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C"*pdti* b"yhg ffi

Ab"t*dt C"*p"l"l* Uuyiog o" rtoipiog uaJi"tion iS, rnental atrd behavioral h€alth condition cbaracterized by

persistent, exc€ssive, impulsive and utrconEollable desire to shop and spend in spite of severe psychological' social'

occupational and finarcial consequenc€s. Their entire pattern of living surounds this behavior and caters to this

need. It has a.B effect on mood' anger, stress, atrxie8, depression' substance sbuse' adjustment issues, eating and

sleeping patterars. Persons suffering from the disorder tend to understand atrd evaluate their f€elings poorly and

have low tolerance for unpteasant psychologicat st tes such as negative moods' Engaging in such behavior for long

mn lead to feeliugs of regre! remorse, shame, guilt and even depression in some' Purchases are made in order to

improve mood, cope with stress, gairr social approval, recognition and improve self-image etc'

covid 19 pandemic led to unprecedented restrictions imposed on all aspects of life including th€ desire to

compulsiyely buy. This led to further complicating the 'desire to buy urge' and consequent mental health challenges'

In accordance' the pr€sent study has been undertaken with a perspective to compile and review the available

Iiterature based on previous research realizing the rclevance ofunderstanding such psychological treads that define

psychological health, and consumer market economies tluring pandemics and other challengi[g times'

As such, the present study was undertalcn with a perspective on the relevance of such psychological behaviours and

their impact on lifestyle and the economy in the loug ruu. A[ attempthas lreen rnade here to review and compile the

available literature from various sources on studies undertakeu during and after the pandemic on this behaviour

thushaYingheuristicandreferencevalueforstudiesfubeufldertake[onthisissueinthetr€arfutulE.

1. INTRODUCTION

compulsive buying behaviour also called pathological brying or shopping addiction is a c ommonly witnessed behaviow

drat is consistently iacreasitrg in colEEporary societies and economies. In Indi4 7970 of the population is said to be having

dris disorder. One out of every 20 lBdians is said to be shopahotics. Shopping is a crucial aspect in any economy and

customers with time are being enticed witr various choices. New age shopping has taken different dimensions witi

increased and easy access towards purcbasing via online platforms, mall culiure and door to door delivery system'

According to Mukhopadhyay atl Johar, 2009 with diffelent choices available for shopping has become a kind of reward

*d ."o"Itior, in itr.tt for people. 
. 
Scholars haYe pointed out that excessive shopping may tum addictive in few individuals

and rcsult in a mental and behavioural heal& disorder termed compulsive brrying behavior.

compulsive buying behavior is mrn;rardively a recent development ivhich has drawn thE a ttention of behavioural

""onolni"t", 
consumer behaviourists ard psychologists. The buyer feels an abnormal, r:ncontrollable desire to keep

purchasing and spend money. The urge to buy is repetitive and he is overpouered by emotions to shop th'ich he fails to

iur. -y .ontrol orer. Studies have considerably proven the onset age of this disolder to be late adolescence and it takes a

chionic form ovei lime and may include various symptoms like feelings aborlt purchasing and spending, dcsile, lendency

and drive to spend, compulsive ancl dysfunctional spending anrl guilt post purchase. Individuals dealing with CBB luve an
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increasing level of urge or anxiety which fiads a sense of conrpletioa or satidiou only w?ren a purchase is made,

Persons suffering from CBB have consistently depicted addictionJike symptoms that wsre a symptomatic, chronic and
without complete remission. They also are more likely to develop eating disorders, substances abuses or any other mood or
anxiety disorders due to the disorder. Often misrepresented with impulsive buyiag drere is a prominent differcnce bet\tpe!
both. Impulsive b uying involves an rmplanned purchase on the spur of the moment while compulsive buying has serious
negative repercussions like debts, addictions and disruption in daily living. It oftea leads to adjustment challenges with
themselves and oihers as well

Computsive buying has not been categorized as a distinct disorder within the Dsl{-5(America Psychiatric Association,
2013), but is considered in contemporary times to be a behavioral addiction having swere psychological, social,
occupdional and finaacial consequences. The study focused on the S-O-R paradigm to oplaiu how &e pandemic triggered
people's psychological alteration utrich led to cbanges in their purchase behaviours.

