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Abstract: This paper aims to investigate the impact of spirituality on the psychological well-being
of the consumers involved in reusing as sustainable consumption behavior (SCB). In addition to
this, the study also investigates the mediating effect of reusing as SCB between spirituality and
psychological well-being. The moderating effect of religiosity has also been taken into account
while studying the relationship between spirituality and reusing. A survey was conducted to
collect the data from clothing industry consumers using a structured questionnaire and employing a
convenience sampling approach. PLS-SEM was used to analyze the useable data of 286 respondents.
Results validate that spirituality has a positive and significant effect on psychological well-being.
Further, reusing (SCB) was found to be a significant mediator, also the moderating effect of religiosity
on the relationship between spirituality and reusing was significant and high. This study contributes
to the existing literature by concentrating on predictors that undermine psychological well-being.
To the best of the authors’ knowledge, this is one of the early studies to contribute to the literature by
investigating the impact of spirituality on consumer psychological well-being specifically reusing
(SCB) as a mediator between the two constructs. Further, it also investigated the moderating impact of
religiosity on the relationship between spirituality and reusing. Research findings have implications
for researchers, policymakers, marketers, ecologists, social activists, and practitioners. For research
students, such contribution will bring a new avenue to consider further research. Managers will find
help to control such factors which induce reusing and increase psychological well-being.

Keywords: spirituality; religiosity; psychological well-being; sustainable consumption behavior;
clothing reuse; reusing

1. Introduction

Sustainable consumption behavior (SCB) has gained its popularity in the field of business,
policy-making, and in academic research (Romani et al. 2016; Garvey and Bolton 2017;
Wang et al. 2017a). SCB is a very broad area and diverse definitions have emerged over the past
few decades. Generally, it is used to explain the activities that lead to enhance life quality, fulfill unmet
needs, waste reduction, and refining resource efficiency (Bridges and Wilhelm 2008). The scarcity of
studies identifying and explaining the relationships involved in SCB has compelled the researchers to
focus on this area.

Individual usage behavior in life cycle of the products specific to sustainable consumption was
conceptualized by Geng et al. (2017). Before this conceptualization of SCB, as a multifaceted construct,
it was narrowly defined as a unidimensional concept. The conceptualization of SCB (Geng et al. 2017)
involved green purchasing, reusing, and recycling. This conceptualization focused on individuals’
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adoptions of green products, product usage apprehensions, and, most importantly, post usage product
handling (Dong et al. 2020).

The current study has focused on the post usage product handling element of SCB, i.e.,
reusing clothes. Reusing is an act of using a product again. In research, reusing is referred to
as a process that prepares a product for reuse as they are, or converts them into other goods
(Hawley 2006). Reuse is linked with resource-saving behavior (Wang et al. 2017b). Reusing decreases
the new production, hence, reduces the negative environmental impact (Sandin and Peters 2018).

The tradeoffs for sustainable consumption are between “availability of the resources for the future
generations and current use of those resources” (Brundtland 1987, p. 1). Consumption has a great role
to play in determining global sustainability (Nguyen et al. 2019). This sustainability-related facet of
consumption has made it the most important social standard to be addressed in research. The process
of acquiring, possessing, consuming, and disposing of goods, while preserving the social, economic,
and environmental concerns, relates to SCB. SCB has been addressed specifically to usage, disposing,
and the processes and events in between these two elements of consumption (Gutierrez-Nieto et al. 2017;
Park et al. 2017; Popek and Halagarda 2017; Vasquez 2017; Weber et al. 2017).

The study focused on the reusing of clothes. Clothing consumption is considered to be one
of the most important consumption areas where the concept of sustainability is highly relevant
(Böhme et al. 2018). Survey research conducted by Ellen MacArthur Foundation (2017), revealed that
almost 73% of the clothing industry production end up in landfills and only 15% are recycled into
clothes or downcycled (cleaning cloths or insulation material). An important and worrying fact is that
less than 20% of clothing is recycled or reused (Jacobs and Corbett 2019). Besides, increased demand for
clothing raises the issue of disposal. The consumption of clothes is expected to increase by 63% by 2030
(Kerr and Landry 2017). The data indicate the importance of studying the sustainable consumption
of clothing. The fashion industry is characterized by quick changes (Yang et al. 2017). This rapid
change in the industry leads to clothing discarding before they complete their lifetime, resulting in
short product cycles in the fashion industry (Soyer and Dittrich 2020). Sustainable consumption is
considered to be vital in dealing with the wastes generated as a result of fast fashion (Beton et al. 2014;
Laitala et al. 2018).

