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Abstract  

Today, shopping is out of consumer control. There are several factors that directly or 

indirectly affect people's purchases. People need to be aware of consumer buying 

behavior (CBB) and the harmful effects that can lead to financial debt and family impact. 

This paper discusses the various precursors and limitations of compulsive purchases of 

CBB, as well as the role of anxiety, perception, and motivation in CBB. Comprehensive 

studies are conducted on factors that may directly or indirectly form the basis of CBB. 

The antecedents have been divided into two sections: a) compatibility factors and b) 

incompatibility factors. Factors of concurrence have the greatest impact on CBB, while 

factors of non-concurrence have the least impact on CBB. The main advantage of this 

term paper is that it provides other researchers support on shopping addiction, as well as 

individuals and marketers. The study also highlights the decisive shortcomings and 

harmful effects of CBB on the social, private, and financial life of an individual. The 

research presents a theoretic basis for compulsive buying that combines antecedent 

concepts from earlier research literature work sources in sociology, marketing, 

psychiatry, and psychology.The latest analysis will contribute to a better overall 

knowledge of compulsive buying, awareness aboutimpulsive disorder, marketing 

inferenceas well as direction for future research have also been discussed in the paper.  

Keywords: Compulsive buying,self-esteem, Self Control, Social status, COVID-19, 

Perception, anxiety, motivation 
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Introduction 

Shopping is now our basic daily activity. The majority buy things at least once a day. These can 

be required products (milk, vegetables, other fresh foods, etc.), comfortable products (clothes, 

utensils, shoes, etc.), or luxury products (LED TVs, cars, microwave ovens, etc.). Over time, 

people's buying behavior has changed. At first, they only buy essential products, but for some 

reason,their buying behavior changes, and they resort to compulsive buying. Uncontrolled 

purchases are irregular forms of shopping and spending, and distressed buyers have 

uncontrollable, overwhelming, periodic, and endless buying urges to relieve negative discomfort. 

(O`Guinn& Faber, 1989) Therefore, there is a need to find the factors that cause this compulsive 

buying behavior. In the presentpaper, researchers examined 50 major latest and most related 

research papers listed in various journals.The evaluation shows that Turkish women were more 

vulnerable to compulsive buying and the impact of age and income factors on compulsive buying 

(Ergin, 2010). literature research has shown that excessive shopping has a favorable impact on 

personal debt(Abdullah et al., 2021)based on which in present research many antecedents will be 

estimatingtheir direct or indirect effect causes compulsive buying.The determinants of 

materialistic views among youngsters are tested and validated in this study, which adds to a 

scientific approach(Islam et al., 2017). Extrinsic factors are a sign of underlying anxiety as well 

as a healing method used to ease issues and meet wants(Roberts et al., 2003). The goal of this 

research is to examine recently published journal research that looked at the link between buyers' 

compulsive buying behaviour and personal debt, and if there is a direct or indirect effect between 

these factors. 

Method 

Eligibility Criterion  

All studies examining the antecedents and their effect on CBB were eligible for review. The 

inclusion criteria were i) publication date between 2000 and 2021, (ii) an empirical study, (iii) 

written in English language, (iv) published in a scholarly peer-reviewed journal, and (v) 

conducted an objective assessment of CBB and various antecedents objectively. Studies were 

excluded from the review if the study i) single-case research, (ii) unpublished thesis and 

dissertation studies, and (iii) not published in a peer-reviewed publication. 
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Information source and Search 

A literature search was carried out using EBSCO (which comprised the academic databases 

Academic Search Complete, PsycARTICLES, and PsycINFO), Web of Science, PubMed, 

ScienceDirect, and Wiley Online Library. During November 2021, we carried out a number of 

searches in the mentioned electronic databases using the following search terms: (Compulsive 

buyingbehavior OR shopping addiction OR compulsive buying disorder) AND antecedents OR 

factors (compulsive buying behavior* OR shopping addiction* OR compulsive buying disorder) 

AND antecedents* 

Study Selection and Data Collection Process 

Following the initial literature searches, the titles and abstracts of all studies were screened 

before possibly pertinent studies were further evaluated for eligibility. The PRISMA flow 

diagram provides comprehensive information on the study selection process (Figure 1). 