As such, the present study was undertaken widr a perspective on tle relevance ofsuch ps ychological behaviours and their
impact on lifestyle and the economy in the long run. An attempt has been made here to rwiew and compile the available
literatue Ilom various sources on studies rmdertaken during and after ttre pandemic on this behavrbu: thus having
heuristic and reference value for studies to be undertaken on this issue in the near fuhne.

2. REYIEWOFLITERATURE

Kshatriya" K.& Shah, P.S.(2023). In their paper examined the presence of impulsive and cooryulsive buymg among
consumers during Covid 19. It studied the various factors tlat ajlect and moderste the impulsiveness and compulsiveness
ofbuying. Literature review ked to analysis offour constructs - social media influence, social media preferenceq hedonic
motivation and shop in COVID-19 wtrile in accordance with factor analysis in SPSS , the variables rpere divided uncler the
influence of social media, social comrnerce, electronic word of mouth @WOM) of social commercq hedonic happiness,
hedonic firn and shopping in times of COMD-I9. All six latenl variables were found to be significady related to impulsive
and compulsive buying. The regression analysis hightighted social media influence as the strong€st predictor for impulse
buying ald hedonic happiness for cofilpulsive buying. AIso, the study found that preseflce oftle pandemic COVID-I9 led
to impulsive bulng as well as compulsive buying prominently in the apparel and accessory segment

Huang, tLL. et. al.(2022) in their study focused on Intemet compulsive bulng rtrioh is an online shoppiag anwronment
where buyers pursue the temporary positive emotions associated with shopping, without pl2nning ad not using the
purchased items. Over a period oftime, the positive emotions associated with excessive shopping behavior are found to be
increasingly short lived, which further results in an increase in purchase frequency and spending &us advasely having an
impact on the finances and social relations of such buyers.

The study aimed at rmderstanding the rapidly changing commerce markets influenced increasingly by advanced techaology
in the past decade, Compulsive-buying behavior witressed an increase because of the convenience aad the characteristics
ofonline shopping. Also, the COMD-I9 pandemics spread led to, consumers changing their decision-makiag and behavior
with preference to shop online more frequently and inteosively as such the study aimed at developirg aad validating an
instrument to measue the Intemet cornpulsive-buying tendency (CBT). The final instrumefi constructed provided a basis
for predicting tendencies toward Intemet compulsive shopping and evaluating consumers' abnonrul behavior in online-
shopping circumsances. It contained 18 items that included four subconstrucls: the tendency to spad oaling feelings about
online shopping arrd spending, dysfunctional online spending, and online post-purchase guilt.

Shrivastava, RK. & Bhanot, S. (2022) in their study suweyed the psychological behaviour and shopping bebaviour oflndiaa
consumers, especially during a lockdown. Judgement sampling was used for data collection and the s@le size was 328.
Variables such as age, sex, aad firances were found to af?ect online shopping spree in the present studr. 1he study revealed
a change in behaviour leading to an increase in purehase of basics and hygiene products duringCOVID'I9 and &e &eory
of fear Euiter, et. al., 2001) v/as used to explain the shopping behaviour dwing COVID-19 in counties like lodia.

Maraz, A. &Yi, S-QO22) in their study found that Computsive buying behaviour increased dwiag the i.nitial months of
the pandemic. Individuals in high income groups were found to have the highest tendency for compr:lsive buying , although
the increase in compulsive buying behaviours over time was most proformdly found among t e economically weaker
sections of society. When analysed by regression model, High income groups had the strongest effect oo coryulsive buying
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after taking in consideration the effect ofstress, finances and age. The high income seaion depicted the strongest correlation

betwe€n stress and compulsive buying'

Nori,Ret.al.(2022)inthgirsfudyonl05palticipantsassessedtheroleofshorttermmemoryanddecision-making
athibutes in obsessive buying behaviour durin! the pandemic. Attempt was made to measure obsessivebehaviour' decision-

making abilities, short comings in short terri memory and online shopping habits. The results showed that during the

pandemic,peoplespenlmuchmoretrmeshoppingonline'boughtmoreand'spentmoremoneythartbeforetothepandemic'

