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ABSTRACT 

 

The purpose of this study is to develop a better understanding of Millennials as 

consumers, specifically, their religiosity, which past research shows affects consumer attitudes 

toward companies, their products and services. Understanding consumer religiosity facilitates 

relationship marketing, thereby enabling development of customer loyalty and long-term 

customer commitment. Public opinion and some research suggest that Millennials are a 

generation that is individualistic, more nonreligious than earlier generations. In an effort to go 

beyond the common dichotomous characterizations of “to be or not to be religious or spiritual,” 

a new construct is developed, called “consumer transcendence,” which captures more sublime, 

indirect spiritual views. This exploratory scale of consumer transcendence was developed, using 

a sample of Millennials, the resulting Consumer Transcendence Scale (CTS) offers a unique 

research avenue and methodological lens for evaluating complexities of spiritual views. 

Understanding spiritual or transcendence perspectives is beneficial to effectively market to 

Millennials and other generational groups. 

Keywords: Consumer marketing, Religiosity, Transcendence, Millennials, Scale 

Development 

 

INTRODUCTION 

 

Following the reports of news outlets over the past decade (Gabbatt, 2023; Burge, 2019; 

Grossman, 2015; Lipka, 2015) and research publications (Pew Research Center, 2022, 2015) 

there seems to be a tendency to label the Millennial generation, or at least a sizeable portion of it, 

as individualistic (Steffy, 2023; Twenge et al., 2015; Raphelson, 2014), unreligious, and even 

unspiritual (Pew Research Center, 2022, 2015; Cooper-White, 2015; Leonhardt, 2015; Markoe, 

2012). For Millennials, some studies suggest that religion has not even been surrogated by 

spirituality but rather both have been diminished and somewhat replaced by social and 

environmental concerns (Downing Chee, 2015; Benderev, 2014). Yet, other studies suggest that 

Millennials still exhibit significant religiosity (Sharpe, Grossman, Smith, & Smith, 2015). 

An important question is as follows: Are Millennials really unspiritual? Or are there more 

sublime, indirect spiritual views ranking below evident references to the divine? These views are 

linked to a classic concept, called “transcendence,” that has been vividly discussed since ancient 

times in the realm of philosophy and theology. The purpose of this exploratory study is the 
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development of a novel consumer transcendence construct as well as the initial validation of a 

scale to lend credibility to its operationalization ability.  

A consumer “transcendence” construct can lead to better understanding of consumer 

religiosity, thereby facilitating development of customer loyalty and long-term customer 

commitment, which is part of relationship marketing (Mishra, 2016; Sahi et al., 2018). 

Transcendence might be utilized as means to delineate attitudes toward products, such as “green” 

products like organic food. Lacking a transcendence scale in the business literature and the 

highly convoluted history of transcendence characterized by intricate theological and 

philosophical debates since ancient times, a novel transcendence scale would provide a useful 

tool for research. In view of the promising use of a helpful research tool, as well as the ongoing 

debate regarding characteristics of the Millennial generation, the authors expect that this study 

will add to the research stream regarding the Millennial generation and relationship marketing.   

Having defined the domain, the construct development methodology prescribes the 

creation of a valid and reliable instrument (Lewis, Templeton & Byrd, 2005). The common 

provisions for scale development ask for a set of studies composed of at least one exploratory 

pilot and one follow-up conclusive research study (Gerbing & Anderson, 1988; Churchill Jr, 

1979), both of which ideally rely on two separate samples of 500 to 1000 respondents 

(MacCallum et al., 1999, 2001). This research represents an initial study employing a smaller but 

nevertheless commonly acceptable sample size (n=107).  

This study was driven by the recent call by the literature and journal editors to consider 

conceptual or empirical research for submission dealing with new constructs, specifically a 

construct “that is important but has not been considered in our field despite its clear potential for 

generating new insights” (Deighton et al., 2010, p. vi). Indeed, the contemporary literature 

encourages a stronger emphasis upon novel conceptual and interdisciplinary approaches as they 

are considered an indispensable cornerstone for knowledge generation and the renewal of the 

business disciplines, namely the management field (Alvesson & Sandberg, 2013) and marketing 

field (Yadav, 2015).  