Sampling bias and measurement bias were both evaluated as part of the risk of bias assessment 

procedure for each study. 
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Figure 1: PRISMA flow diagram 

Results 

Study Selection 

The original search yielded a total of 1980 studies (Web of Science, n = 732; EBSCO, n = 564; 

PubMed, n = 227; Wiley Online Library, n = 44; ScienceDirect, n = 415). 1936 papers were 

excluded after the titles and abstracts of each study were reviewed because they were notsuitable 

for the current review. 20 other studies were disregarded because they duplicated (n = 17) or had 

only an abstract (n = 3). As a result, 30 studies in all were selected for the eligibility phase.Nine 

studies in all were disqualified from consideration due to language problems (n = 3), unpublished 

dissertations (n = 2), single-case reports (n = 1). These steps led to the inclusion of 21 

appropriate empirical papers in the review. 

Study Characteristics 

Antecedents of Consumer Buying Behavior 

A good way to present the idea of CBB is to combine it into an understandable predecessor. The 

generalizations of the preceding cases presented in the literature review are described, together 

with the relevant references shown in the figure. All significantantecedents measured in 50 

articles are highlighted in Figure along with their count. Self-esteem has a maximum number of 

total counts of 39, so, if a buyer makes a compulsive purchase, we can say that self-esteem is the 

strongest antecedent. Table1 gives a detailed review of the antecedents of the CBB. Some of the 

more independent factors are explored in several research papers listed below. 
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S.No. Antecedents of CBB 
 

References  
 

Total 
Number  

1 Self-esteem (Adnan Latif. Ali Hasan, 2018; Ali & Zubairi, 
2020; Bighiu et al., 2015; Bu & Go, 2008; 
Davenport et al., 2012; Dittmar, 2005; 
Ergin, 2010; Faber & O’Guinn, 1992; Gupta, 
2013; Gwin et al., 2005; Jalees et al., 2014; 
Japutra et al., 2017; Jiang & Shi, 2016; 
Khare, 2016; Li et al., 2014; Lo & Harvey, 
2014; Maccarrone-Eaglen & Schofield, 
2018, 2019; Maraz et al., 2015a, 2015b; 
Mohanraj, 2017; Moschis, 2017; N, 2007; 
Pandey, 2016; Quoquab et al., 2015; Rao, 
2013; Raudsepp & Parts, 2016; Ridgway et 
al., 2008; Roberts & Pirog, 2004; Shoham & 
Brenčič, 2003; Singh & Nayak, 2015, 2016; 
Spiteri Cornish, 2020; Suresh & Biswas, 
2019; TATIĆ & ČINJAREVIĆ, 2016; 
Workman & Paper, 2010) 

[36] 

2 Gender (Attiq, 2015; Bighiu et al., 2015; Davenport 
et al., 2012; Gupta, 2013; Jalees et al., 2014; 
Japutra et al., 2019; Jiang & Shi, 2016; 
Maccarrone-Eaglen & Schofield, 2019; 
Maraz et al., 2015b; Rao, 2013; Roberts & 
Pirog, 2004; Spiteri Cornish, 2020; TATIĆ & 
ČINJAREVIĆ, 2016; Workman & Paper, 
2010) 

[14] 

3 Marital status (Jalees et al., 2014) [1] 
4 Materialism (Attiq, 2015; Gupta, 2013; Li et al., 2014; 

Maccarrone-Eaglen & Schofield, 2018; 
Maraz et al., 2015a; Rao, 2013; Singh & 
Nayak, 2015; TATIĆ & ČINJAREVIĆ, 2016) 

[8] 

5 Self Control (Bighiu et al., 2015; Davenport et al., 2012; 
Ergin, 2010; Gupta, 2013; Jalees et al., 
2014; Japutra et al., 2019; Li et al., 2014; Lo 
& Harvey, 2014; Long & Khoi, 2020; Maraz 
et al., 2015a; Rao, 2013; Singh & Nayak, 
2015; Spiteri Cornish, 2020; TATIĆ & 
ČINJAREVIĆ, 2016; Zwanka & Buff, 2020) 

[15] 

6 Credit Card Use (Bighiu et al., 2015; Ergin, 2010; Gupta, 
2013; Jalees et al., 2014; Japutra et al., 
2019; Li et al., 2014; Maccarrone-Eaglen & 
Schofield, 2018; Maraz et al., 2015a; Rao, 
2013; Singh & Nayak, 2015; Spiteri Cornish, 
2020; TATIĆ & ČINJAREVIĆ, 2016) 

[12] 

7 Age (Attiq, 2015; Bighiu et al., 2015; Davenport 
et al., 2012; Gupta, 2013; Japutra et al., 
2019; Long & Khoi, 2020; Maccarrone-
Eaglen & Schofield, 2018; Rao, 2013; Singh 

[13] 
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Table 1: List of Antecedents of CBB 

On the base of the previous 50 research work,a table1 factor of CBB has been drawn in which 

more than 17 factors are which are supporting causes for CBB found. These factors are further 

divided into majorly two parts concurrence and non-concurrence according to their counts in 

table 1 are shown in the graph figure below. 