Moreover, both higher levels ot strortcomings i,,lshort term memory aod iastmtaneous decision-making abilities led to a

grea,eltendencytoengagein"o,nput,iu"-uoying.Thesuidy'revealedShorttermmemorylapses'particularlyclosely
associated with the ability of decision makiog, ;;gi.iog "h*4 

or ffidonal conflicts, as predicto6 6f obsessive buying

a.s well as the instantaneous decision-makir,! *Ai iL. ftee ,esrle sugestea the need te develop speeific programs for

shoi term memory to improve thougbt processes related to coqulsive $opping behaviour"

Naeerq Ivf (2021) in his study on 40 custqEers &oE 6e llaited Kingdom Eied t) und"rsEnd &e psychology of impulsive

buyrngdr,rringthepandemiceditsiryadonpeisotlsmdeconomy.And!e@twasmadetoexplainhowthefear,
o"opi iro i, A"t 

"oa 
attitude to co86rm lacreaseil impulse buying dLrring the pandemic as such an attempt al

undersandiag aad interpreting sociat pems in tluring this period was made il this stufu' Besults rcvealed that rtlnerable

o"*"'o*o.or*,or,i"t,"".,r*,oraegivation,fearofpriceincrease,infoimationaborrthcreasingcasualties,
rurrrorrrs,hlpeesocialdemmastopuchaserrlorerr,trilebeingathome,fearofgoingoutside,Co\.ID-lginfectedworkeE
ia shops , and govt, guidelines to stay a, home, increased panic spontaneous buying behaviour arnong customers'

Di crosta A et. a:. {2021) ir their study highlighted the effect of the virus on individuals expqrditure levels Their studv

focused on compulsive buying betraviou, ird 
-varlables 

that had an impact on it . Perso[ality traits perceived hnancial

stabitity aod setf-justifications also were found to ptay a crucial role in compulsive behaviour duing covid times'

Compulsivebehaviourtowardsnecessitieswasfoundtobeaffecterlbyanxietyandcovidrelaedfears't{rilecompulsive
behaviow towards-non necessities *as predicted by depression'

CelikS.&kKoseGG(2021)madeanattempttoanalyzehumanconsumerbehaviorsdtrringthepandemicperiodftom
the perspective of psyoholog and marketing fields of soience . Theil shldy was conducted in Turkey on 660 individuals'

An assessment was made on the effect of ixiety experienced by consumers due to Covid-19 pandemic on their sfress-

copingstrategiesaswellastheeffectofstless"copingstmtegiesoncompulsive-buyingbehavior.Theconsequenceofthe

o_aa_"rn," ** a heightened level of anxiety among humans and opting for unorthodox consumption behaviors as

consuners. The interelation amolg anxiety, 
"opi'g "tyi" 

with sfress and compulsive purchase behavior was explored

Based on these intenelations, u .t i"turul -oa"i ** suggested indicating that anxiety has higb effect on the helpless

approachdimension,whichisoneofthecopingstyleswithstressandthathelpless,approachalonehasanefect
on compulsive buvine behavior. The mediatir,g:J oiintolerarrce ofuncertainty on compulsive buyirg behavior as one of

the stress-coping strategies was also assessed t flre stody. The findings higblighted intolerance of uncertainty in such an

interrelation had a partial mediating effect.

Islam T. et.al. (2021) conducted their study in a multi-cormtry setting including the U.s , chiua lodia and Pakistan' The

studywasbasedo[tl1estimuli-organism.ResponseandtheCompetitiveAlousalmodelarrdinvestigatedhowthepandemic
and the panic crcated by it, extemal stimuli,s such as Limited Quantity scarcity (LQS) and Limited rime scarcity (LTS)

aflect the emotional axousal among peopte, wirich in turn influenced consutners' impr:lsive and conpulsive buying

behaviors. Findings confirmed that iti and r,TS significantly increased perceived arousal in consumers, tfiich fi'rther led

to more impulsive and obsessive Uulng. Exoessive social media was also found to iutensifu the relafionship between

scarcity messages and perceived *o*il. s.."ity messages witr limited quantity and trme significantly developed

perceived arousal aod perceived arousal was fomdto have a significant positive relationship with impulsive and compulsive

buying'Therelationshipsbetweenperceivedaroualandimpulsive&compulsivebuyingwpsfoundtomoderatedbythe
urge to buy imPulsivelY' .