In alignment with MacInnis’ framework for conceptual contributions to marketing 

(MacInnis, 2011), this research has the goal of “envisioning” a novel perspective – here upon the 

analysis of Millennials - by introducing an new construct to the business literature  (MacInnis, 

2011, p. 136, 143). The term transcendence has been utilized in the business literature before but, 

as will be shown below, with a different accent and within a different context.   

Some of the ongoing debates about the Millennial generation seem to be somewhat one-

sided. The Pew Research Center characterizes Millennials as very likely to identify as “nones”, 

i.e. “atheists or agnostics, or that their religion is “nothing in particular” (Lipka, 2015). Instead of 

the dichotomous dispute whether Millennials are religious, spiritual or rather “nones,” this study 

proposes an alternative approach: both religiously or spiritually inclined as well as disinclined 

Millennials (and also members of other generations) could be influenced by transcendent views. 

To the authors’ knowledge “consumer transcendence” has not been considered yet in the 

business literature. 

 

THEORETICAL BACKGROUND: THE TRANSCENDENCE CONSTRUCT 

 

Transcendence is derived from the Latin word transcendere meaning “to surpass, step 

over, to cross over to. Thus transcendence means the surpassing, the “going beyond.” The term 

transcendence has been utilized in the business literature before but with an emphasis distinct 
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from the notion of consumer transcendence employed in this research. The two prominent areas 

in which the term transcendence occurs in the business literature are in the context of Maslow’s 

hierarchy of needs and in discussions dealing with self-transcendence as a personality trait 

(Maslow, 1943). 

 

Consumer transcendence 

 

There have been multiple studies regarding the relationship between religiosity and 

marketing. One study found that a person’s religiosity has a moderating effect on consumer 

skepticism and satisfaction. Religiosity lowers skepticism and enhances satisfaction, improving 

patronage intention (Deb et al., 2021). Modern businesses, “in efforts to embrace diversity, 

accommodate cultural factors such as religiosity, particularly so in multinational operations 

where diverse religions will be encountered” (Russell et al., 2023, p. 394). Higher levels of 

religiosity, specifically Judeo-Christian ethicality, were found to be significantly related to a 

more sustainable business culture, specifically, higher economic activity, more economic 

freedom, better social progress, lower corruption, and improved gender equality (Russell et al., 

2023).  

Moral virtues inherent in religiosity, such as Judeo-Christian ethicality, provide society 

with a foundation of trust in which business activity can flourish (cf., Basu and Miroshnik 

(2021); Joines (2019); Mele and Fontrodona (2017). In a study of consumers, those with higher 

religiosity were more trusting of things they cannot see, which included AI applications such as 

chatbots. This trusting nature leads to a greater trust in brands (Minton et al., 2022). Research 

regarding transcendence also encompasses the tourism industry. People visit tourist destinations 

in natural surroundings as a means for experiencing transcendence (Wang et al., 2023). Research 

has shown that spiritual beliefs impact a consumer’s behavior and needs (Arli & Tjiptono 2022). 

Maslow’s eminent model is based on the rationale of “pre-potency” (Maslow, 1943, p. 

22, 23) which means that it is indispensable for lower need levels to be satisfied before humans 

consider striving for the satisfaction of higher level needs. Needs at the bottom of the pyramid 

are physiological in nature, namely food and water. Once these needs are satisfied, humans seek 

safety (physical, economic, and mental comfort), belonging (social, family), esteem (respect for 

other people and entities) and self-actualization (desire to reach one’s full potential) (Maslow, 

1967). In his original work and for most of his lifetime Maslow positioned self-actualization at 

the peak of the hierarchy of needs. Interestingly, the 1946 edition of Maslow’s book displays the 

pyramid model encompassing the aforementioned five types of needs, whereas the cover of the 

2013 edition only shows a mountain peak labeled self-actualization, offering eloquent visual 

testimony for the ultimate role Maslow ascribed to it.  