 

& Nayak, 2015; Spiteri Cornish, 2020; 
TATIĆ & ČINJAREVIĆ, 2016; Wright, 2020; 
Yau et al., 2020) 

8 Mood (Pandey, 2016; TATIĆ & ČINJAREVIĆ, 
2016) 

[2] 

9 Self-control (Jain et al., 2018; Jiang & Shi, 2016; Kaur, 
2018; Maccarrone-Eaglen & Schofield, 
2017, 2018) 

[5] 

10 Social media (Mikołajczak-Degrauwe & Brengman, 
2014; Quoquab et al., 2015; Singh & Nayak, 
2016; Sofi et al., 2018)(Japutra et al., 2019) 

[5] 

11 Social status (Attiq, 2015; Dittmar, 2005; Japutra et al., 
2017; Jung, 2017; Li et al., 2014; Maraz et 
al., 2015a; N, 2007; Rao, 2013; Roberts & 
Pirog, 2004; Singh & Nayak, 2015; TATIĆ & 
ČINJAREVIĆ, 2016) 

[11] 

12 Education (Ariffin et al., 2018; Díez et al., 2018; Jalees 
et al., 2014; Long & Khoi, 2020; Sheth, 
2020; Sofi et al., 2018) 

[6] 

13 Internet (Bhatia, 2019; Bighiu et al., 2015; 
Davenport et al., 2012; Dittmar, 2005; Jain 
et al., 2018; Jiang & Shi, 2016; Long & Khoi, 
2020; Maccarrone-Eaglen & Schofield, 
2019; Maraz et al., 2015a, 2015b; Rao, 
2013; Sheth, 2020; Spiteri Cornish, 2020; 
Suresh & Biswas, 2019) 

[14] 

14 Media Celebrity 
endorsement 

(Adnan Latif. Ali Hasan, 2018) [1] 

15 Income (Ali & Zubairi, 2020; Fridayanthie, 2016; 
Jalees et al., 2014; Long & Khoi, 2020; 
Ridgway et al., 2008) 

[5] 

16 Covid 19 (Long & Khoi, 2020; Rusi Jaspal, 2020; 
Sheth, 2020; Song et al., 2020; Wright, 
2020; Yau et al., 2020; Zwanka & Buff, 
2020) 

[7] 

17 Further(additional) (Duh & Thorsten, 2019)(Roberts & Roberts, 
2012; Singh & Nayak, 2015)(Japutra 
et al., 2017, 2019)(Doss, 2011) 

[6] 

   [161] 
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                                           Figure-: CBB’s Factor 

Antecedents that influence CBB cannot be deliberated straightforwardly. The literature review 

suggested a large number of antecedents.  After reviewing a large number of CBB-related 

papers, sixteen factors have been finally identified.  

These factors have been divided into concurrence and non-concurrence: - 

Factors of Concurrence 

Generally agreed opinion or judgments between groups of researchers for compulsive buying 

behavior are as follow: 

1. Self-esteem 

Self-esteem is referred to as self-worth or self-respect. Self-esteem levels need proper balance in 

life.  High Self-esteem or low Self-esteem spectrum can be harmful, so ideally, it is best to strike 

a proper equilibrium somewhere in the middle. According to the “symbolic self-completion 

theory” described by F, Quoquab, “When individuals suffer from the discrepancy between their 

desired-self and actual-self, they experience low self-esteem which eventually leads them to 

acquire symbolic possessions more and more with the motive to reach the desired-self” 

(Quoquab et al., 2015). 

Sometimes it becomes essential to grasp the effect of the triviality of self-esteem by making an 

allowance for it and research has shown that self-esteem directly or indirectly affects the 

compulsive buying of an individual. Thus, poor self-esteem is strongly connected with 

CBB(O’Guinn& Faber, 1989). 
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2. Gender 

Many studies have recognized the relation of CBB universality among women. Gender as a 

factor has a great impact on CBB.  According to one compulsive buying study, females in 

comparison to males get more pleasure from shopping Clinical and community-based studies 

have indicated that 80-95% of women compared to men are more compulsive consumers (Faber 

&O’Guinn, 1992). 