Encouraging consumers to reuse (SCB) will lead to prolonged clothing usage. This will reduce
the need for repurchasing and thus will reduce the raw material consumption (Schmidt et al. 2016).
Extending the use of clothes includes reusing, which can take different forms like mending, repurposing,
secondhand, swapping, and renting, etc. (Patwary 2020). Reuse is recognized as the superior sustainable
action in global waste management strategy (European Commission 2010; U.S. Environmental
Protection Agency 2019). Responsible consumption (i.e., purchasing, caring, and disposal) is thought
to be vital in dealing with the fast fashion waste problem (Beton et al. 2014; European Environmental
Agency 2019; Chrobot et al. 2018; Quantis and Climate Work Foundation 2018).

Intended at extending the knowledge, this paper has also focused on spirituality as a driver of
SCB-reusing. The unique idea of this paper is that a high sense of belonging in terms of SCB-reusing
produces a positive effect state, and this positive effect leads to satisfaction and happiness that results
in subjective well-being (Baumeister and Leary 1995; Rippé et al. 2018). To address this gap, this paper
has studied psychological well-being as an outcome of SCB-reusing.

2. Theoretical Foundations and Hypothesis Development

2.1. Spirituality, SCB-Reusing, and Psychological Well-Being

2.1.1. Spirituality and SCB-Reusing

Spirituality, as a personal characteristic, is a growing concern for marketers in terms of
understanding its relationship with SCB and its outcome directed toward consumer well-being.
Consumer beliefs and behavior, across the world, are greatly affected by spirituality (Kale 2006).
Spirituality affects individual behavior, specifically that of the consumers. Spirituality exercises a



Religions 2020, 11, 634 3 of 17

notable influence over the sustainable attitudes and behaviors of institutions, societies, and particularly
that of consumers (Muñoz-García and Villena-Martínez 2020; Wahid and Mustamil 2017; Oman
and Morello-Frosch 2018; Eckhardt et al. 2010; Hira 2012; Papaoikonomou 2013; Pepper et al.
2009). Increased interest of marketing researchers in this area is evident through many studies
(e.g., (Arvidsson 2014; Bamossy et al. 2011; Belk et al. 1989; Bonsu and Belk 2010; Gould 2006;
Izberk-Bilgin 2012; Mathras et al. 2016; McAlexander et al. 2014; Mick 2017; Mittelstaedt 2002;
Muñiz and Schau 2005; Redden 2016; Rinallo et al. 2013a, 2013b, 2016; Sandikci and Ger 2009;
Schouten and McAlexander 1995; Veer and Shankar 2011). The community of marketing scholars’
needs to urgently comprehend and research the role of spirituality in current consumption. The next
standard in consumer behavior may likely be about considering a spiritual approach in understanding
consumer behavior (Mehta et al. 2020). Vitell (2009) linked the ethicality of consumers with their
spirituality. Through his research findings, it was established that spirituality will instill strong moral
values in the consumers and they will indulge in ethical practices, sustainability is based on consumer
ethics and moral values (Vitell et al. 2005).

Hypothesis 1 (H1). Spirituality has a significant positive impact on reusing.

2.1.2. SCB-Reusing and Psychological Well-Being

Well-being, referred to as mental health, has three forms: Social, emotional, and psychological
(Petrillo et al. 2015). Well-being is addressed in two categories of hedonic and eudaimonic.
Perspective towards well-being is not limited to self-pleasure, rather it extends to the benefit of
the society. Eudiamonic perspective explains the psychological well-being by associating it with
individual goals directed towards society, resource deployment, increased self-sufficiency and efficacy,
and social relationships (Petrillo et al. 2015). Hedonic perspective measures well-being objectively,
whereas eudiamonic measures it subjectively (McMahan and Estes 2011).