A year before his death, Maslow proposed self-transcendence to be added as a factor 

ranked above self-actualization (Maslow, 1969). The original five “need” categories are 

characterized by a strong ego-centered undercurrent: I need food, I need shelter, I need the 

“feeling of being liked or loved” (Maslow 2013, p. 30), I need to be what I can be (Maslow, 

2013). In contrast, Maslow described self-transcendence as “the striving for identity, meaning, 

and purpose beyond the self” (Myers, 2011, p. 301; emphasis added by authors). In the book in 

which he proposed self-transcendence, Maslow focused upon justifying transcendence as not 

being contrary to scientific thought but accentuating the altruistic gist of self-transcendence.  

Maslow neither sought to provide an operational construct for transcendence nor did he 

offer particular suggestions for measurement (Primeaux & Vega, 2002). Self-transcendence 
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rather appears as a later afterthought to his foundational model. This is also why self-

transcendence with its altruistic tendency does not quite seamlessly fits into the overall model. 

Perhaps it is due to this “odd ball” status of self-transcendence, many undergraduate business 

books leave it out when they cover Maslow’s pyramid (Cf., Kerin and Hartley, 2016).  

This study extends Maslow’s work regarding transcendence. First, this research aims to 

develop a sufficiently contoured and thus operational construct. Secondly, transcendence is 

expressly devised as a consumer attitude. Consequently, transcendence relates to general holistic, 

altruistic notions but also stands for an attitude integrating respectful, empathetic perceptions 

towards nature as well as the environment and to views about products (and potentially also 

organizations). Thirdly, unlike Maslow’s approach, the transcendence construct was developed 

against the backdrop of classic philosophy. 

The expression self-transcendence is also applied as a personality trait (Haase et al., 

1992). In psychological terms self-transcendence is a component of the transpersonal. As such it 

is used in conjunction with “non-ordinary states of consciousness” (Corsini, 1999, p. 1018). 

Although a uniform definition does not exist, the various approaches to (self-) transcendence 

show common characteristics: on the one hand, the term reflects the interaction between patients 

and their caregivers, the patient perspective as well as altruistic endeavors on behalf of the 

caregiver. Self-transcendence is used from a psychiatric point of view. In this manner it refers in 

general to patient spirituality and well-being (Gaskamp, & Meraviglia, 2006) and specifically to 

potentially pathological states that e.g. may be linked to cases of losing touch to reality such as 

extrasensory perception (spiritual acceptance), feeling connected to the universe (transpersonal 

identification) and losing oneself in an experience (self-forgetfulness) (Huguelet & Koenig, 

2009). In this study, transcendence is not conceptualized as a personality trait but as a type of 

consumer view, ranking below direct references to the spiritual or religious.  

 

The transcendentals  

 

In view of the multitude of complex contexts, the term “transcendent” has been utilized 

in philosophy, theology and other areas, the construct was identified in light of the traditional 

triad of beauty, goodness and truth. These transcendentals have been sufficiently contoured by 

ancient Greek, medieval scholastic and classic modern philosophy, namely Aristotle, Plato, 

Socrates, Thomas Aquinas, and Immanuel Kant. Modernist, often eclectic and hard to profile 

perspectives on transcendence, such as far-eastern spirituality and New Age did not become part 

of the construct building. However, the works of prominent modern scholars like Peter Kreeft 

and highly esteemed writers such as C.S Lewis and G.K. Chesterton, which are known for their 

appreciation for traditional and classic modern philosophy, were reviewed and catalyzed both 

construct development and operationalization (Cf., Kreeft, 2009, 2016, Lewis, 2002, 2004, 

Chesterton, 1986, 2006).   

