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Kwansei Gakuin University 
Report of Research Outcome 

 
2020/04/13                                                     

 
To President 
 

Department： Institute of Business and Accounting 
Position：Professor 

Name：Norlia Ahmad 
 

I report the outcome of the research as follows. 
 

Name of  the  
Fund/Program 

□Sabbatical leave with grant  ◆Sabbatical leave with no grant  
□KGU Joint Research     □Individual Special  Research 
□Postdoctoral  fel low 
※Please report by designated form as for “International Research 

Col laboration”.  

Research 
Theme 

Sustainabi l ity and Marketing: The Inf luence of Intr ins ic Motivations on 
Sustainable Customer Behavior  

Research  
Site/Venue 

Kwansei Gakuin Universi ty 

Research 
period 

2019/09/20 ～  2020/03/31 （ 6 months）  

 
◆  Summary of the research outcome （ approx .  2 ,500  words）  
Please write down the outcomes in detail  regarding the research theme above. 

The six months of  sabbatical leave has provided valuable t ime to develop the groundwork 
and ref ine the f ramework of  my research on sustainable consumer behavior. I  have been able 
to focus on the l i terature regarding the inf luence of  digi tal  technology on consumer behavior 
and examined the l ink between mindful  digi tal consumption and sustainabi l i ty.  The three 
pi l lars of  sustainabi l i ty are environment, society and, economy. My research offers a less 
obvious debate to the discussion of  sustainabi l i ty; i t  looks at consumers as individuals whose 
behavior has a major and cumulative impact on sustainable development agenda. I t  focuses on 
customer relat ionships with technology and l inks sustainable consumption with the behavioral  
change of  individual consumers in their dai ly interaction with digi tal  devices and onl ine 
information. Digi tal  transformations have inf luenced the way we feel, think and l ive, and for 
better or worse, wi l l  continue to do so. I f  sustainabi l i ty is viewed as l iving within the l imits of 
avai lable natural ,  environmental and economic resources, sustainable digi tal  behavior relates 
to consumer abi l i ty to make the best use of  individual personal resource i .e. attention.  

During the f i rst half of my research leave, I  have looked at the emergence of  the 
‘mindfulness’ industry which has surfaced in recent years as one of  the market reactions to 
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information overloads and endless distractions. This industry extends beyond the mindfulness 
training and stress reduction program to include sof tware appl ications and wearable devices. 
Digi tal  technologies and the practice of  mindfulness tr iumphed based on the extent  of  their  
inf luences on people’s minds and behaviors. The rise of  interest in mindfulness is also credited 
to the ris ing cost of  mindlessness such as internet-related addict ion and i ts negative impact on 
people’s cognit ive capabi l i t ies. Digi tal  transformations have magnif ied the contents of  our 
minds to such an extent that require ef forts to confront their detrimental ef fect on individual 
and col lect ive wel lbeing. Based on these arguments,  I  develop a working f ramework and 
proposit ions toward promoting sustainable behavior of  digi tal  consumption f rom a rat ional and 
psychological perspective. In January 2020, this f ramework was submit ted for the 2020 Global 
Marketing Conference in Seoul, South Korea. The conference which was ini t ial ly scheduled in 
July 2020 was later postponed to November 2020 due to the global outbreak of  COVID-19. 

From the psychology perspective, my research expands the meditat ive state of 
mindfulness in which individual attention and awareness are directed towards the ‘here’ and 
‘now’. In this study, the word ‘mindful ’  refers to being aware of  our attention in terms of  intent 
and action beyond the ‘here’ and ‘now’. I t  argues that despite our dependence on digi tal 
technology, i t  is not  a resource for every aspect of  l i fe; i t  is a tool to be capital ized for 
individual and col lect ive wel lbeing. This study views sustainable consumer behavior as 
behavior that encompasses individual bel iefs, motives, values and, senses of  responsibil i ty in 
del iberate actions that focus on enhancing personal and col lect ive wel lbeing. In this respect, 
mindful  consumption is regarded as the basis of sustainable consumer behavior. Whi lst 
sustainable behavior, overconsumption and consumer dependencies on technology are also 
inf luenced by various external forces in the economic and social  environment, my research 
merely explores internal  drivers of  behavioral  change that are within consumer power such as 
inner motive and self -regulation.  I  argue that the ever more pervasive and persuasive 
technology is a real i ty now from which there is no retreat, thus, the most important chal lenge 
facing individual consumers is to develop digi tal  l i teracy and necessary ski l ls towards the 
mindful  use of  technology.  