Consumer decisions are responsible for their state of psychological well-being (Griffin 2017).
Large scale survey data suggest that those who engage in reusing are more likely to report greater
subjective well-being (Ginkel 2020) If individuals want to maximize their happiness (and psychological
well-being more broadly), it will be useful to know the types of behaviors that tend to increase it.
An investigation into the relationship between SCB and psychological well-being may reveal that
this behavior directed towards sustainability convenes benefits to those who engage in it (Kasser and
Sheldon 2002).

Sustainable consumption’s positive influence on consumers’ subjective well-being is broadly
supported by research on prosocial behavior and subjective well-being, as well as intrinsic
motivation. First, research shows that strong social relations are pivotal for people’s subjective
well-being (Diener and Seligman 2002) and that prosocial activities influence subjective well-being
(Dunn et al. 2011). For example, research demonstrates that prosocial spending, such as spending
money on others or donating money to charity, makes people happier (Dunn et al. 2008). As such,
participation in pro-social activities should enhance a consumer’s subjective well-being.

Hypothesis 2 (H2). SCB-Reusing will have a significant positive impact on psychological well-being.

2.1.3. Mediating Role of SCB-Reusing

Personal factors determine individual behaviors. Spirituality is an individual’s attitude towards
the world. Spirituality is aimed at peace, purpose, and meaning of life while establishing a connection
with others (Reachout Australia 2020). Sustainable consumption is directed towards conserving the
resources, benefits of other individuals, society, and the environment. Spirituality and sustainability
are interlinked. Spirituality develops a close sense of self-awareness in individuals and they become
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mindful of their behavior towards nature and its resources. Spirituality directs human behavior towards
minimalizing and conserving the resources. This sense of connectedness and altruism directed towards
social, economic, and environmental benefit encompasses a sense of contentment in individuals. It is
vastly accepted through past literature that well-being is the foremost benefit that people derive from
engaging in sustainable behaviors (Seyfang and Smith 2007; Seyfang 2009).

In light of the above discussion, we can establish the rationale that sustainable consumption
mediates the relationship between spirituality and psychological well-being. Therefore, we hypothesize
our third hypothesis as:

Hypothesis 3 (H3). Sustainable consumption will mediate the relationship between spirituality and
psychological well-being.

2.1.4. Moderating Role of Religiosity

Religion, in terms of moral values, beliefs, judgments, attitudes, and actions, significantly affects
the lives of individuals. Individual behavior is also governed by religion (Goldberg 2006). Spirituality
and religiosity are certainly correlated. Spirituality is referred to as “quest for common truth”,
while religiosity tends to be associated with more accepted beliefs. Religion varies with culture,
whereas spirituality has a standard collective understanding across the world. Religiosity is strongly
associated with spirituality and encourages morality (Emmons 1999). It is suggested in the literature
(Orellano et al. 2020) that the moderating role of religion is needed to understand the more accurate and
comprehensive relationship between the constructs. In this study, religiosity is taken as a moderator to
understand its effect on the relationship between spirituality and sustainable consumption behavior.

Hypothesis 4 (H4). Religiosity moderates the relationship between spirituality and sustainable
consumption behavior.

*Graphical representation of all the relationships is given in Figure 1.
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3. Methodology

The research is quantitative in nature. Linkages between the constructs have been proposed
and then tested statistically using SMART PLAS 3. Four hundred questionnaires were distributed
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and 286 were usable for data analysis. Sample size adequacy is supported by Comfrey and Lee
(1992) where a sample size of 300 is considered to be fair. Our sample size is close to this desired
sample size. Data collection was done using a cross-sectional approach. To gather data using a
cross-sectional approach, researchers selected the survey research method. Survey was conducted
using a questionnaire that was designed specifically for this research by adapting previously developed
tools for the specific constructs. Questionnaire gathered information divided into two sections.
First section gathered information regarding the demographical characteristics of the sample and the
second section contained the scale of the constructs.