The inclusion of gender as one of the antecedents in the study proved helpful. The research 

results showed that gender does not affect early teens’ compulsive buying behaviour, but it was 

found that gender with stress has notably forced compulsive purchasing in the beginning 

teenagers. (Roberts & Roberts, 2012). 

3. Age 

Many changes have been observed in human behavior since their birth. Many likes or dislikes 

majorly depend on age. If one child’s choice is toys then the other one is fond of electronic 

gadgets. Age is considered a demographic factor like - gender, education and 

socioeconomicstatus, and so on. Female purchasers between18-34 (approximately) years are 

more fixated on compulsive buying (Koran et al., 2006). According to this study, 84.6% of CBB 

and shopping addicts were female students in the age group of 20 years (Raudsepp& Parts, 

2016). Consumer age does have an impact i.e. occurrence is higher of CBB in both SC(Severely 

compulsive) and MC(Mildly compulsive) groups of the 18-24 age (Maccarrone-Eaglen& 

Schofield, 2019). 

4. Income 

Research has shown that there is a major connection between compulsive buying behavior and 

higher income (Dittmar, 2005). It was found that those who have lesser income but have a low 

score of CBB compared to those who are non-compulsive buyers (Maccarrone-Eaglen& 

Schofield, 2019). 

Further studies show that Income and education are correlated and influence surely the tendency 

of the consumers to acquire goods and it causes impulsive buying to demonstrate their social 

status to others (Jung, 2017). 

 

 

 



Page 901 of 916 

ANKITA JAIN /Afr.J.Bio.Sc. 6(13)(2024).893-916 

 

5. Materialism 

Many researchers have described materialism as a factor that affects compulsive buying 

behaviour or maybe the main antecedents which cause compulsive buying. What does 

materialism mean? A propensity to like material things and get physical relief out of them. If 

people are going for compulsive buying with the intended development of uniqueness and 

refurbishment of feel, then there are many feasible chances of involvement among compulsive 

buying and materialism (Dittmar, 2005). There is no extraordinary variation in both variables, 

neither by income variation nor by age, to assess the effect on materialism and CB by outright 

variables (income and age) in the study. Females’ buying behaviour has been on emotions and 

materialism while regarding male, their desire gratify the rapid urge as soon as possible 

(KovačŽnideršić et al., 2014). By different output from research it can be concluded that if in 

buying behaviour more value is given to materialism, its compulsiveness can create a serious 

loss of financial condition, mental peace, and family environment. 

6. Education:  

   Some variables which are characterized as demographic variables like sex, age, marital status, 

as well as education pressurize consumers’ wealth viewpoint (Khare, 2016). According to one of 

the researchersto save the community from the harmful impact of CBB education is one of the 

most important factors (Gupta, 2013). 

According to some of the research work education and income per month of the buyers has an 

important connection with the consumer’s impulse buying behaviour. In a study (Rana 

&Tirthani, 2012) it was found that less-educated consumers in comparison to more educated 

consumers are extra impulsive in taking their purchasing decisions. 

7. Credit Card Use 

Consumers who use credit cards usually spend more than those who use other means of payment. 

While comparingto 2019, the CODIV-19 epidemic, which prompted even more individuals to 

use credit cards, will have a significant impact on the statistics in 2021.India is a highly debt-

friendly market, Bank wise one of the best sources (https://findly.in/credit-card-usage-in-

india/)829.4 million debit cards were reported as of April 2020. which gives up the detail of 

credit card usage in India, which is 25% is the compound annual growth rate (CAGR) during 

2020-2025.In the next 4 years, the Indian credit card sector is expected to reach about a fifth of 

its present value.Dittmar reported in his research that the culture of earning and credit cards has 

made it easy for people to spend lavishly their current capacity and possible income in 

purchasing (Dittmar, 2005). 

https://findly.in/credit-card-usage-in-india/
https://findly.in/credit-card-usage-in-india/
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Internet 

At present, the internet is a very essential part of life just like food, cloth, and shelter. The 

internet facility is affecting the purchasing behaviour of buyers. When we are using the internet, 

the majority of the time advertisements pop up regarding the latest deals, etc. which further 

attracts the buyers and their choices. Moreover, displaying the same advertisement attract buyers 

and the process of CB takes place leading to huge financial and family distress (Lee, Park, & 

Lee, 2016) mentioned in their research that the “use of the internet has a sturdy optimistic link 

with online compulsive buying.” The results of the research show how materialism,fashion 

curiosity, and the pressure of the Internet habit on the e-compulsive shopping behaviour of 

Mumbai consumers affect their lives. (Bhatia, 2019). 