Based on the cited literature it can be stated: all human beings naturally long for beauty, 

goodness and truth. These transcendentals are inextricably intertwined phenomena that are 

perceivable by every human being. According to Kreeft (2016) and others, the search for beauty, 

goodness and truth represents the imprint of the divine creator in everything that exists, including 

the discerning human. Although not a direct manifestation of the divine, notions such as the 

appreciation of selflessness, the longing for justice (goodness), the appeal of rational arguments 

(truth) and the feelings beauty elicits are all reflections of the divine being the absolute goodness, 

beauty and truth (Brand, 2015).  
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Transcendence is differentiated from religion by characterizing it as lacking a direct 

reference to the divine. Once the divine is added, one enters the religious realm. In this sense 

transcendence is a necessary but insufficient condition for religious thought, i.e. a spirituality 

expressly implicating the existence of God. Furthermore, transcendence does not revolve around 

the individual but expresses relations to others and nature (Feder, 2010).  

The transcendence construct was shaped utilizing the Daily Spiritual Experience Scale 

(DSES) as a contrasting benchmark. Contrary, to what has been claimed about the DSES, this 

scale does not per se measure the “relationship with the transcendent” (Underwood, 2011, p. 45). 

The CTS measures are distinct from religious notions albeit related to spirituality, but 

tendentiously more in a figurative sense, whereas the DSES more straight-forwardly refers to 

religious experiences expressing relationships between individuals and God.  

 

METHODOLOGY 

 

After the literature review, a summary of relevant articles and themes was devised. 

Topics were prudently left out that appeared too unspecific to be of little help for item 

generation. The remaining information then served to compile a series of item drafts that were 

continuously reviewed in light of the transcendence construct. For instance, the book title 

“Natural Swimming Pools: Inspirations for Harmony with Nature” (Littlewood, 2005) led to 

inclusion of the item “Certified organic food production is in harmony with nature”. 

Articles and themes were omitted that appeared too unspecific or of little help for item 

generation. However, the original plan to ignore direct relations between nature and spirituality 

for the data collection instrument was modified: since quite a few authors have pointed to the 

interplay between (neo-) pantheism and secularization in Western countries against the backdrop 

of the emergence the green movement (Dobel, 2005; Shipton, Coetzee & Takeuchi, 2013) and in 

context with green consumption including organic food production (Radkau, 2014; Tokar, 2008), 

it was decided to add some survey items as control measures reflecting concepts of pantheism. 

This process led to a tentative list of 80 items. As a rule of thumb, the literature 

commonly recommends the generation of an initial item pool that should consists of about three 

times the number of items to be eventually utilized in the final scale (MacCallum et al., 2001). 

This process resulted in 23 items. Hence, this prerequisite was met. Subsequently, an in-depth 

interview with a professional in theology holding a graduate degree in Catholic theology was 

conducted to refine the set of measures. To facilitate a multi-perspective analysis, the items were 

later reviewed and checked for face validity by a panel of business faculty from different 

disciplines. In addition, a group of business undergraduate students attending a junior-level 

marketing research class were tasked to check the items for redundancy and comprehensibility.  

All items were devised as 5-point Likert scales (anchored at 1 = “strongly disagree” and 5 

= “strongly agree”). A pretest in a marketing class ensued and resulted in the elimination of four 

items regarded as unduly pantheistic (“I worship nature”, “Nature is God,” and “Certified 

organic food production respects the divinity of nature”) or strong religious connotations (“I 

appreciate certified organic food because I am a spiritual person”). The 23-item scale was then 

subjected to scale purification utilizing the data generated by this study.  
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Sample Selection  

 

To obtain data for the study, a self-administered online survey was devised and 

disseminated among college students in 2014.  Qualtrics served as the survey playform. Students 

taking classes at a Midwestern US university were identified as a suitable population. The birth 

year span for Millennials is typically 1981 to 1996 (Smith, 2011). The sample consisted of 107 

respondents born between these years and members of the same demographic cohort known as 

Generation Y or Millennials. The expectation is that members of this group share common 

characteristics per generational theory established by prior research (Howe & Strauss, 2009). The 

ratio between the sexes was somewhat skewed toward female respondents: males: 34.6%; 

females: 65.4%. Data were analyzed employing SPSS 19.0.   