3.1. Participants

The present study consisted of a purposive sample of 286 (42%) men and (58%) women.
Respondents were recruited from few cities of Punjab and the capital city of Pakistan, Islamabad.
Participants’ ages ranged from 21 to 51 years, income ranged from Pakistani Rupees (PKR) 30,000 to
more than (PKR) 70,000. Demographic characteristics are given in Table 1.

Table 1. Demographic Characteristics.

Demographic Characteristics Frequency (%) Cumulative (%)

Gender
Female 166 58 58
Male 120 42 100

Age
21–30 67 23.4 23.4
31–40 170 59.4 89.2
41–50 18 6.3 82.9
51 and Above 31 10.8 100

Qualification
Intermediate 46 16.1 16.1
Graduation 84 29.4 45.5
Masters/MPhil 142 49.7 95.1
PhD 14 4.9 100.0

Monthly Income *
30,000 8 2.8 2.8
31,000–50,000 26 9.1 11.9
51,000–70,000 177 61.9 73.8
70,000 and Above 75 26.2 100

* Monthly income in Pakistani Rupees (PKR).

3.2. Measures

All the constructs were measured using a six-point Likert scale (1 = Strongly Disagree,
6 = Strongly Agree).

Spirituality was measured using a five-item scale developed by Iwata (2006). Reusing as Sustainable
Consumption Behavior was measured using a three-item scale developed by Lee et al. (2015).
Fourteen-item scale developed by Tennant et al. (2007) was used to measure Psychological
well-being. Religiosity as a moderator was studied using a 10-item inventory scale developed
by Worthington et al. (2003).

3.3. Method of Analysis

PLS-SEM was used to analyze the data. PLS-SEM was used because of the following reasons:
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1. Exploratory Study: This study is exploratory as it has proposed and tested new linkages among the
constructs. PLS-SEM is the most suitable for the exploratory research framework (Hair et al. 2018;
Muhammad et al. 2017).

2. Robustness: A particularly prominent research stream in PLS-SEM has provided complementary
methods for assessing the results’ robustness (Hair et al. 2018; Latan 2018)

3. Sample Size and Data Normality: PLS are commonly extended to both large and small samples
without concern for the normality of data. Previous studies have proven that PLS does not impose
sample size restrictions on the underlying data (Marcoulides and Saunders 2006).

4. Results

As suggested by (Anderson and Gerbing 1992), a two-stage analytical procedure was adopted.
The first stage involved testing the measurement model (which are internal consistency reliability,
convergent and discriminant validity [DV]), and the second stage involved examining the structural
model (which is hypotheses testing). Data analysis was done by first estimating the measurement
model followed by the structural (Hair et al. 2018).

4.1. Measurement Model

Reliability and validity are considered in the measurement model (Hair et al. 2018). SmartPLS has
been used to evaluate the measurement model of the study, items loading, rho_A, AVE, and discriminant
validity were measured. The results show that all factor loadings are greater than 0.60, which satisfies
the condition of reliability, as reported in Table 2. For the evaluation of the measurement model,
assessment of reliability and validity are important measures (Henseler et al. 2009).

Table 2. Reliability.

Measures VIF FL Rho_A AVE

Spirituality 1.494 0.831 0.597
VS1 0.813
VS2 0.742
VS3 0.810
VS4 0.748
VS5 0.746
SCB Reusing 1.616 0.899 0.832
D1 0.921
D2 0.919
D3 0.896
Psychological
well-being 1.792 0.943 0.566

PW1 0.778
PW2 0.804
PW3 0.747
PW4 0.742
PW5 0.691
PW6 0.768
PW7 0.809
PW8 0.816
PW9 0.706
PW10 0.792
PW11 0.780
PW12 0.700
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Table 2. Cont.