Compulsive shoppers of any age are dependent on the surrounding world online so that they can 

buy products without any bother, far-off from the view of family or friends, or society, far away 

from their criticizing or disapproving or negative interference. This number is quite high taking 

into consideration that out of the 100 respondents, 13 showed this online shopping need, the 

social and economic consequences connected with compulsive behaviour (Bighiu et al., 2015). 

8. Marital status 

According to the study done by Jung, marital status does play an important role. Single 

consumers tend to purchase more as compared to married ones. After marriage individuals were 

found to be more responsible for their expenses or purchasing and regulator their impulsive 

tendencies of buying behaviour. 

9. Self Control 

Self-control concerns the capacity of a person to refuse to accept inner requirements so that 

person can achieve the best possible result (Jiang & Shi, 2016). 

Vijay & Kumar, 2020 says that at the point when Willpower is more prominent than the longing, 

the buyers won't, in general, buy the item (Vijay & Kumar, 2020). 

As mentioned by Gifford (2002), “Individuals who are emotionally vulnerable are low in self-

control and impulsive in nature.” Self-control is a process of thinking that is mandatory for 

regulating one's behaviour to achieve a specific objective. So, research says that compulsive 

buying behaviour takes place when buyers lose self-control, transposed, orthere is a negative 
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correlation between self-esteem and compulsive purchasing patterns(TATIĆ & ČINJAREVIĆ, 

2016). 

“The aspiration for satisfaction is found to overtake the self-control of particular and forces to 

indulge in buying decisions”. Buyers also waste energy managing their impulse to buy, which 

they feel will lead to swift and bad buying decisions(Pandey, 2016). 

Self-control is a feature of inhibitory control, which is the ability to control an individual’s 

behaviour, emotions, feelings, or doing an act, in the features of impulses. Self-control is 

a conscious thought that is required for achieving definite goals by bendable one's activities. 

The “two-dimensional model” shows as a result that the inspiration to buy when out of control is 

the product of the division of compulsive and lack of impulsive elements of self-control that are 

behavioral trait characteristics(Maccarrone-Eaglen& Schofield, 2017). 

Factors of Non-Consensus: 

Some of the factors that are not agreed upon by many researchers but these variables that have an 

impact on compulsive buying behaviour are as follows: 

10. Mood 

A temporary set of minds at a particular moment in time or feeling of buyers at a point in time 

affect the behaviour of consumer for buying. The mood may be positive or negative which forces 

shopping in a balanced manner. 

Compulsive buyers are different in behaviour as it has been found in a study by Maraz that CB is 

like to misuse drugs to experience some mood or anxiety disorder (Maraz et al., 2015a). 

11. COVID 19 

Novel Coronavirus is an infectious disease whose transmission is very fast from one to another. 

The whole world is affected by this latest pandemic. Some researchers on the Malaysian 

population showed that there is an increase in CBB among them(Yau et al., 2020). 

In the present time, the consumer is anxious and depressed regarding their health, and to 

decrease this nervousness and terror retreat to compulsive buying(Song et al., 2020). 

12. Social media  

Every generation, directly and indirectly, is connected with social media. Social media is the 

usage of websites and applications which are designed to permit people to share their substance 

or feelings efficiently, in an open world. Compulsive buying is more popular with the people 

who make use of social media (Rusi Jaspal, 2020). 
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Social media has no limit on sharing information but a motivation towards buying only takes 

place when it is in impulsive form. On the webpage, there is an advertisement for stuff related to 

that person who is using social media. Usually, webpage display thing that customer refuses to 

purchase as not necessarily required or maybe out of their budget, but sometimes the related 

products are shown by advertisement on social media, person lose self-control and divert 

themselves to compulsive buying. 

The study about the information on the subject of COVID-19 found that consumers the use 

social media as the main source were doing more compulsive buying (Rusi Jaspal, 2020). 

13. Social status 

According to one research increase in buying is psychologically forced, decided by effective 

profit and monetary limitations also to publically show off the purchased products(Dittmar, 

2005). 

A person having low socioeconomic status is less affected by CBB in comparison to a person 

with high socioeconomic status as they are affected by impulsiveness(Workman & Paper, 2010). 

The acts of buying by compulsive buyers are also those which are connected with social status 

and imagine social recognition and accomplishment (Roberts &Pirog, 2004). 

