morally relevant internal and external cues and fosters 
ethical behavior (Sevinc and Lazar 2019). Empirically, 
scholars have tested the interface between mindfulness and 
ethics-related constructs in organizational contexts, support-
ing positive relationships between mindfulness and ethics. 
“Appendix 1: Mindfulness & ethics—empirical studies” sec-
tion briefly summarizes significant findings in the literature.

Generally, mindful individuals hold ethical consumer 
beliefs, follow moral reasoning (Pandey et al. 2018), and 
make compassionate, ethical judgments (Dhandra and Park 
2018). The mindfulness theory explains that mindfulness is 
a state of mind that is non-judgmental, in the sense that a 
mindful individual is not entrapped in the past or future, and 
is not judging or dismissing what is happening in the pre-
sent moment (Kabat-Zinn 1994). Studies uncover the posi-
tive relationship between trait mindfulness and ecologically 
responsible behaviors (Barbaro and Pickett 2016; Brown and 
Kasser 2005). This relationship is explained by the mindful-
ness mechanism that consists of intentionally drawing one’s 
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attention and awareness on specific experiences, leading to 
increased behavioral regulation (Langer and Modoveanu 
2000). Through expertise, mindfulness increases one’s con-
nectedness to nature and fosters pro-environmental behavior.

Further, trait mindfulness fosters ethical decision-making 
(Ruedy and Schweitzer 2010; Shapiro et al. 2012). Indeed, 
researchers have theorized mindfulness as one’s awareness 
and attention of the self, others, and the outside environment 
(Brown and Ryan 2003). Last, trait mindfulness has signifi-
cant relationships with ethical behaviors (Kalafatoğlu and 
Turgut 2017), suggesting that mindfulness curtails unethi-
cal behaviors (Ruedy and Schweitzer 2010). Mindful lead-
ers create higher-quality relations and ultimately promote 
employee interpersonal justice perceptions (Reb et al. 2018). 
Elaborating on these prior studies, we posit that trait mind-
fulness enhances people’s ethical beliefs directly (Path 1: 
Mindfulness → Consumer Ethics).

Hypothesis 1 Trait mindfulness is positively related to con-
sumer ethical beliefs.

Avaricious Monetary Attitudes

We argue that monetary attitudes mediate the relationship 
between trait mindfulness and consumer ethics. Following 
the ABC (affective–behavioral–cognitive) model of atti-
tudes, Tang (1992) developed one of the most well-devel-
oped and systematically used money attitude measures in the 
literature (Mitchell and Mickel 1999; Tang and Chen 2008). 
It is a multidimensional individual difference variable. 
Researchers have substantiated this money-related attitudinal 
construct in more than 45 countries on six continents, reveal-
ing both light and dark sides. This measurement has three 
sub-constructs: affective motive (Factors Rich, Motivator, 
and Important/Good), stewardship behavior (Factors Make, 
Budget, and Donate/Give), and monetary cognition (Factors 
Happiness, Respect, Achievement, and Power) (Tang et al. 
2018c).

The affective motive excites one’s emotions. Most people 
want to be Rich.1 Factor Rich predicts the amount of cheat-
ing (Chen et al. 2014). Further, money is a crucial Motiva-
tor. Among incentives for improving performance, nothing 
comes close to money (Locke et al. 1980). Factor Motiva-
tor predicts the percentage of cheating (Chen et al. 2014). 
Money is Important-Good (Mitchell and Mickel 1999; Tang 
1992). For stewardship behavior, individuals Make money. 
Frugal people Budget their money carefully. People Donate 
their money to charities. Cognitively, money represents 

several vital meanings. Money brings Happiness to many 
people. Money signals ones’ Achievement and Success. 
People with money gain Respect from others (Tang 1992). 
Money is Power in the context of materialism (Lemrová 
et al. 2014).

On the dark side, avaricious monetary attitudes predict 
not only behavioral intentions but also cheating behaviors 
(Chen et al. 2014), poor course grades in a business class 
(Tang 2016), investors’ longitudinal low stock happiness 
(Tang et al. 2018a), and voluntary turnover 18 months later 
(Tang et al. 2000). Scholars have empirically supported the 
notion that the love of money, not money, is the root of all 
evils (Tang and Chiu 2003; Tang et al. 2018c)2 .

On the bright side, managers in 32 countries with low 
affective motive and high stewardship behavior enjoy high 
pay satisfaction and job satisfaction (Tang et al. 2018c). 
Besides universal findings (Tang et al. 2018b, c), scholars 
have employed this construct in the French context (Gen-
tina and Tang 2018; Gentina et al. 2018b). In this study, we 
selected the avaricious monetary attitudes scale (Tang et al. 
2018c) and applied this construct to participants in France.

What is the relationship between monetary attitudes and 
Monetary Intelligence? The theory of planned behavior 
(TPB) posits: Attitude predicts behavioral intentions, which, 
in turn, predicts objective behaviors. Following TPB, ava-
ricious monetary attitudes, an attitudinal measure, predict 
money-related intentions and actions. Monetary intelligence 
(MI) provides a nomological network of relations between 
monetary attitudes and other constructs. Individuals select 
their monetary attitudes as part of their cognitive execu-
tive functions. They frame critical concerns in the proxi-
mal (immediate) and distal (omnibus) contexts to maximize 
expected utilities and ultimate happiness (Tang 2020a, b; 
Tang and Sutarso 2013; Tang et al. 2018c). In summary, 
monetary intelligence asserts that  decision-makers not 
only incorporate their task-related analytical and financial 
network of the cognitive processes but also frame their criti-
cal emotional and empathic concerns in the immediate and 
omnibus contexts to maximize expected positive outcomes 
and psychological well-being (the bright side) and mini-
mize negative consequences (the dark side) (cf. Mayer et al. 
2004). Recently, scholars have explored monetary intelli-
gence and treated temptation (Chen et al. 2014; Tang and 
Sutarso 2013) and parents and peers influence (Gentina et al. 
2018b) as antecedents and dishonesty and consumer ethics 
as the consequences, respectively.  In the present study, we 
treat mindfulness as an antecedent and consumer ethics as a 
consequence in our theoretical model, expanding our under-
standing of monetary intelligence.

1 We use a capitalized word Rich to represent Factor Rich. We apply 
this principle to all factors of this construct.

2 Those who want to be rich are falling into temptation. For the love 
of money is the root of all evils (1 Timothy 6: 9–10).
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Mindfulness and Monetary Attitudes

Mindfulness cultivates compassion (Condon et al. 2013), 
openness, generosity, and kindness, contributes to intrinsic 
and other-oriented values, and curbs materialistic and hedon-
istic values (Burroughs and Rindfleisch 2002). Mindfulness 
also relates to basic psychological needs, including auton-
omy, relatedness, and competence, and negatively correlates 
with impulsiveness (Brown and Ryan 2003). Thus, mindful-
ness promotes healthy, rational behavior, and reduces suffer-
ing derived from cravings (Papies et al. 2015). Individuals 
with high mindfulness are less materialistic than those with 
low mindfulness (Bishop et al. 2004). Wang et al. (2017) 
asserted that mindful individuals are less likely to immerse 
in “money and attractive cues” (p. 132). In this study, we 
further expanded their arguments and asserted that mindful-
ness leads to low avaricious monetary attitudes, creating a 
negative path (Path 2: Mindfulness → Monetary Attitudes).

Hypothesis 2 Trait mindfulness is negatively related to ava-
ricious monetary attitudes.