Measures VIF FL Rho_A AVE

PW13 0.734
PW14 0.842
Religiosity 1.427 0.926 0.631
R1 0.853
R2 0.853
R3 0.844
R4 0.776
R5 0.742
R6 0.776
R7 0.824
R8 0.788
R9 0.734
R10 0.739

Convergent validity was established by evaluating rho_a, factor loadings and average variance
extracted (AVE) (Muhammad and Gul-E-Rana 2020; Hair et al. 2018). The minimum threshold value for
AVE is 0.50. The value was greater than the minimum threshold. The assessment of construct reliability
is done by using Dijkstra–Henseler’s rho indicators (Dijkstra and Henseler 2015). The minimum 0.70
reliability value is achieved of all composite indicators as benchmark suggested by Henseler (2017).
The latent variables also meet the standard requirement of convergent validity. The values of VIF are
below the threshold (<5), which confirms the absence of multicollinearity.

The Fornell–Larcker criterion is a common approach to assess the discriminant validity,
as shown in Table 3 diagonal elements (bold). The values of all indicators, which are shown in
Heterotrait–Monotrait (HTMT) are below the criteria <0.85 (Figure 2). Therefore, we can say that
results are showing discriminant validity among all variables of the study. HTMT value <0.90 is
acceptable (Henseler et al. 2015).

The diagonal value (in bold) is the square root of AVE, while other values are the correlations
between the respective latent construct. The discriminant validity is achieved when a diagonal value
(in bold) is higher than the values in its row and column. Referring to the above table, it can be
concluded that discriminant validity for all constructs is achieved.

Table 3 results indicate that the discriminant validity of the measurement model was satisfactory.
The discriminant validity of the model was established based on results. The measurement model was
satisfactory as the results were as per the standardized values. The discriminant model was tested and
found acceptable based on values, then the structural model was evaluated.

All loadings are significant at 0.001 level (2-tailed); rho_A, Dijkstra–Henseler’s rho indictors; VIF,
Variance Inflation Factor.

Table 3. Discriminant validity.

Variable 1 2 3 4

Psychological
Well-Being 0.752

Religiosity 0.474 0.794
Spirituality 0.395 0.464 0.772
Reusing (SCB) 0.285 0.407 0.346 0.912
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4.2. Structural Model

In order to estimate the research model of the present work, we employ a bootstrapping
procedure through 500 randomly drawn subsamples with replacement at a 0.05% level of significance.
The execution of bootstrapping provides a confidence interval and standard errors to assess the
statistical significance of the variables of interest (Henseler et al. 2009; Hair et al. 2018). Table 4 presents
the estimated values of path coefficients. Factors loadings and path results are given in Figure 3.

The results in Table 4 show that spirituality has significant and positive (p = 0.000, β = 0.337)
impact on psychological well-being. It has also significant and positive (p = 0.010, β = 0.200) impact
on reusing (SCB). The results also show that reusing (SCB) has positive and significant (β = 0.168,
p = 0.012) impact on psychological well-being and religiosity also has positive and significant (β = 0.314,
p = 0.000) impact on reusing (SCB).

Table 5 shows that the indirect relation between spirituality and psychological well-being through
mediation of reusing (SCB) has also been found significant and positive (p = 0.000, β = 0.434). It implies
that our finding supports mediation of reusing (SCB) between spirituality and psychological well-being.

Table 4. Path coefficients for direct relationships.

Hypothesis Relationships B SE t 2.5% 97.5% Decision

H1
Spirituality ->
Psychological
Well-Being

0.337 0.074 4.555 * 0.191 0.480 Accepted

H2
SCB Reusing ->
Psychological
Well-Being

0.168 0.067 2.507 * 0.037 0.296 Accepted

H3 Spirituality -> SCB
Reusing 0.200 0.077 2.597 * 0.052 0.345 Accepted

H4 Religiosity -> SCB
Reusing 0.314 0.065 4.827 * 0.195 0.447 Accepted

* Significant value.
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Table 5. Path coefficients for indirect relationships.

Hypothesis Relationship B SE t 2.5% 97.5% Decision

H5 Spirituality -> SCB Reusing
-> Psychological Well-Being 0.434 0.041 7.356 0.005 0.078 Accepted

Table 6 shows that the interaction term (spirituality × religiosity) has a significant moderating
effect (p = 0.282) on reusing (SCB). When the interaction term does impact significantly then the
moderation is existing. It implies that the results show support of the moderating variable between
spirituality and reusing (SCB).