14. Media Celebrity endorsement  

In one of the blogs of hub spot, it has been verified that for efficient tactic promotion of any 

product or goods Celebrity endorsement is important(10sep 

2020,https://blog.hubspot.com/marketing/celebrity-endorsements). A celebrity name leads to 

general integrity, and is influenced by the obvious state of mind toward a product (Adnan Latif. 

Ali Hasan, 2018). 

This exploration adds to a developing assortment of writing on the impacts of a superstar-soaked 

media condition and the development of materialistic attitudes. The fact from the researchshows 

that force from the peer crowd is assisted to produce the materialistic standards and compulsive 

buying performance among youth (Adnan Latif. Ali Hasan, 2018). 

15. Other antecedents 

There are a few additional antecedents that have been mentioned in the literature review has 

resulted in compulsive buying of consumers like adolescence, advertisement, brand attachment, 

brand attitude, family environment, and environmental effects. 
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Research suggests that adolescence (Dittmar, 2005)is a phase in which major biological, social, 

and psychological, changes take place and human beings begin to exhibit tendencies of 

compulsive buying(Bu & Go, 2008). Strategy designers have realized the need to guide 

compulsive buying through advertisement formation(Japutra et al., 2017). Brand 

attachment(Japutra et al., 2017) refers to the power of the arousing link that connects the brand 

and the consumer, linking the mindset in the direction of the brand(Japutra et al., 2019). The 

impact of a celebrity's credibility has a profound impact on branding as well as purchasing 

branded product, (Doss, 2011). In the context of parenting patterns, several investigators have 

stressed family socialization behaviours(Moschis, 2017). 

CBB and its impact on Anxiety, Perception, and Motivation 

 

 Motivation  

In terms of the importance of statistical features on motivation buying, the age range of 20-29 

years appreciates motivation purchasing more often than other age groups(Vijay & Kumar, 

2020). 

The range test results upon the psychological correlates and motivations affiliated with 

compulsive buying revealed that the scanned compulsive buyers did not vary significantly from 

the personality compulsive group on any of these variables, but they did differ significantly from 

some of the other average users(Faber & O’Guinn, 1992). 

 

 Anxiety 
In some of the research, it has been shown that compulsive behaviour of shopping is 

accompanied by anxiety and further depressing feelings. Consumers affected by compulsive 

disorder feel nervousness, they got relief from this by shopping that has created anxiety, 

family difference, or financial loss(Davenport et al., 2012). 

 Perception: 

Few researchers found the reason behind compulsive buying is motivation either by social 

media or window shopping. In the study about CBB (Kukar-Kinney et al., 2016)authors 

concluded that some of the websites for shopping usually signify attractive deals shopping 

for compulsive purchasers, because of mental relief and social display that motivates the 

consumers for buying. 
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Discussion 

Approximately two hundred papers were downloaded for analysis regarding compulsive buying 

behavior and out of them an intensive study on fifty papers was done between 1992 to 2020 

that affect CBB. Authors in those papers have used a variety of samples and methods/techniques 

to do analysis and have mentioned various variables. Various limitations were also mentioned by 

the authors. 

Nguyen Ngoc Long et al. (2020) proposed an empirical study model about the hoarding of food 

at the time of Covid-19 with quantitative research(Long & Khoi, 2020), which shows that the 

presumed variable of conduct, has a sturdy influence on the decision to hoardalthough 

people are aware of the rising danger. Another study by Rusi Jaspal et al. showed that some the 

particular religious group has a smaller amount of political belief moreover CBB took place(Rusi 

Jaspal, 2020). Another study by Russell et al. (2020) brings into awareness that the philosophical 

construct will continue to change the COVID-19 disease outbreak resulting in irreversible 

changes in behaviour by shoppers. 

Those that have a stronger feeling of belonging and show more materialism as consumers 

perceived (Song et al., 2020)a greater possibility of death.When an alternative has been found by 

the user under the state of lockdown it will make disappear those preferences, (Sheth, 

2020)although many preferences are likely to come to reverse to usual.Simple impulse buying 

behaviour is greatly affected by social influences (Ali &Zubairi, 2020)and implies purchasing 

behavior. 

Through constructive perception, stressful problem solving, and psychological detachment, 

the trial reveals that it is successful in reducing the effects of consumer buying disengagement 

(Spiteri Cornish, 2020).Each COVID-19 pandemic reaction has been unique as well as predicted 

around the same moment(Yau et al., 2020). People were in behaviour of hoarding during the 

time of pandemic 2020. The situation changed the choice or their materialistic value but the 

impulsive buying was there because of uncontrollable behaviour for hoarding.  