Monetary Attitudes and Consumer Ethics

Money is associated with achievement (success), status 
(respect), freedom, and power (Tang 1992). On the dark 
side, people who value money as a sign of achievement have 
low satisfaction with pay and life (Srivastava et al. 2001). 
Those who use their money to show off, get power, or com-
pare themselves to others, experience low subjective well-
being. The mere presence of money triggers envy toward 
the rich and activates feelings of self-sufficiency (Vohs et al. 
2006). It is not the money, but the motive that leads to low 
happiness (Srivastava et al. 2001). Avaricious monetary atti-
tudes lead to high dishonesty (Chen and Tang 2013; Tang 
and Liu 2012) and predict unethical intentions in multiple-
panel studies (Tang and Chen 2008; Tang and Liu 2012). 
Those who do not manage their money carefully have harm-
ful desires that plunge them into destruction.

On the light side, good stewards enjoy high pay and life 
satisfaction (Tang et al. 2018c). Following Wang et al.’s 
(2017) arguments, mindfulness, indirectly, encourages ethi-
cal consumer beliefs. We propose a negative path (Path 3: 
Monetary Attitudes → Consumer Ethics). By combining the 
two negative paths, we derive a positive indirect path. Trait 
mindfulness enhances consumer ethical beliefs by reduc-
ing avaricious monetary attitudes (Paths 2 and 3: Mindful-
ness → Monetary Attitudes → Consumer Ethics).

Hypothesis 3 Avaricious monetary attitudes are negatively 
related to consumer ethical beliefs.

Hypothesis 4 Avaricious monetary attitudes mediate the 
relationship between trait mindfulness and consumer ethi-
cal beliefs.

Mindfulness‑Based Stress Reduction (MBSR) 
Training as a Moderator

Mindfulness practices aim at enhancing awareness of 
thoughts, feelings, sensations, and behaviors (Shapiro et al. 
2012). Many meditation practices (such as the Buddhist 
monastic tradition) focus on training in moral reasoning 
and ethical decision-making behavior. Consistently, mind-
fulness-based interventions (MBIs) promote moral reason-
ing (Pandey et al. 2018; Shapiro et al. 2012) and ethical 
decision-making (Ruedy and Schweitzer 2010; Shapiro et al. 
2012). In their systematic review and meta-analysis, Don-
ald et al. (2019) reported a strong link between mindfulness 
interventions and pro-social behaviors. Following mindful-
ness theory, mindfulness training enhances sustained atten-
tion, thus increasing the likelihood that a mindful individual 
observes others’ needs and responds to them (Brown and 
Ryan 2003; Condon 2017). Similarly, Fischer et al. (2017) 
systematically reviewed the literature and evidenced the 
relationships between mindfulness interventions and sus-
tainable consumption. They identified four main facets from 
mindfulness theory that explain why mindfulness interven-
tions promote changes in consumption behaviors. They are 
the disruption of routines (diminished unconscious, non-
sustainable consumption choices), congruence (reduced the 
attitude-behavior gap), non-material values, and well-being 
(clarified values and fostered non-material values in people’s 
lives), and pro-social behavior (increased compassion).

While these meta-analyses have taken stock of empirical 
findings related to either trait mindfulness, or mindfulness 
interventions, they paid little attention to the interaction 
between trait mindfulness and the intervention itself. Yet, 
pioneering research has started establishing this linkage 
(e.g., Shapiro et al. 2012). To fill the gap, we treat the effect 
of mindfulness training (MBSR) as a moderator of the direct 
and indirect relationships in our model. We compare individ-
uals with one of the most rigorous mindfulness interventions 
(the Mindfulness-Based Stress Reduction training) with their 
counterparts without such training.

The MBSR program (Kabat-Zinn 1982) is one of the most 
common MBIs investigated in management (Chaskalson and 
Hadley 2015). It has a rigorous protocol and tentative ben-
eficial effects (Brown and Ryan 2003). It consists of weekly 
classes spread over 2 months and a silent retreat aimed at 
the cultivation of a mindful attitude. MBSR sessions involve 
many activities, such as guided instruction in mindfulness, 
four types of formal meditation practices (sitting medita-
tion, walking meditation, corporal scan, and mindful yoga), 
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learning elements to cope with stress, and exercises of mind-
fulness or full awareness. We hypothesize the moderation 
effect for the direct path (Path 1) as follows:

Hypothesis 5a The positive direct relationship between trait 
mindfulness and consumer ethical beliefs is more robust for 
those with MBSR than for those without MBSR.

Against the ills of materialism (e.g., higher consumption 
and associated debts, lower quality of interpersonal relation-
ships, lower well-being, and non-ecologically responsible 
behaviors), scholars have proposed interventions aiming 
at encouraging intrinsic/self-transcendent values (Kasser 
2016). For instance, immersing oneself in nature (Wein-
stein et al. 2009) contributes to reduced materialistic values. 
Wang et al. (2017) encouraged future research to assess the 
benefits of MBIs to mitigate the effects of materialism (ava-
ricious monetary attitudes). We argue that for participants 
who completed their MBSR training, a high level of trait 
mindfulness leads to ethical beliefs indirectly through the 
reduction of monetary attitudes. However, without formal 
MBSR training, trait mindfulness does not lead to a lower 
level of monetary attitudes. We propose that MBSR moder-
ates the indirect path (Paths 2 and 3: Mindfulness → Mon-
etary Attitudes → Consumer Ethics).

Hypothesis 5b The positive indirect path is more durable 
for those with MBSR training than those without MBSR.

Post‑Training Duration and Mindfulness 
Practice

Systematic reviews and meta-analysis on workplace mind-
fulness interventions suggest that the effects of such training 
are overall beneficial to reducing stress and enhancing men-
tal health, well-being, and work performance outcomes. 
However, researchers rarely reported follow-up data (Bar-
tlett et al. 2019; Eby et al. 2017; Lomas et al. 2019). When 
researchers provided follow-up data, there was a consid-
erable variation in the time lag used across studies. Some 
studies investigated the immediate effect and measured their 
dependent variables right after the training program (e.g., 
Ditto et al. 2006). Others conducted follow-up assessments 
at 2 months (Shapiro et al. 2012), 3 months (Spence and 
Cavanagh 2019), or 2 and 12 months after the training (Sha-
piro et al. 2011). Bartlett and colleagues suggest that schol-
ars must provide new evidence by extending the follow-ups 
to 1 or 2 years from baseline. Eby and colleagues call for 
research to question the sustainability of training effects.

Indeed, research on the effect of time lag on interven-
tion effectiveness is scarce. In a meta-analysis, Slemp et al. 
(2019) reported that positive effects of the interventions did 

not diminish as a function of follow-up time lag. This could 
suggest that the long-lasting effect of such interventions 
existed. It is also possible that effects existed for reasons 
not reported in the studies, such as regular contemplative 
practice or other therapy variants after the conclusion of 
intervention training. Slemp et al. further stated that “it will 
be important for future studies to report information” and 
establish these various effects (p. 241). In this study, we 
answer these specific calls (Eby et al. 2017; Slemp et al. 
2019) and investigate these issues.

First, we investigate the effect of time (short vs. long) 
on outcomes across two groups of participants. One group 
ended their formal MBSR training less than a year (short-
term group, MBSR training ≤ 1 year), and the other ended 
their program more than 1 year ago, but less than 2 years 
(long-term group, 1 year < MBSR training < 2 years). In this 
study, we label these two groups as “short-term” and “long-
term” groups, respectively. Second, in the long-term group, 
we explore the effect of practice on enhancing ethical beliefs 
using our theoretical model. It stands to reason that after 
MBSR training, individuals who practice mindfulness fare 
better than those who do not. However, due to the lack of 
robust empirical evidence in helping us make predictions, 
we explore the effects of post-training duration and practice 
on an exploratory basis.