Table 6. Path coefficients for direct relationships.

Hypothesis Relationship B SE t 2.5% 97.5% Decision

H6 Moderating Effect 1 -> SCB
Reusing 0.282 0.056 5.036 * 0.005 0.078 Accepted

* Significant value.

Table 7 presents a model fit summary. SRMR is an index of the average of standardized residuals
between the observed and the hypothesized covariance matrices (Chen 2007). The SRMR is a measure
of the estimated model fit. The model achieves good fit with SRMR = <0.08 (Hu and Bentler 1999).
Table 7 shows that this study model’s SRMR was 0.046 (saturated model) and 0.063 (estimated model),
which revealed that this study model had a good fit, whereas the chi-square was equal to 1980.511 and
NFI equal to 0.929 was also measured.
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Table 7. Model fit summary.

Saturated Model Estimated Model

SRMR 0.046 0.063
d_ULS 3.028 6.789
d_G 1.289 1.309
Chi-square 1980.511 2013.106
NFI 0.929 0.924

5. Discussion

This research article manifests the results of an exploratory study about the relationships between
spirituality, reusing as a sustainable consumer behavior (SCB) (in the clothing fashion industry),
moderating effect of religiosity, and subjective well-being as an outcome of SCB-reusing. The diversity
of spirituality, religiosity, reusing and well-being characteristics of the sample studied, and the
fundamentally theoretical approach of previous studies to the understanding of the pro-sustainable
character of spirituality and religiosity, make this study worthwhile.

Developing sustainable consumption behavior in consumers is highly desirable by the marketers
and the policymakers. To incorporate certain behavioral patterns, it is important to understand
the factors leading those behaviors (Peattie 2010). Factors can be both personal and environmental.
This study has taken into account spirituality as a personal level factor leading consumers towards
sustainable consumption behavior. This study has explained that spirituality and religiosity together
have a positive significant impact on sustainable consumption behavior.

Spirituality, which is directed towards one’s inner self, would lead to the development of strong
consciousness toward the society and the environment (Tloczynski et al. 1997). Spirituality has an
impact on how we consider our actions will influence the society and environment (Coates 2004).
Spirituality leads people to find the meaning of life (Fry 2000). This guides individuals to connect with
the ethical and moral values toward life, society, and economy (Vitell et al. 2016). As spiritualty grows,
a person is more inclined toward simplicity, less accumulation of goods, and low materialism (Shaw
and Moraes 2009; Rudd 2006). Engaging in sustainable consumption involving reusing will address the
spiritual beliefs of the individual (Phipps et al. 2013). This study has empirically tested the relationship
between spirituality and reusing and has found a significant positive relationship between the two
constructs. This means that an increase in spirituality among the consumers will lead them toward
reusing (SCB) and they will engage in practices that will conserve the natural, economic, and social
resources. This result is in line with the study conducted by (Subrahmanyan and Gould 2012).

Reusing will lead to elongated use of a product, thus increasing the life cycle of the product.
The larger life cycles will have a twofold effect, one in terms of consumer resources, that they will spend
less on buying new things and spending the saved resources on other activities (Castellani et al. 2015).
Secondly, the companies would have to engage less in raw material procurement and fewer production
cycles. This would conserve the natural resources and would also help companies to conserve the
resources (energy) involved in production cycles (Cooper 2005).