Many of Researchers showed in their studies that females (Maccarrone-Eaglen& Schofield, 

2017) are more impressionable towards compulsive buying. Most of the purchases in CBB are 

unplanned in which (Shoham&Brenčič, 2003) women in the CBB are more non-judgmental. It is 

found that impulsiveness persists beyond what faced by women(Maccarrone-
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Eaglen&Schofield,2019) with increased strength in comparison to male. The higher income as 

well contributes to an increase in objectivity in female consumers(KovačŽnideršić et al., 2014) 

and a decrease in impulsive purchase intention. Women are more compulsive than men in 

shopping (Maraz et al., 2015a). ‘Compulsive buying was found to be attributed to 

jealousy’,(Faber &O’Guinn, 1992)but not possessiveness.  

when cross-cultural a cross-gender study done (Maccarrone-Eaglen& Schofield, 2018) it has 

been found that the central aspects of the condition, compulsive shopping and self-control 

compromised spending. 

The author found from the empirical study done in UK 1) CBB was more noticeable along with 

females in comparison to males, and 2)There is a relation in a compulsive purchase as according 

with the age(Dittmar, 2005). 

One study in buying behaviour(Khare, 2016) concludes that gender is not the most effective 

factor that influences compulsiveness but young persons are found to be more compulsive in 

their purchasing behaviour. 

In both low and high-stress conditions, females showed higher levels of compulsive purchasing, 

and also in early teens are greatly influenced by both anxiety and gender reported in the 

study(Roberts & Roberts, 2012). 

According to (Suresh & Biswas, 2019) Online, compulsive consumers are more character-driven 

by default and wind up wasting much time on the internet for shopping than offline. In the same 

kind of research about internet addiction for shopping (Bighiu et al., 2015)outcome was, there 

was a high-level control disorder of online shopping among consumers. 

Besides (Quoquab et al., 2015)research reveals that materialism affects compulsive shopping 

greatly, explicitly, and favorably. In the same study, it is found that CBB indirectly 

influencesself-esteem too. 

In many earlier studies, it has been established a sturdy connection between compulsive buying 

behaviour and materialism(Jalees et al., 2014). It discovered that materialism is a major 

determinant of purchase actions. 
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It is found in the study by (N, 2007)about the positive correlation between compulsive buying 

with materialismwhile a study was done in Pakistan(Adnan Latif. Ali Hasan, 2018)It was 

observed that young Pakistani adults display elevated materialistic ideals. 

As seen by its moderating role among the people of South Africa and German,(Duh & Thorsten, 

2019) the impact of the budget money mindset on compulsive buying could be much greater 

while motivated by pleasure. 

Also, some researchers have analyzed factors, which help to recognize the independent impact of 

customers ' buying decisions(Mohanraj, 2017) in Bangalore along with Chennai. 

As some of the research present views that the causes of CBB due to brand attachment,(Japutra 

et al., 2019)to induce proactive customer behaviour. 

It is accomplished in the study (Leppink et al., 2016)of maladaptive that to deal with different 

stages of sadness impulsive behaviour like buying or skin picking can help it out. 

In the other study(Maraz et al., 2015) the frequency of compulsive purchases amongst 

nationwide survey Hungarians is shows to be slightly smaller than that of shopping center 

consumers. 

In the research study in the Estonian marketplace(Raudsepp& Parts, 2016) analysis resulted that 

compulsive shopping activity persists in Estonia and some of them seem to be addictive buyers 

who are involved in wasting all the wealth in the place of saving. 

In some of the results from the study(Davenport et al., 2012)show that as often as compulsive 

purchasing behaviour reduces, stress response rises, social desirability is poor for compulsive 

buyers. While by using exploratory analysis, a theoretical framework constructed(Workman & 

Paper, 2010) by putting different groups of researchers, showed the factors and their effect on 

CBB. 

It has been found in the study(Díez et al., 2018)women when compare their behaviour of 

compulsive buying with gambling disorder, they expend considerably extra money towards 

compulsive buying.In specific, age of initiation of behaviour, years spent before addiction-

related disorders emerged, and stage where they seek specialized assistance. 