Hypothesis 6a The positive direct path between trait mind-
fulness and consumer ethical beliefs (Path 1) is more robust 
for the short-term group than for the long-term group.

Hypothesis 6b The positive indirect path (Paths 2 and 3) 
is stronger for the short-term group than for the long-term 
group.

Hypothesis 7 For the long-term group, the direct and indi-
rect paths are stronger for MBSR participants who practice 
mindfulness than those who cease to practice.

Method

Participants

Research suggests that people in the same region or geo-
graphic location tend to share the same characteristics (Tal-
helm et al. 2014). However, people in different communities 
vary in their life satisfaction and personality patterns (Oishi 
2015). In a longitudinal study, city and country investors 
displayed different stock happiness (Tang et al. 2019). We 
offered the following carefully considered strategies in our 
data collection.
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Two Groups

Although we did not assign participants to our two groups 
(with MBSR training vs. without MBSR training) randomly, 
we collected our overall sample of 830 participants in the 
same region: Northern Region of France. The Lille Met-
ropolitan area, precisely, is the fourth largest urban area in 
France with more than 1.1 million inhabitants. This region 
is about 225.4 km/140.9 miles from Paris—the capital of 
France. For the group with MBSR training, we collaborated 
with a mindfulness training institute located in Lille. MBSR 
training takes place with weekly face-to-face meetings in 
the evening for 8 weeks. Thus, most MBSR trainees lived 
in Lille or nearby neighborhoods. For the group without 
MBSR training, two of the authors contacted their business 
schools in Lille, asked the career centers to identify profes-
sional contacts in the local area, and recruited individuals 
who were working full time to ensure the equivalence of 
these two samples.

With MBSR

The lead trainer and his four colleagues are certified MBSR 
teachers by the Center for Mindfulness (CFM) of the Univer-
sity of Massachusetts. All participants attended the standard 
8-week MBSR program. Trainers deliver MBSR programs 
to either individuals (private initiatives, with individuals 
paying for their training) or companies (corporate initia-
tives, with companies paying for the training). In the present 
study, we focused on the former—individuals who paid for 
the MBSR training program, working in various companies.

We sent the online survey to 980 participants who had 
completed MRSR training within the last 2 years. We 
collected data for 6 months (January to June 2018) and 
received 580 completed surveys. We retained 523 partici-
pants (response rate = 53.37%) after deleting 57 dues to 
missing data. Participants provided their consent, voluntar-
ily and anonymously completed the study without financial 
reward, contributing to reducing social desirability and 
“honest” answers (Joinson 1999). Table 1 shows the means, 

standard deviations, Cronbach’s alphas, and correlations of 
all variables. Table 2 shows a comparison of participants’ 
demographic variables across two groups (with and without 
MBSR training).

Post‑MBSR Training Duration (“Short‑Term” vs. 
“Long‑Term”)

We separated all MBSR participants into two groups. One 
group (n = 262) had ended their MBSR training less than a 
year, whereas the other (n = 261) had completed their MBSR 
training more than a year and less than 2 years. We treat the 
post-training duration (short vs. long) as a moderator.

Table 1  Mean, standard 
deviation, correlations, and 
reliability of major variables

N = 830
*p < 0.05, **p < 0.01, ***p < 0.001

Variable M SD 1 2 3 4 5

1 Gender (% Male) 0.30 0.45 X
2 Age 41.71 0.94 0.08* X
3 MAAS 3.41 0.62 − 0.05 0.16 ** X
4 Avaricious mon-

etary attitudes
2.69 0.59 − 0.09* − 0.14** − 0.19** X

5 Consumer Ethics 4.35 0.66 0.03 0.25** 0.27** − 0.15** X
Reliability (Cronbach alpha) 0.85 0.74 0.85

Table 2  A comparison of participants’ demographic variables across 
two groups (with and without MBSR training)

With MBSR group Without MBSR group

Gender 64.0% of women 64.2% of women
Age M = 42; SD = 10.28 M = 41; SD = 9.25
Marital status: 

married
68.1% 62.6%

Education 5.8%: high school
26.5%: undergraduate or 

bachelor’s (BA) degree
67.7%: completed gradu-

ate studies/degrees

2.2%: high school
28.7%: undergraduate 

or bachelor’s (BA) 
degree

69.1%: completed 
graduate studies/
degrees

Profession 64.5%: high-level profes-
sionals and managers,

19.4%: heads of their 
firms,

9.4%: middle-level man-
agers/professionals

6.7%: regular employees

63.2%: high-level 
professionals and 
managers,

18.2%: heads of their 
firms,

11.2%: middle-level 
managers/profes-
sionals

7.4%: regular employ-
ees
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Without MBSR

We collected data from individuals who had no MBSR train-
ing (n = 307). We used purposeful sampling and contacted 
working professionals from the professional databases of 
two premier business schools in Lille, France. We sent an 
online survey to 810 professionals and obtained 307 usable 
questionnaires (response rate = 37.90%). Similar to the other 
group, they participated voluntarily and without compen-
sation. These participants with and without MBSR train-
ing shared related demographic variables, domicile in the 
same areas/neighborhoods, and comparable employment-
economic and financial backgrounds (see our comparisons 
in Table 2).

Measurements

Researchers have applied these measures in the American 
and French contexts. Our bilingual focus group translated 
the original English questionnaires into French, using trans-
lation and back-translation procedures to ensure conceptual 
equivalence and translation accuracy. “Appendix 2: Items 
and Constructs of our Major Measures” lists all items and 
constructs. We measured our variables—trait mindfulness, 
monetary attitudes, and consumer ethics—at the individual 
level.3

Trait Mindfulness

We measure trait mindfulness using the 15-item, 6-point 
Likert-type MAAS developed by Brown and Ryan (2003) 
in the U.S. and validated in France by Jermann et al. (2009). 
We applied a 6-point Likert-type scale employing almost 
always (1) to almost never (6) as scale anchors. The MAAS 
scale is one of the most frequently used instruments (Choi 
and Leroy 2015). Researchers have used it across a wide 
range of settings and populations (Brown and Ryan 2003; 
Carlson and Brown 2005), suggesting strong psychomet-
ric properties (Choi and Leroy 2015; Ruiz et al. 2016). A 
sample item is: “I find it difficult to stay focused on what’s 
happening in the present.” A high score reflects a high level 
of dispositional mindfulness (Brown and Ryan 2003). The 
Cronbach’s alpha was 0.85.

Monetary Attitudes

We applied a 10-item, 3-factor monetary attitudes scale 
(Tang et al. 2018b). We used a 5-point Likert-type scale 
with strongly disagree (1), neutral (3), and strongly agree 
(5) as scale anchors. Gentina et al. (2018b) had validated 
the monetary attitude scale in France. The Cronbach’s alpha 
for the affective, behavioral, cognitive components, and the 
whole scale was 0.75, 0.71, 0.72, and 0.74, respectively.

Consumer Ethics

The 20-item consumer ethics scale has four dimensions: (1) 
actively benefiting from illegal activities, (2) passively ben-
efiting at the expense of the seller, (3) actively benefiting 
from deceptive practices (questionable but legal activities), 
and (4) experiencing no harm, no foul activities (Muncy and 
Vitell 1992; Vitell and Muncy 2005). Gentina et al. (2018a, 
b) have validated this measurement in France. We followed 
suggestions and selected a modified 11-item, 4-sub-construct 
scale.4 We applied a 5-point Likert-type scale, ranging from 
strongly believe that it is wrong (1) to strongly believe that it 
is not wrong (5) as scale anchors. We reverse coded. A high 
score indicated a high level of ethical belief. We applied dif-
ferent scale anchors to avoid the common method variance 
(CMV) bias (Podsakoff et al. 2003).