 

Common Method Bias 

 

A customary procedure is to probe survey data for potential common method bias (Field, 

2013).  Common method bias represents variance that cannot be attributed to the operationalized 

constructs but to the method of measurement (Podsakoff et al., 2003). The transcendence items 

were included in an unrotated factor analysis in SPSS with a forced extraction to only one single 

factor. If the unrotated factor analysis indicates that less than 50% of the variance stem from one 

item (component), then there is no significant level of common method bias. The results for this 

research were 28.99% and thus contraindicative for common method bias. 

 

Skewness and Kurtosis 

 

All items and aggregate values were scrutinized for skewness and kurtosis. In terms of 

kurtosis, 20 values were found to be approximately normal or excellent, three acceptable and one 

suboptimal. The results are overall acceptable considering firstly, skewness values are all within 

approximately normal or excellent (twenty-two) and acceptable (two values) range, and 

secondly, kurtosis is susceptible to sample size (Field, 2013). 

 

One Sample T-Test 

 

One sample t-tests were performed on the 23 transcendence items and 11 DSES items to 

analyze if responses to the survey items were different from “3”, representing the neutral point 

on the 5-point Likert scale. The results provided in Table 1 indicate generally significant values.  

However, insignificance existed for transcendence item #16 (“Buying certified organic food 

shows respect for nature”) and item #18 (“Certified organic food production is in harmony with 

nature). Although items #16 and #18 rendered suboptimal results, their values nevertheless 

exceeded 3.0. In view of the exploratory nature of the study it seemed justifiable to retain these 

items. 
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Table 1: One Sample T-Test Results 

   Test Value = 3                                       

 Transcendence items M t 

Sig. 

(2-

tailed) 

 1 Nature gives meaning to life 3.67 7.256 .000* 

 2 Nature is holy 3.47 4.819 .000* 

 3 Nature is spiritual 3.30 2.902 .005* 

 4 I experience a connection to all of life. 3.35 3.643 .000* 

 5 I am spiritually touched by the beauty of nat. 3.41 3.999 .000* 

 6 We should treat nature with respect 4.29 16.905 .000* 

 7 Nature goes beyond what we can see 3.97 12.292 .000* 

 8 Nature is more than we can comprehend 3.74 7.837 .000* 

 9 There are invisible aspects of nature we depend on 3.83 9.725 .000* 

 10 There are invisible elements of nature our visible world rests on 3.83 9.725 .000* 

 11 The state of the environment makes me sometimes feel sad 3.71 7.886 .000* 

 12 The state of the environment makes me sometimes feel guilty 3.81 9.114 .000* 

 13 I feel a selfless caring for others. 3.71 7.278 .000* 

 14 Buying COF2 is an expression of one’s concern for nature 3.56 5.685 .000* 

 15 Buying COF shows respect for nature 3.12 1.165 .247 1 

 16 COF production fits nature's good & beauty 3.24 2.541 .012** 

 17 COF production is in harmony with nature 3.12 1.184 .239 1 

 18 COF production helps to preserve nature's balance 3.29 3.149 .002* 

 19 COF production helps to protect "mother earth" 3.33 3.423 .001* 

 20 Buying COF means to preserve the beauty of nature 3.21 2.223 .028** 

 21 Nature is more than meets the eye 4.03 14.512 .000* 

 22 It is reasonable to say we cannot really control nature 3.84 8.857 .000* 

 23 It is irrational to think we can really control nature 3.74 7.760 .000* 

DSES    

1 I am religious. 3.56 4.549 .000* 

2 I worship frequently (usually once a week or more). 3.34 2.687 .008* 

3 The most important thing in my life is faith in God. 3.39 3.174 .002* 

4 I find strength in my religion or spirituality. 3.81 7.706 .000* 

5 I feel God’s love for me directly. 3.66 5.851 .000* 

6 I feel God’s love for me through others. 3.66 6.107 .000* 

7 I feel deep inner peace or harmony. 3.51 6.249 .000* 

8 I desire to be closer to God or in union with the divine 3.71 6.095 .000* 

9 I find comfort in my religion or spirituality 3.79 7.164 .000* 

10 I see God's power reflected in nature 3.93 8.645 .000* 

11 I see nature as a visible sign pointing to the divine 3.52 5.500 .000* 

Notes:  