The current global pandemic has also restricted research tr ips and data col lect ion during 
the latter half  of  my sabbatical leave. Accordingly, I  have focused my research ef forts on 
developing a conceptual  f ramework of  mindful  digi tal  consumption (MDC) and detai l  elements 
that aim to promote sustainable consumer behavior. These elements focus on self - awareness, 
inner motives, self -care and interest, and self -regulation which serve as a ‘ f i l ter’  of  attention 
process. Theoretical ly, there exists a causal re lat ionship between awareness, attention and, 
action. For instance, attention is the l ink in consumer decision making before we decide to buy 
or not to buy a product. Consumers do not get to the act of  buying a product without giving their 
attention to the product. In this regard, the action also includes sharing information about the 
product or searching for more information. To provide more clari ty of  attention process, this 
study describes a model of  attention funnel in which the self -awareness, inner motives, 
self -care and interest, and self -regulation serve as f i l tering elements for the reduction of  the 
amount of  information and only al low ones that support individual task focus. 

The main idea of  this research is rooted in the assumption that  being mindful  is not an 
option; i t ’s a way of  l i fe. I t  leads to sustainable behavior in everything we do,  including 
consumption. As digi tal  technologies increasingly inf luenced the way we communicate,  
entertain, buy, travel and various other activi t ies of our l ives, analysis of  this research is 
relevant beyond market ing and consumption. The outcomes of  this research and completed 
art ic le(s) are to be considered for publ ication(s) and wi l l  be presented in laypersons’ language 
to also reach publ ic audiences. In identi fying the opportunit ies and chal lenges for sustainable 
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consumption, this research contributes to ef forts that aim to cult ivate the ski l ls needed to 
survive and thrive in a digi tal ly connected world. Although the MDC framework focuses on 
consumer interaction wi th technology, i ts emphasis is on the basic aspects of  behavior i .e. 
intent and action. This al lows the f ramework to be extended and adapted in various contexts of  
sustainable consumer behavior research. To rei terate,  a mindful  approach to al l  aspects of  l i fe 
enhances our wel lbeing; the mindful  act of  digi tal  consumption al lows consumers not only to 
regain control  of  their attention but also to develop sustainable habits crucial  for personal 
growth and col lect ive wel lbeing. 

Moving forward, I  plan to conduct deeper analyses to advance research on sustainable 
consumer behavior. Further research ef forts focus on developing practical  proposit ions 
regarding the mindful  use of  digi tal  technologies. As digi tal  transformations, the internet, and 
art i f icial  intel l igence (AI) technology can be more intrusive in peoples’ l ives, there is a sense of 
urgency to provide cri t ical  views of  our interactions with digi tal  devices and onl ine information. 
In the so-cal led ‘attention economy’, we (the consumers) are considered as the ‘product’  and 
the advert isers are the actual consumers for the big technology companies. The main 
chal lenge for consumers as individuals is to recognize and understand the nature of  attention 
economy and to develop the abi l i ty to control  the ‘control lable’  such as our most personal  
resource i .e. attention.  

 

-end of  report-  

 

 

 

 

 

 

 

Deadl ine：Within two months af ter f inishing the research period.  
Sabbatical leave with grant: Submit this report to President with conf irmation by the dean of   

school you belong to.  
※ Postdoctoral  fel low is required to submit this report with conf irmation by the dean of  graduate 

school before the end of  employment period.  
Where to submit：Organization for Research and Development and Outreach (NUC) 
◆We put this report on the web of  KGU. If  there is any problem about i t  because of  dif f icul t ies on 

your research, please let us know. 