Results

Table 1 shows that trait mindfulness was positively related to 
ethical consumer belief, but negatively associated with ava-
ricious monetary attitudes. The relationship between avari-
cious monetary attitudes and consumer ethics was negative. 
These results provided preliminary support for our theoreti-
cal model.

Two MANOVAs

Results of a multivariate analysis of variance (MANOVA) 
showed no significant differences in the demographic vari-
ables (i.e., age, gender, education, marital status, or profes-
sional work status) between those with the MBSR training 
and those without the MBSR training (F (4, 816) = 1.96; 
p < 0.09; Wilks’ Lambda = 0.99; effect size (partial eta 
squared) = 0.01). Univariate analyses of variance (ANOVAs) 
revealed no significant differences in age (F = 1.37; p = 0.24), 
gender (F = 0.47; p = 0.48), education (F = 1.82; p = 0.17), 
marital status (F = 1.88; p = 0.09), or professional work 

3 We collected data from individuals who underwent MBSR training 
on their own initiatives, outside of their professional contexts.  More-
over, prior studies did not show differences in the level of mindful-
ness, depending on the business sectors. Therefore, we did not collect 
data on participants’ industry or firm.

4 Researchers eliminated four items and rephrased three items, mak-
ing the revised scale accessible to the French population.
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status (F = 1.37; p = 0.24). A second MANOVA showed 
significant differences in mindfulness, monetary attitudes, 
and consumer ethics between the two groups of participants 
(F (3, 826) = 51,13; p < 0.001; Wilks’ Lambda = 0.84; effect 
size = 0.15). Further, univariate ANOVAs revealed signifi-
cant differences in mindfulness (with MBSR = 4.53 vs. with-
out MBSR = 3.21; F (1, 830) = 54.98 p < 0.001), monetary 
attitude (2.54 vs. 2.96; F (1, 830) = 110.49, p < 0.001), and 
consumer ethical beliefs (4.44 vs. 3.23; F (1, 830) = 20.97, 
p < 0.001).

MANCOVA

Due to these differences, we conducted additional analyses 
using a multivariate analysis of covariance (MANCOVA). 
After controlling for participants’ demographic variables 
(age, gender, education, marital status, professional work 
status), our MANCOVA findings (Pillai’s Trace = 0.005; 
Wilks’ Lambda = 0.995; F (3, 799) = 1.411, p = 0.24, par-
tial eta squared = 0.005, and observed power = 0.38) sug-
gested: The differences in mindfulness, monetary attitudes, 
and consumer ethical beliefs between the two groups were 
non-significant. Further tests of between-subjects effects 
showed non-significant findings for mindfulness-MAAS 
(F = 0.47, p = 0.49, partial eta squared = 0.001, and observed 
power = 0.10), for monetary attitudes (F = 1.59, p = 0.21, 
partial eta squared = 0.002, and observed power = 0.24), 
and for consumer ethical beliefs (F = 2.02, p = 0.15; partial 
eta squared = 0.003, and observed power = 0.27). Please note 
that after controlling for all demographic variables in our 
MANCOVA, our new estimated marginal mean differences 
(adjusted means for MAAS-mindfulness: with MBSR = 3.53 
vs. without MBSR = 3.16, monetary attitudes: 2.48 vs. 2.96, 
and consumer ethical beliefs: 3.43 vs. 3.21) were much 
smaller than the original mean differences of MANOVA 
results reported in our last paragraph. Our findings con-
firmed that the two groups are comparable, thus providing 
confidence that we can test our hypotheses and theoretical 
model.

Confirmatory Factor Analysis

Our study includes 36 items and eight factors: (1) 15-item 
for trait mindfulness, (2) 3 items for affective motive, (3) 3 
items for behavioral stewardship behavior, (4) 4 items for 
cognitive meaning, (5) 3 items for actively benefiting from 
illegal activities, (6) 2 items for passively benefiting at the 
expense of the seller, (7) 3 items for deceptive or question-
able practices, and (8) 3 items for experiencing no harm, 
no foul activities. In Model 1, we combined the 36-item, 
eight-construct measure into a one-factor reflective model 
(χ2 = 6,992.77; df = 595; p = 0.00; χ2/df = 11.75; confirma-
tory fit index (CFI) = 0.38; incremental fit index (IFI) = 0.38; 

Tucker-Lewis index (TLI) = 0.34; root mean square error of 
approximation (RMSEA) = 0.11). Our Model 2 established a 
reflective measurement model with eight separate constructs 
and their respective items. Model 2 showed excellent fit indi-
ces (Table 3) (χ2 = 1,826.23; df = 572; p = 0.00; χ2/df = 3.19; 
CFI = 0.91; IFI = 0.90; TLI = 0.91; RMSEA = 0.05), sig-
nificantly better than Model 1 (Δχ2 = 5,166.54; Δdf= 23; 
p < 0.001; ΔCFI = 0.55; ΔRMSEA= 0.06).

Measurement Invariance

We used the MGCFA to check the measurement invari-
ance of the model across two groups (with MBSR train-
ing, n = 523 vs. without MBSR training, n = 307). Table 3, 
Model 3 shows excellent fit indices, supporting configural 
(factor structure) invariance across two groups. We set all 
factor loadings to be the same across the two groups in a 
constrained MGCFA (Model 4). Because the differences 
between Models 3 and 4 were non-significant (ΔCFI/
ΔRMSEA<0.01), we achieved metric (factor loading) invar-
iance across two groups. Our configural (factor structure) 
and metric (factor loading) invariance between those with 
MBSR and those without MBSR offered additional support 
for the equivalence of two samples.

We selected Model 2 for our study. We presented compos-
ite reliability coefficients (Jöreskog rhô > 0.70) and internal 
convergent validity5 (rhôvc > 0.50) and assessed discrimi-
nant validity (Fornell and Larcker 1981). Table 3 shows the 
results of the CFA of the four scales for the whole sample. 
We also identified excellent goodness of fit between our 
theoretical model and our data across groups (Model 11, 
short-term vs. long-term; Model 12, with practice vs. with-
out practices).

Common Method Variance (CMV)

Because we collected cross-sectional data using survey ques-
tionnaires at one point in time, there was a potential common 
method variance bias (CMV). Following suggestions in the 
literature (Podsakoff et al. 2003), we selected different scale 
anchors for our measures to avoid CMV biases. We tested 
for CMV by introducing an unmeasured latent CMV con-
struct and set a path from it to all 36 observed items; we set 
one path to be 1. We connected all latent constructs using a 
double arrow. Common method variance is not an issue if 
the addition of the CMV latent factor does not significantly 
improve the fit of the model over the same measurement 

5 Internal consistency indicates at least a moderate correlation among 
the indicators of a construct. A score of average variance extracted 
(AVE) above 0.5 indicates convergent validity (Fornell and Larcker 
1981).
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model without it. We compared Models 7 and 8 and found 
no significant difference (ΔCFI/ΔRMSEA ≤ 0.01). CMV is 
not a concern in our study. These findings offer us robust 
confidence in testing our hypotheses.