This research aims to answer whether sustainable consumption can provide benefits to individuals,
as it does to environments and societies. Psychological well-being has been considered as one of the
main, ultimate goals of life (Haidt 2006). As such, an achievement of psychological well-being is an
outcome of participation in sustainable consumption (Helne and Hirvilammi 2015). The psychological
well-being of an individual is considered to be linked with their belief systems and their behaviors.
The results of this study have shown that spirituality has a strong positive relationship with the
psychological well-being of individuals (Ivtzan et al. 2013). This important relationship has also been
studied through the mediation effect of sustainable consumption behavior in this study. Results have
shown that sustainable consumption behavior mediated the relationship between spirituality and
psychological well-being (Sharma and Jha 2017).
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The above discussion supports the view that the individuals involved in resource conservation,
sustainability, social and economics benefits of the society will have a positive impact on their
personal well-being. The actions that are directed toward the benefit of the society and economy
have an impact on the better self of the individuals. Human actions are naturally directed toward
well-being and happiness (Schmitt et al. 2018). Therefore, when personal characteristics would lead
individuals toward the sustainability of the environment, they will have a positive impact on their
well-being and they would derive happiness and satisfaction from their lives. However, living a
happy life with psychological well-being has become a challenge for the individuals as they have
to limit their behaviors within the conservation limits. Spirituality, in this case, would significantly
support the intrinsic motivation of the individuals to direct their behaviors toward the benefit of the
society (Nash and Stewart 2002). Spirituality leading to sustainable consumption behavior is not only
rewarding outwardly but also it is an internally rewarding behavior leading toward the psychological
well-being of the consumers.

This research has taken religiosity as a moderator between spirituality and sustainable consumption
behavior. Though religiosity and spirituality are often considered to be overlapping concepts, originally,
they both relate to different domains of consumer beliefs and values, respectively. Spirituality is
directed inwards and is universal, whereas religiosity varies from culture to culture, so it is contextual.
In a country like Pakistan, where religiosity derives the major decisions and behaviors of individual
(Bukhari et al. 2019) consumers and society on the whole (Bakar et al. 2013), its interaction with the
element of spirituality to understand the SCB has revealed a significant impact on the reusing behavior
of consumers.

6. Implications

These relations have addressed gaps in the literature and aided the mounting need for
understanding sustainable consumer behavior and its outcome in terms of psychological well-being.
Understanding these relations will build on the prior literature in sustainability and consumer
well-being to contribute more broadly to identifying ways to enhance consumer well-being rooted
in sustainability.

This study will contribute insight toward marketing practices to the increasing market of
sustainable products and services. Consumer segmentation is a basic tool for developing products
and strategies. Developing consumer segments or identifying segments based on spirituality would
help marketers to develop strategies that would relate to their inner self and moral identities in terms
of SCB. Developing strategies around sustainability and investing in sustainability has marked a
reason for success for the companies. It is evident from the studies that companies who invest and
support the issues related to sustainability have higher goodwill among their consumers. Therefore,
when companies invest in sustainability, they will be able to attract consumers who have higher
spirituality as well as religiosity. Companies can direct their promotional campaigns to communicate
the product and service-related reusing benefits for achieving psychological well-being.

Companies can have a two-fold application of their market strategies while rooting their
marketing-based decisions in sustainability, they can promote both the company social responsibility in
terms of conserving the natural resources and also being consumer-focused by promoting psychological
well-being as an outcome of engaging in SCB.

Thinking and evaluating sensibly, it can be easily rationalized that businesses have no incentive
to elongate the life cycle of their products. The elongated product life cycles diminish the revenue
that the companies would get from selling new goods. However, more and more companies are
developing ideas in order to decrease consumer waste. Another reason for companies to strategize
around stretched life cycles is the rising price of raw materials and metals, and partly due to both
consumers and companies becoming more aware of the need to protect our environment. Post-purchase
decisions are usually governed by the consumers but putting the whole responsibility on consumers to
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think and come up with the ways to reuse their products will burden their repurchasing. Therefore,
companies should develop programs and strategies focusing on ways for reusing their products.

This study has its limitations. First, the sample size is small. Increasing the sample size would
improve the generalizability of the results. Data have been collected using the cross-sectional method.
If the time lag method would be implied in future studies, it would help in reducing the element and
chances of common method bias. This study has taken into account spirituality as the only presdictor
of reusing. However, in future studies, other variables, like income, gender, and personality, can alos be
taken into account to have an indepth understanding of the concept. This study can also be conducted
in another culture. Results of both the studies can be compared to comprehend the cultural differences
specific to reusing. Cultural dimensions can also be taken as a moderator in future studies between the
predictor and reusing.
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