Significance levels: *p  ≤  0.01 **p  ≤  0.05 
1 Although items #15 and 17 rendered suboptimal results, their values nevertheless exceeded 3.0. In view of 

the exploratory nature of the study these items were retained. 
2 COF = certified organic food 
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Internal consistency of the transcendence scale 

 

Table 2 shows the inter-item correlations for all 23 items. None of the inter-item 

correlations exceed 0.85 being contraindicative for multicollinearity (Kline, 2011). Out of 276 

unique correlations (i.e. without the 1.0 diagonal values) only 27 rendered insignificant results. A 

high alpha of 0.925 implied a high average inter-item correlation and thus strong reliability. A 

look at the item-total statistics showed that deletion of any of the 23 items would not lead to any 

significant increase in reliability. The corrected item-total correlations (benchmarks: ≥0.4 (Ware 

& Gandek, 1998) or ≥0.3 (Nunnally & Bernstein, 1994)) rendered suboptimal results for items# 

23 and 24. But since their deletion would not benefit the alpha value, their results seemed 

acceptable. 

 

 

 
 

 

Consumer Transcendence Scale (CTS) 

 

The Consumer Transcendence Scale (CTS) had been established as a scale of 23 items, as 

shown in Table 3. The scale is composed of five closely intertwined facets that have been labeled 

“beauty, awe & inter-connected-ness with nature” (5 items), “Invisible facets of nature” (6 
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items), “Empathy- altruism & nature” (3 items), “Product preference & nature” (7 items). 

Although the analysis spoke against higher order factors, the 5 dimensions can at least 

descriptively be subsumed under the classic triad of the transcendentals beauty (aesthetical, 

emotional; factor 1 and 2), goodness (good deeds, compassion; factor 3 and 4) and truth (reason, 

intellect; factor 5).  

 

 

 
Table 3: Consumer Transcendence Scale (CTS) 

Item 

# 

Tran-

scen- 

dentals 

Scale 

Dimen-

sions 

Scale Items 1 

1 

B
ea

u
ty

 

(a
es

th
et

ic
al

, 
em

o
ti

o
n

al
) 

Beauty, 

awe & 

inter-

connected-

ness with 

nature 

(5 items) 

Nature gives meaning to life. 

2 Nature is holy. 

3 Nature. is spiritual. 

4 I experience a connection to all of life. 

5 I am spiritually touched by the beauty of nature. 

6 

Invisible 

facets of 

nature 

(6 items) 

We should treat nature with respect. 

7 Nature goes beyond what we can see. 

8 Nature is more than we can comprehend. 

9 There are invisible aspects of nature we depend on. 

10 Nature is more than meets the eye. 

11 There are invisible elements of nature our visible world rests on. 

12 

G
o

o
d

n
es

s 

(g
o
o

d
 d

ee
d

s,
 c

o
m

p
as

si
o
n

) 

Empathy- 

altruism & 

nature 

(3 items) 

The state of the environment makes me sometimes feel sad. 

13 The state of the environment makes me sometimes feel guilty. 

14 I feel a selfless caring for others. 

15 

Product 

preference  

& nature  

(7 items) 

Buying _ [product x] _ is an expression of one’s concern for nature. 

16 Buying _ [product x] _ shows respect for nature. 

17 _ [Product x/ Production of product x] _ fits nature's good & beauty. 

18 _ [Product x/ Production of product x] _ is in harmony with nature. 

19 _ [Product x/ Production of product x] _ helps to preserve nature's balance. 

20 _ [Product/ Production of product x] _ helps to protect "mother earth". 