Hypotheses Testing

Hypotheses 1–3 (Main Theoretical Model)

Figure 2 shows results of our theoretical model (N = 830; 
χ2= 1,532.27; df = 584; p < 0.001; χ2/df = 2.62; CFI = 0.92; 
IFI = 0.92; TLI = 0.92; RMSEA = 0.04) (Table 3, Model 9). 
Trait mindfulness was positively related to consumer eth-
ics (β = 0.24; t = 4.49; p < 0.001), supporting Hypothesis 1. 
Trait mindfulness was negatively associated with monetary 
attitudes (β = − 0.26; t = − 5.15; p < 0.001), supporting 
Hypothesis 2. Finally, monetary attitudes were negatively 
related to consumer ethics (β = − 0.19; t = − 4.00; p < 0.001), 
supporting Hypothesis 3(Table 4).

Mediation Effect

To test the proposed mediation effects, we followed Preacher 
et al.’s (2007) procedure to compute bias-corrected boot-
strap confidence intervals (95% CI), using Hayes’s (2013) 
SPSS macro with 1000 bootstrap samples. Table 5 reveals 
the mediation findings, indicating direct, indirect, and total 
effects for the entire sample and the subsequent MGCFA. 
For the entire sample, the CIs did not include zero, indicat-
ing a full mediation effect. The positive indirect path was 
significant (Mindfulness → Monetary Attitudes → Consumer 
Ethics; β = 0.05; 95% CI [0.03; 0.27]; p < 0.001). Trait mind-
fulness enhanced consumer ethics, both directly and indi-
rectly, through monetary attitudes, in support of Hypotheses 
2, 3, and 4.

Fig. 2  Results of our theoretical model (whole sample)



312 E. Gentina et al.

1 3

Ta
bl

e 
4 

 R
es

ul
ts

 o
f t

he
 e

ig
ht

-fa
ct

or
 C

FA
 m

od
el

 (N
 =

 83
0)

C
on

str
uc

t
Ite

m
St

an
da

rd
iz

ed
 

fa
ct

or
 lo

ad
in

g
C

rit
ic

al
 ra

tio
 

fo
r r

eg
re

ss
io

n 
w

ei
gh

t

Re
lia

bi
lit

y 
(J

ör
es

ko
g 

rh
ô)

C
on

-
ve

rg
en

t 
va

lid
ity

N
o 

ha
rm

Q
ue

sti
on

ab
le

Pa
ss

iv
e

A
ct

iv
e

M
A

 B
eh

av
-

io
ra

l
M

A
 c

og
ni

tiv
e

M
A

 a
ffe

ct
iv

e
M

A
A

S

M
A

A
S

x1
0.

65
*

0.
90

0.
50

X
x2

0.
60

10
.0

0
x3

0.
80

17
.4

6
x4

0.
73

12
.4

5
x5

0.
74

13
.5

0
x6

0.
70

12
.1

0
x7

0.
70

12
.9

0
x8

0.
76

15
.0

4
x9

0.
74

13
.0

2
x1

0
0.

65
10

.1
1

x1
1

0.
65

10
.1

4
x1

2
0.

68
11

.5
1

x1
3

0.
58

8.
56

x1
4

0.
60

10
.0

2
x1

5
0.

65
10

.3
0

M
on

et
ar

y 
at

tit
ud

e 
aff

ec
tiv

e

x1
6

0.
58

*
0.

75
0.

50
X

0.
03

 (−
 0

.1
8)

x1
7

0.
82

15
.6

2
x1

8
0.

71
14

.8
1

M
on

et
ar

y 
at

tit
ud

e 
co

gn
iti

ve

x1
9

0.
66

*
0.

81
0.

51
X

0.
42

 (0
.6

5)
0.

03
 (−

 0
.1

9)
x2

0
0.

73
15

.9
4

x2
1

0.
79

16
.6

0
x2

2
0.

68
10

.3
0

M
on

et
ar

y 
at

tit
ud

e 
be

ha
vi

or
al

x2
3

0.
93

*
0.

84
0.

66
X

0.
19

 (0
.4

4)
0.

24
 (0

.4
9)

0.
04

 (−
 0

.2
1)

x2
4

0.
91

37
.0

3
x2

5
0.

53
11

.0
4

A
ct

iv
e

x2
6

0.
70

*
0.

75
0.

50
X

0.
39

 (0
.6

3)
0.

00
 (−

 0
.0

9)
0.

04
 (−

 0
.2

1)
0.

07
 (0

.2
7)

x2
7

0.
67

11
.3

0
x2

8
0.

76
15

.5
0

Pa
ss

iv
e

x2
9

0.
71

*
0.

70
0.

52
X

0.
42

 (0
.6

5)
0.

02
 (−

 0
.1

5)
0.

00
 (−

 0
.0

7)
0.

02
 (−

 0
.1

6)
0.

39
 (0

.6
3)

x3
0

0.
72

14
.1

3
Q

ue
sti

on
ab

le
x3

1
0.

72
*

0.
74

0.
50

X
0.

02
 (0

.1
5)

0.
38

 (0
.6

2)
0.

01
 (−

 0
.1

0)
0.

01
 (−

 0
.1

3)
0.

01
 (−

 0
.1

3)
0.

00
 (0

.0
8)

x3
2

0.
56

11
.4

4
x3

3
0.

73
13

.4
4



313Mindfulness Reduces Avaricious Monetary Attitudes and Enhances Ethical Consumer Beliefs:…

1 3

Moderation Effect

With MBSR Training vs. Without MBSR Training

We now turn to our comparison (with vs. with MBSR train-
ing) using multiple-group confirmatory factor analysis 
(MGCFA). Table 3 (Model 10) shows the results of the theo-
retical model across participants in two groups (with MBSR 
training vs. without MBSR training) (see Figs. 3 and 4).

With MBSR training

For those with MBSR training program, we showed the 
direct path (Path 1: Mindfulness → Consumer Ethics, 
β = 0.26, 95% CI [0.15; 0.36]; p < 0.001) was significant. 
Path 2 (Mindfulness → Monetary Attitudes; β = − 0.22 
t = − 3.28; p < 0.001) and path 3 (Monetary Attitudes → Con-
sumer Ethics; β = − 0.13; t = − 0.2.61; p < 0.05) were also 
significant. Monetary attitudes served as a mediator. The 
standardized direct, indirect, and total (direct + indirect) 
effects from trait mindfulness to consumer ethics were 0.26, 
0.29, and 0.04, respectively.

Without MBSR training

For the group without MBSR training, the direct path (Path 
1 = β = 0.20, 95% CI [0.05; 0.30]; p < 0.05) was significant. 
However, the indirect effect failed to reach significance 
(β = 0.02, 95% CI [− 0.01; 0.06]; p = 0.08) (Table 5, Model 
2). Interestingly, as expected, Path 2 was not significant 
(β = − 0.12; t = − 1.68; p = 0.09). Due to the lack of MBSR 
training, trait mindfulness had no impact on reducing mon-
etary attitudes. Path 3 (β = − 0.18; t = − 2.19; p < 0.05) 
was significant. The standardized direct, indirect, and total 
effects from trait mindfulness to consumer ethics 0.20, 0.22, 
and 0.02, respectively.

Finally, pairwise comparisons showed that the differences 
between those with and without MBSR training were sig-
nificant for Path 1 (z = − 2.01; p < 0.05), Path 2 (z = − 3.31; 
p < 0.001), and Path 3 (z = − 1.99; p < 0.05). Our findings 
supported Hypotheses 5a and 5b. MBSR training matters.

Post‑MBSR Training Duration (“Short‑Term” vs. 
“Long‑Term”)

Short‑Term Group

Table 3, Model 11, shows the results of the theoretical 
model across two groups of MBSR participants (short-term 
vs. long-term). For the short-term group (n = 262), both the 
direct path (β = 0.33, 95% CI [0.15; 0.47]; p < 0.001) and 
indirect path were significant (β = 0.05, 95% CI [0.01; 0.13]; 
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p < 0.05). As expected, both Path 2 (β = − 0.26; t = − 2.23; 
p < 0.05) and Path 3 (β = − 0.18; t = − 1.99; p < 0.05) were 
significant. The standardized direct, indirect, and total 
effects from trait mindfulness to consumer ethics 0.33, 0.38, 
and 0.05, respectively.