Jaspal,Ret'al.(2020)conducxedtheironlinesfudyonacrosssectionalsampleof4llparticipaltsiutheUnitedKingdom
whocompletedaSuveyon$rengthofsocialnetwork,politicattrust,feffofCovlD-lg,lengthofself.isolationand
compulsive bulng behaviour Reslfts for the various socio demographic groups revealed older people and lower income

groupswelelesslikelytoworkfromhomeinresponsetoCoMD.lg,peoplewithadiagnosedmeutalhealthdisorder
olrHUir"a t"r, political tlust and more fear of COMD-l9, also those vrho had depicted covid 19 symptoms were more
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' susceptible to corryulsive buyiog disorders. The structural equation model was used to how explain age, a diagnosed mantal
health disorder, having COVID-I9 symptomatolos. and strength of social network impacted working ftom home and
compulsive buying, ttrough the mediators ofpolitical trus! fear of COMD-I9 and length ofself-isolation.

The results demonstated that some groups may be rrulnerable to maladaptive behaviours and poor social, psychological,
and physical health outcomes and may require special support to cope effectively with fie effects of COMD-I9.

In another study by Lopes, B. et.al. (20?O) on a sample of 361 p*pl" io rte Uoitea Kiagdom an attempt was made to
e>ramine the impact ol COVID-I9 on symptoms of psydrosis, uady pac.aoia and hatlucinatiors. The study involved
panicipatioh i{ a 2 (self-isoladofl vs. flo seE-isolaribtr) x2 (perceived COVID-19 synpffmarolog, vs. ;9 perceived COVID-
19 syrptomarology) x 2 (exposure to COVID-19 o€v/s vs, cotraol) expqin€at online q&ere participants conpleted
measures of political trust, social netqiorlq le€r of CO\iID-l{ cwreut paraoid 6""&ts, hallucinatory experiences and
compulsive buying. Findings revealed er4rloyed people aod students were more vuloerable to paianoia. News increased
&e impact of fear of COVID-l9 on paranoi4 hallucinaioas ad corpuisive buying behaviour . News also enhanced the
impact of political trust on paraoia and hatlucinatious- CBT r ras suggested to address CO'vID-l9 praroi4 hallucinations
and compulsive buying

Summing up, compulsive brrying or shopping addiction is a mental and behavioural healdr conditioa characterized by
persistent, excessive, impulsive and uncontrollable desire to shop and spend in spite of severe psychological, social,
occr.pational and financial consequences. Their entire pattem of living surrormds this behaviour and cate$ !o this need. It
has an effect on mooq anger, stress, arxiety, depression, substance abuse, adjustment issues, eating and sleeping panems.
Persons suffering &om the disorder tend to wderstand and evaluate their feelings poorly and have low tolerance for
unpleasant psychological states such as negative moods. Engaging in such behaviour for long can lead to feelings ofregret,
remorse, shame, guih and even depression in some. Purchases are made in order to improve mood, cope with stress, gain
social approval, recognition and improve self-image etc.

In accordance, the present study has been underta-ken with aperspective based on previous research and data available that
onset ofthe disorder occws in the late teens and gradually tums chronic, as such this particular wlnerable statum of society
needs ro be mder$ood better.

Furthermore, the CO\{ID- 19 pandemic period witressed unprecedented restrictions imposed on all aspects oflife including
the desire to compulsively buy. This led to further complicating the 'desire to buy urge' and consequeat mental hea.lth
challenges.

The present study, gives important insights into the studies undertaken till date and the socio economic demography covered.
Though comprehensive, there exists scope to still e:plore more literatwe for future studies to be undertaken globally and
in India on these maladryaive behavious in context of the pandemic. Despite these limitations, the preseot study was
undertaken with a perspective on the relevance of such psychololical behaviours and their impact on tifestyle and the
economy in the long run.

An atternpt was made here to reYiew and compile the available literafure Aom various sources on studies rnderta&en during
and after the pandemic on this behaviour thus having hewistic and reference value for studies to be undertakea on this issue
in the near future.
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