21 Buying _ [product] _ means to preserve the beauty of nature. 

22 

T
ru

th
 

(r
ea

so
n
, 

in
te

ll
ec

t)
 

Nature is 

arcane & 

unknowable 

(3 items) 

It is reasonable to say we cannot really control nature. 

23 It is irrational to think we can really control nature. 

5-point Likert items, anchored at “strongly disagree” and “strongly agree”; middle point: “neither agree nor 

disagree”. 

Notes: 
It is hypothesized one could also employ the following expressions for:  

Item # 15 and 16: _[Product x from organization xyz]_ 

Item # 17-20:_[Product x from organization xyz]_ 
1 The scale is preliminary and will be subject of a future conclusive study with a larger sample.  
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The outcomes of the analyses neither distilled more distinctive first order factors nor 

indicated the existence of higher order factors, but this is not problematic for the CTS scale. On 

the contrary, it fully matches the philosophical and religious tradition of goodness, beauty and 

truth as indistinguishable elements of one unified entity that finds its expression in everything 

that “is”, in religious terms: God. 

Based on the one sample t-test results mentioned before (shown earlier in Table 1), all but 

two of the 23 items showed means that were significantly higher than “3”, i.e. the “neutral” scale 

point. The only two measures that did not render significant results nevertheless exceeded the 

neutral mark (“Buying certified organic food shows respect for nature”, M=3.12, p=0.247; 

“Certified organic food production is in harmony with nature”; M=3.12, p=0.239). Especially 

noteworthy are the positive results for the CTS variables “I feel a selfless caring for others” 

(M=3.71, p≤0.01) and “I experience a connection to all of life” (M=3.35, p≤0.01). The 

composite scores for CTS (M=3.56, p≤0.01) and DSES revised (M=3.64, p≤0.05) were 

significantly higher than the neutral point.  

 

CONCLUSIONS 

 

While some prior research shows that Millennials are a generation that is individualistic, 

unreligious or unspiritual. Going beyond the common dichotomous characterizations of “to be or 

not to be religious and/or spiritual,” this study advanced a new related but different construct, 

called “consumer transcendence,” to capture more sublime, indirect spiritual views. Using a 

sample of Millennials, an exploratory scale was developed, the Consumer Transcendence Scale 

(CTS). The CTS was tested via exploratory factor analysis (EFA). Findings indicate that 

transcendence can be demarcated from measures of evident spirituality and religiosity.  

Results of this study indicate that the sample of Millennials lean both toward 

transcendence as well as religious spirituality. Transcendence is conceptualized as tending to be 

group-centered and altruistic. The findings indicate that Millennials as a whole do not fit the 

common characterization as being individualistic and egocentric. In fact, Millennials tend to be 

concerned about others in society, as well as concerned about social issues. In fact Millennials on 

average are transcendent/spiritual and are not so individualistic and egocentric as some past 

studies suggest.  

The Consumer Transcendence Scale offers a promising research avenue and 

methodological lens for evaluating complexities of the indirect spiritual views of the millennial 

generation. Such views affect how goods and services, and the companies that provide them, are 

regarded by Millennials. Understanding Millennials’ views is essential to carry out effectively 

relationship marketing to this very large market segment. 

 

LIMITATIONS AND FUTURE RESEARCH 

 

The techniques presented in this study have inherent limitations because they are 

exploratory in nature. For the analysis in this study, the sample was sufficient, but a future study 

might incorporate a larger a sample size, which would facilitate confirmatory factor analysis 

(Norušis, 2012; Comrey & Lee, 1992). Future research could examine in detail the differences 

between transcendent and ethical consumer attitudes. Transcendence is regarded as more precise 

than general ethical notions. Future research can use the scale developed in this study to measure 

the transcendence levels of different people groups, such as students, general public, or other 
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group, which might be analyzed demographically, such as by gender, age, or other demographic. 

Future research could help clarify exactly how transcendence differs from general ethical 

notions. 
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