Long‑Term Group

For the long-term group (n = 261), the direct path was sig-
nificant (Path 1 = 0.21, 95% CI [0.06; 0.34]; p < 0.05) but 
the indirect effect was not (β = 0.02, 95% CI [− 0.01; 0.06]; 
p = 0.08). For the indirect path, Path 2 (− 0.17, t = − 2.07; 
p < 0.05) was significant but Path 3 (− 0.14; t = − 1.65; 
p = 0.09) was not. Therefore, the duration of time since 
MBSR training matters. The standardized direct, indirect, 

and total effects from trait mindfulness to consumer ethics 
were 0.21, 0.28, and 0.02, respectively.

Pairwise comparisons further suggested that the dif-
ferences between the short-term group and the long-term 
group were significant for Path 1 (z = − 2.62; p < 0.05), Path 
2 (z = − 2.04; p < 0.05), and Path 3 (z = − 1.97; p < 0.05). 
Our findings supported Hypotheses 6a and 6b. The duration 
of time after MBSR training matters.

Long‑Term MBSR Training Participants (With 
Practice vs. Without Practice)

With Practice

Table 3 (Model 12) shows our theoretical model’s results 
across two groups of MBSR participants (with practice vs. 

Table 5  Results of the mediation effect

Path p Bootstrapped confi-
dence interval

Mediation

1. Whole sample Total
Mediation effectDirect effect: MAAS → Consumer ethics 0.24 < 0.001 [0.22; 0.54]

Total effect: MAAS → Consumer ethics 0.29 < 0.001 [0.23; 0.39]
Indirect effect: MAAS → Money Attitude → Consumer ethics 0.05 < 0.001 [0.03; 0.27]
2. Across two groups (MBSR group vs. Without MBSR group)
2.1. MBSR group Partial

Mediation EffectDirect effect: MAAS → Consumer ethics 0.26 < 0.001 [0.15; 0.36]
Total effect: MAAS → Consumer ethics 0.29 < 0.001 [0.19; 0.39]
Indirect effect: MAAS → Monetary Attitudes → Consumer ethics 0.04 < 0.05 [0.01; 0.16]
2.2. Without MBSR group Direct only

No mediation effectDirect effect: MAAS → Consumer ethics 0.20 < 0.05 [0.05; 0.30]
Total effect: MAAS → Consumer ethics 0.22 < 0.05 [0.07; 32]
Indirect effect: MAAS → Monetary Attitudes → Consumer ethics 0.02 = 0.08 [− 0.01; 0.06]
3. Duration of Time Since MBSR Training (Short-term vs. Long-term impact)
3.1. ‘Short-term’ group Partial

Mediation effectDirect effect: MAAS → Consumer ethics 0.33 < 0.001 [0.15; 0.47]
Total effect: MAAS → Consumer ethics 0.38 < 0.001 [0.22; 0.55]
Indirect effect: MAAS → Monetary attitudes → Consumer ethics 0.05 < 0.05 [0.01; 0.13]
3.2. ‘Long-term’ group Direct only

No mediation
effect

Direct effect: MAAS → Consumer ethics 0.21 < 0.05 [0.06; 0.34]
Total effect: MAAS → Consumer ethics 0.28 < 0.05 [0.05; 0.37]
Indirect effect: MAAS → Monetary attitudes → Consumer ethics 0.02 = 0.08 [− 0.01; 0.06]
4. With and Without Practice After MBSR Training (Long-term impact)
4.1. ‘Long-term’ group with practice Partial

Mediation effectDirect effect: MAAS → Consumer ethics 0.38 < 0.001 [0.15; 0.36]
Total effect: MAAS → Consumer ethics 0.44 < 0.001 [0.20; 0.44]
Indirect effect: MAAS → Monetary attitudes → Consumer ethics 0.06 < 0.05 [0.04; 0.18]
4.2. ‘Long-term’ group without practice No direct effect

No mediation
effect

Direct effect: MAAS → Consumer ethics 0.11 = 0.91 [− 0.05; 0.30]
Total effect: MAAS → Consumer ethics 0.12 = 0.85 [− 0.07; 0.32]
Indirect effect: MAAS → Monetary attitudes → Consumer ethics 0.01 = 0.60 [− 0.04; 0.06]
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without practice). We conducted further analyses of the 
long-term impact group (more than 1 year). For members 
continued to practice mindfulness frequently (every day or 
several times a week, n = 189), our results suggested that 
all three paths were significant (Path 1 = 0.38, p < 0.001; 
Path 2 = − 0.24; p < 0.05; Path 3 = − 0.17; p < 0.05). The 
standardized direct, indirect, and total effects from trait 
mindfulness to consumer ethics were 0.38, 0.44, and 0.06, 
respectively.

Without Practice

For those who no longer practiced mindfulness, all three 
paths failed to reach significance (Path 1 = 0.11; p = 0.91; 
Path 2 = − 0.12; p = 0.91; Path 3 = − 0.13; p = 0.35). Thus, 
practice matters. The small sample size (n = 72) may con-
tribute to these non-significant findings. The standardized 
direct, indirect, and total effects from trait mindfulness to 
consumer ethics were 11, 0.12, and 0.01, respectively.

Moreover, pairwise comparisons revealed that the dif-
ferences between members who continued to practice 
mindfulness frequently and those who no longer practiced 
mindfulness, all three paths were significant for Path 1 
(z = − 3.01; p < 0.05), Path 2 (z = − 2.32; p < 0.05), and Path 
3 (z = − 1.98; p < 0.05). Our findings supported Hypothesis 
7. The practice of mindfulness matters.

Discussion

Theoretical Contributions

This study makes four main contributions to literature. 
First, we offer a better understanding of why consumers 
do or do not adopt consumer ethical beliefs. Prior research 
has established that mindfulness was associated with ethical 
decision-making (Ruedy and Schweitzer 2010), perceived 
ethical values (Valentine et al. 2010), and more recently to 
ethical consumer practices (Dhandra and Park 2018). This 

Fig. 3  Results of our theoretical model (MGCFA: With MBSR Group)
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study extends previous findings by linking trait mindfulness 
to ethical consumer beliefs, not only by confirming the posi-
tive effect of trait mindfulness on consumer ethics but also 
by proposing an explanatory mechanism through monetary 
attitudes. Money is power. Avaricious monetary attitudes 
lead to unethical attitudes. Mindfulness curbs avaricious 
monetary attitudes, which, in turn, excites ethical beliefs. 
Mindful individuals have a comprehensive internal and 
external attentional breadth (Dane and Brummel 2014) and 
are more able to observe the various ethical/unethical issues 
related to consumers.

For the entire sample, we treat avaricious monetary atti-
tudes (Tang 2016; Tang et al. 2018b, c) as a mediator of 
the relationship between trait mindfulness (Brown and Ryan 
2003) and consumer ethics. Mindfulness enhances consumer 
ethical beliefs (Muncy and Vitell 1992), not only directly, 
but also indirectly through the reduction of avaricious mon-
etary attitudes.