Students of towns seem to be more willing to get interested in CB, compared to rural students. It 

was originated(Jiang & Shi, 2016) that inadequate self-control is the general fundamental 

mechanism that underpins over cognitive state morbidities of CB and more. 
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Social influences provide a major impact on a customer's purchasing conduct, (Baker et al., 

2016)so these forces can offer explanations for increasing the desires of the buyer or generating 

expectations that can contribute to the purchase of goods. 

The advertisement also acts as a major factor in encouraging CBB. Almost all compulsive 

buying tends to be closely connected to the views towards advertisement (Mikołajczak-

Degrauwe&Brengman, 2014). 

Many of the time advertisements mislead the person in their buying decision, majorly in the case 

of the youthful purchaser. The effect of subliminal advertise encouragement has been shown to 

have a major outcome on a youthful consumer's overall spending behaviour which is found in 

research(Sofi et al., 2018) 

Based on some observations some researchers concluded that behaviour plays a major role in 

purchasing.The shopping therapy expectation for rotating a negative mood into an optimistic, 

one is shown in the study done (Pandey, 2016).It is now a society where in the tradition is 

unnecessary buying. Now day by day compulsive buying for society is becoming a rising 

problem accomplished by (TATIĆ & ČINJAREVIĆ, 2016)in their research. 

Forgoing shopping has been found to act as a bridge and to act as a moderating factor in both 

focus-to-social-comparison-information and compulsive purchasing behaviour(Attiq, 2015).  

Finding from some research (Pradhan et al., 2018) is that buyers prefer to pay out rashly and 

typically make supplementary expenditures whereas using credit/debit cards.The results of the 

same research suggest that buyers who display IB are often-materialistic towards CB. 

Brand image is the mindset or it can be said as the perception of consumers in the relation of a 

particular item for consumption.Finding from research(Japutra et al., 2017) demonstrating that, 

whenever the appearance of the brand is in line with the buyer's desired self-concept, the 

propensity to make compulsive transactions rises. 

In many of the research done, the outcome (Lo & Harvey, 2014) suggests that compulsive 

buying is motivated by an obsessive compulsion to consume those items rather than by an urge 

to collect or store certain goods.It has been indicated by Compulsive shoppers that they investing 

more wealth in their preferred items than their peers did. 
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According to some research (Li et al., 2014), finding is that about 6.7percent of the survey 

indicates a compulsive habit of purchasing and that women were most affected. The research 

also mentioned the difference in the factorial arrangement (location-based). 

According to research(Singh & Nayak, 2016) findings that adolescents with lower levels of self-

esteem have a high tendency of compulsive possession of material goods. Adolescents 

undergoing stress due to family and non-family causes have a greater tendency to CB activity 

than people experiencing less such incidents also found in further research(Singh & Nayak, 

2015). Adolescents’ self-esteem is a closer measure in forming adolescents’ compulsivity. 

It recognizes that the Social Shopping Incentive factors can cause compulsive behaviours (Qadri 

et al., 2016), decision-makers could create smarter choices on this premise to direct shoppers in 

the community.There were some finding from the same study had some consequences for 

decision-makers and academics. 

Limitations  

Even though this write-up put in some important information about the compulsive behaviour of 

buying, it is with its drawbacks. The first limitation is related to the Quantity of literature 

reviewed is very small in this paper. Second, in this study different area(places) is studied. 

Therefore to simplify the results of this write-up is hard to serve exactly for society with different 

cultural surroundings. Succeeding studies be supposed to enlarge the size of write-ups and more 

awareness or cope-up should research for the compulsive disorder of buying. 

Conclusion  

Compulsive buying has become a growing experience in today's postmodern consumer culture. 

Much research has found that consumers are engaged in compulsive buying to come up from the 

low self-esteem or anxiety of social status. Almost all ages of a person but especially young 

adults who are tech-savvy favour to expend time on the online or the Internet so they cannot 

imagine or survive their life lacking it. It can conclude that CB occurs due to a lack of self-

control by an individual. If a person spiraling in their self-control then it could be beneficial to 

them to avoid impulsive buying. At the same time CBB lead to affect environmental life. In 

marketing there is a time of social responsibility (Kerin et al., 2011), if marketers either 

knowingly or unknowingly encourage increased consumption among compulsive buyers who 

cannot pay for their purchases, potential negative outcomes stand to impact others well beyond 
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the span of the personal psychological and financial situations of individual consumers. 

Economic and social problems resulting from unmanageable amounts of debt can be experienced 

by compulsive buyers, as well as by their families. Creditors who are unable to pay off their 

debts can also be adversely affected by this abnormal marketplace behaviour. 
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