Second, we answer Fischer et  al.’s (2017) call and 
study the role of MBSR training in enhancing the trait 

mindfulness—consumer ethics relationship through avari-
cious monetary attitudes. We offer new validity and general-
izability of our study by testing our model within two groups 
of participants: individuals with MBSR training and those 
without MBSR training. Trait mindfulness promotes ethical 
beliefs for both groups (with and without MBSR training), 
but the strength of the direct path (path 1) for the group with 
MBSR training is more durable than the group without train-
ing. Also, the indirect effect is significant for the group with 
training but non-significant for the group without training. 
Trait mindfulness reduces avaricious monetary attitudes for 
those who have completed MBSR training (supporting our 
Path 2) but not for those who have not. Therefore, MBSR 
training matters.

Third, we answer Fischer et al.’s (2017) call to investi-
gate the effects of mindfulness interventions over months 
or even years, identifying that ranges of time are untested 
in the studies they reviewed. In this study, we investigate 
the effects of post-MBSR training duration (short-term vs. 
long-term) as a moderator in our theoretical model. Our 

Fig. 4  Results of our theoretical model (MGCFA: Without MBSR Group)
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findings provide valuable information about the sustainabil-
ity of mindfulness training. We tested our model within two 
groups of MBSR participants: participants who had finished 
their formal MBSR training less than a year (short-term), 
and participants who had completed their training more than 
a year (long-term). Overall, for the direct path, trait mind-
fulness enhances consumer ethics (Path 1). For the indirect 
path, trait mindfulness reduces avaricious monetary attitudes 
consistently (Path 2) for those with MBSR training, regard-
less of the duration of time since the training. However, for 
Path 3, the results differ. The effect of MBSR training on 
lowering people’s levels of avaricious monetary attitudes 
remains potent for participants who had ended their train-
ing within a year (short-term). However, the effect faded 
away for those who had finished the training within 2 years 
(long-term). Thus, the effectiveness of MBSR training has 
a potential time limit and does not last forever; the duration 
of time after MBSR training matters.

Fourth, Fischer et  al. (2017) suggested that research 
designs should incorporate the assessment  and evalua-
tion of short- and long-term mindfulness practice. Slemp 
et al. (2019) further echoed the same concern, stating the 
importance of future studies to report not only the time lags 
but also the regular contemplative practice after the inter-
vention. Thus, we investigated the effect of the practice of 
mindfulness as a moderator. Among participants who com-
pleted MBSR training more than 1 year but less than 2 years 
(long-term group), we compared those who had continued to 
practice mindfulness frequently (every day or several times 
a week) with those who had given up practicing mindful-
ness. The direct relationship between trait mindfulness and 
consumer ethics (Path 1) prevailed for those who were still 
practicing mindfulness but did not exist for those who no 
longer practiced mindfulness. Path 2 (Mindfulness → Mon-
etary Attitudes) and Path 3 (Monetary Attitudes → Con-
sumer Ethics) were significant only for those who were still 
practicing mindfulness frequently. Consequently, continuous 
practice sustains the benefits of the training—the practice of 
mindfulness matters.

In summary, we identify new antecedents and intricate 
mechanisms to improve consumer ethical beliefs. The pres-
ence of the MBSR training, a short post-training duration, 
and continuous practice of MBSR excite consumer ethical 
beliefs directly and indirectly, through the reduction of avari-
cious monetary attitudes.  We expand our theoretical frame-
work and understanding of monetary intelligence by includ-
ing antecedents (mindfulness) and consequences (consumer 
ethics), offering novel implications regarding the impacts of 
mindfulness on consumer ethics, in particular, and business 
ethics, in general.

Practical Contributions

Apart from its theoretical contributions, our research has 
significant implications for a wide range of domains, includ-
ing consumer research, public policy, and business ethics. 
First, mindfulness is positively related to the development 
of consumer ethics. Mindfulness interventions encourage 
self-transcendent values and reduce materialistic goals, such 
as avaricious monetary attitudes. Policymakers should sup-
port these interventions in conjunction with other policies 
that will diminish contemporary culture’s focus on consump-
tion, power, and materialism. In this regard, the effects of 
mindfulness are threefold. Mindful people naturally turn to 
products or companies that convey ethical values (Dhan-
dra and Park 2018). Thus, corporations should enhance, 
promote, and leverage their products and services’ “green 
brand equity.” Such promotions will attract customers’ atten-
tion and consumption (Chen 2010). By improving moral 
reasoning and ethical judgments, mindfulness also can 
help consumers guard against aggressive advertising cam-
paigns. Mindfulness training can develop consumers’ ethi-
cal decision-making skills by increasing their awareness of 
potential ethical issues linked to consumption. Mindfulness-
trained consumers are more likely to purchase in moral and 
ethical ways. Moreover, at the organizational level, MBIs 
help organizations gain competitive advantage, develop 
employees’ ethical mindsets, and enhance positive images 
of companies’ green equity, corporate social responsibility 
(CSR) (Zhou et al. 2018), ultimately leading to sustain-
able innovations and growth (Gu et al. 2015; Jiang et al. 
2019; Siqueira and Pitassi 2016).

Second, people, in general, and millennials, in particu-
lar, are more concerned with meaningful work, in addition 
to earning money (Dingli and Seychell 2015). This value 
shift creates generational gaps between older and younger 
generations (Gentina et al. 2018b). Although pay is still a 
consideration for most people, it is becoming less relevant. 
People are driven more by intrinsic rewards and types of 
work (Jurgensen 1978). Consequently, investing in mind-
fulness training could be connected to young generations’ 
emerging search for meaning. Companies should aim to bal-
ance the intrinsic drivers of motivation with mindfulness 
training programs in their human resource policies.

Third, our study sheds new light on the debate about the 
effectiveness of MBIs over time. The benefits of mindful-
ness training fade away after 1 year. Attending MBSR train-
ing should not be a one-time initiative. MBSR participants 
expecting long-term benefits should take notice that con-
tinuous practice is needed. We show that the relationship 
between trait mindfulness and consumer ethics is significant 
only for participants who continue to practice meditation 
after their MBSR training ended more than a year earlier. 
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To receive the full benefit of mindfulness training, people 
must practice MSBR regularly.

External support can come from apps such as “Insight 
Timer” or “Petit BamBou” and from professional mindful-
ness trainers who offer “refreshers” in the form of silent 
retreats and ad hoc meditation sessions in open groups, 
either in physical locations or online. In the case of in-com-
pany MBIs, participants may maintain the benefits of mind-
fulness through initiatives such as wellness rooms equipped 
with meditation cushions and shawls, where employees can 
organize regular group meditation session using, for exam-
ple, meditation recordings.

Limitations and Future Research

In our study, we did not assign our participants to the two 
groups randomly. We are grateful to 523 participants who 
personally paid for their MBSR training and answered our 
survey and to other participants without MBSR training. Our 
MANOVA and MANCOVA results offer some assurance for 
using our convenience data. There were no significant differ-
ences in participants’ demographic variables (MANOVA), 
trait mindfulness, avaricious monetary attitudes, and con-
sumer ethics across these two groups of participants (MAN-
COVA) after controlling for demographic variables. Besides 
equivalence of variables’ means, we demonstrated configural 
and metric measurement invariance for measurement models 
across these two samples. Our theoretical model’s significant 
paths help us understand the intricate mechanisms among 
three constructs, offering additional, novel insights across 
three contexts using MGCFAs.

Our cross-sectional design does not establish solid cause-
and-effect relationships. Scholars must use randomized 
design and longitudinal data to examine the effects of MBIs 
on changes in trait mindfulness over time. Future research 
may explore our model across multiple times: trait mindful-
ness (Time 1), avaricious monetary attitudes (Time 2), and 
consumer ethics (Time 3). Scholars may determine whether 
mindfulness interventions hold up over time and whether 
changes in trait mindfulness account for a long-term impact 
on monetary attitudes and consumer ethics.

We collected our data in the individualistic country of 
France. In collectivist cultures, the development of a mindful 

spirit may differ, due to cultural norms (Özyesi 2012). 
Researchers could replicate our findings in other religions 
and cultures, studying distinct cultural backgrounds, con-
ceptualizations, and experiences of mindfulness in under-
researched areas of the world (Ivtzan et al. 2017).

Conclusion

Data from our entire sample support our theory that mindful-
ness promotes ethical beliefs directly, and indirectly through 
the reduction of avaricious monetary attitudes. Our MGCFA 
reveals novel discoveries: The direct path for people with 
MBSR training is more durable than that of those without 
MBSR training. Without training, trait mindfulness does not 
curb avaricious monetary attitudes—mindfulness training 
matters. It prevents people from falling into temptation and 
becoming unethical. Within the short-term duration after 
MBSR training (within 1 year), trait mindfulness enhances 
consumer ethical beliefs both directly and indirectly. How-
ever, the power of lower levels of avaricious monetary atti-
tudes to enhance consumer ethical beliefs diminishes in the 
long-term context (1 year < MBSR training < 2 years). Thus, 
the MBSR training does not have a permanent impact. Fur-
ther, practice is needed to maintain the potency of the train-
ing—practice matters. Our findings offer practical impli-
cations in consumer research, materialism, mindfulness, 
monetary wisdom, consumer ethics, and business ethics.
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Appendix 1: Mindfulness & ethics—empirical studies

Mindfulness Authors Sample Mindfulness measure Ethical measure Key findings

Trait Barbaro and Pickett 
(2016)

Study 1: 360 undergradu-
ate students at a Midwest 
University, mean age 
20,11 years

Study 2: 296 participants 
with a mean age of 
38 years

Five Facets Mindful-
ness Questionnaire 
(Baer et al. 2006)

Connectedness to nature 
scale (CNS;

Mayer and Frantz 2004)
Pro-environmental 

behavior scale (PEB; 
Whitmarsh and O’Neill 
2010)

Mindfulness is sig-
nificantly associated 
with pro-environ-
mental behavior and 
connectedness to 
nature

Trait Brown and Kasser 
2005

Study 1: 206 students in 
two Midwest US middle 
and high schools, mean 
age 14,2

Study 2: 440 adults mean 
age 44 years

MAAS (Brown and 
Ryan 2003)

Ecological Footprint 
Questionnaire

(EFQ; Dholakia and 
Wackernagel 1999)

Mindfulness promotes 
ecologically respon-
sible behavior

Trait Dandhra and Park 
(2018)

146 students from a large 
public university in India, 
mean age of 21

MAAS (Brown and 
Ryan 2003)

Ethical beliefs with the 
CES (Vitell and Muncy 
2005)

Mindful individuals 
make lenient ethical 
judgments

Trait Kalafatoglu and 
Turgut (2017)

250 white collar employees 
working in Istanbul

Freiburg Mindfulness 
Inventory (Walach 
et al. 2006)

Ethical Behavior Rating 
Scale (Blasi 1980; 
Hogan 1973)

Mindfulness has 
significant relation-
ships with ethical 
behavior.

Trait Pandey et al. (2018) Study 1: 390 graduate 
business students from 
four business schools in 
western and southern 
parts of India

Study 2: 92 graduate 
students enrolled in a 
master’s program in 
management in a premier 
business school in India

Five Facets Mindful-
ness Questionnaire 
(Baer et al. 2006)

Moral Judgment Inter-
view (MJI) (Kohlberg 
et al. 1981)

Trait mindfulness is 
positively related to 
moral reasoning

Mindfulness training is 
positively related to 
moral reasoning

Trait Reb et al. (2018) Study 1: 76 triads of lead-
ers, subordinates and 
peers, primarily Singa-
porean by nationality 
and Chinese by ethnic 
descent.

Study 2: 227 dyads of 
leaders-subordinates

MAAS (Brown and 
Ryan 2003)

Interpersonal justice 
(Colquitt 2001)

Leader mindfulness is 
positively related to 
employee interper-
sonal justice

Trait and inter-
vention

Ruedy and Sch-
weitzer (2010)

Study 1: 97 participants 
from a large North-eastern 
university

Study 2: 135 participants, 
mean age 21,1

MAAS (Brown and 
Ryan 2003)

MMS (Bodner and 
Langer 2001)

Self-reported Inap-
propriate Negotiation 
Strategies Scale (SINS; 
Robinson et al. 2000)

Self-importance of moral 
identity (SMI) (Aquino 
and Reed 2002).

CAM (carbonless ana-
gram method)

Study 1 establishes 
a significant link 
between trait mind-
fulness and ethical 
decision-making

Study 2 suggests that 
mindfulness curtails 
unethical behavior

Trait and inter-
vention

Shapiro et al. 
(2012)

25 adults from a gradu-
ate course at a local 
university

Five Facets Mindful-
ness Questionnaire 
(Baer et al. 2006)

MAAS (Brown and 
Ryan 2003)

DIT-2 MBSR is associated 
with improved moral 
reasoning and ethical 
decision-making
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Appendix 2: Items and Constructs of our 
Major Measures

1. Mindfulness* (MAAS, Brown and Ryan 2003)

 1. I could be experiencing some emotion and not be 
conscious of it until sometime later.

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

 3. I find it difficult to stay focused on what’s hap-
pening in the present.

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

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

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

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

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

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

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

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

 12. I drive places on ‘automatic pilot’ and then won-
der why I went there

 13. I find myself preoccupied with the future or the 
past

 14. I find myself doing things without paying atten-
tion

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

2. Avaricious Monetary Attitudes** (Tang et al. 2018b)
Affective

 1. I want to be Rich
 2. Money is a Motivator
 3. Money is Important
Behavioral
 4. I work hard to make money
 5. I budget money carefully
 6. I donate money to charities and give money to the 

poor.
Cognitive
 7. Money is a sign of my achievement
 8. Money helps me earn respect
 9. Money represents power
 10. Money makes me feel good

3. Consumer Ethics (Muncy and Vitell 1992)***
Actively Benefiting from Illegal Activities

 1. Giving misleading price information to a clerk 
for an unpriced item†

 2. Using the phone card–SIM–of a cell phone that 
does not belong to you†

 3. Drinking a can of soda in a store without paying 
for it†

 4. Changing price tags on merchandise in a retail 
store

 5. Returning damaged goods when the damage was 
your fault

Passively Benefiting
 6. Lying about a child’s age to get a lower price
 7. Not saying anything when the waiter or waitress 

miscalculates a bill in your  favor†

 8. Getting too much change and not saying any-
thing†

 9. Being on holidays in a rented apartment with your 
family, you use an Internet connection without 
paying for it

Deceptive or Questionable
 10. Knowingly using an expired coupon for 

 merchandise†

 11. Returning merchandise to a store by claiming it 
was a gift when it was  not†

 12. Using a coupon for merchandise you did not  buy†

No Harm/No Foul
 13. Spending over an hour trying on clothes and not 

buying  anything†

 14. Downloading movies on Internet rather than buy-
ing  them†

 15. Returning merchandise because you don’t like  it†
 16. Borrowing a CD from a friend, burning it rather 

than buying it
   All items were measured using a 5-point scale 

with different scale anchors.
   *Almost always very frequently (1) to very 

infrequently (6).
   **Strongly disagree (1) to strongly agree (5).
   ***Strongly believe that it is wrong (1) to 

strongly believe that it is not wrong (5).
   A high score means doing something unethical.
   †Items used in the theoretical model.
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