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ABSTRACT — We live in a modern society, which imposes
an alert pace of daily life for all of us. As a result, there are
constant attempts to find ways for people to access any
service as quickly as possible. The COVID-19 pandemic

has made drastic changes in human behaviour, lifestyle and
the reality people live in. There is a concern that people

are living in times of multiple existential, economic and
instability threats due to drastic changes in daily life. Also
known as Oniomania, the habit of compulsive shopping

has come to the attention of the medical world. Studies
show that the habit of buying excessively has become a
concern in today's society, being similar to other well-known
compulsive or addictive disorders, such as substance abuse,
gambling addiction, or eating disorders. Online shopping
offers multiple benefits, therefore there has been an increase
in using online shopping, especially during the COVID-19
pandemic, as people had no other option than to stay at
home and use the Internet for various purposes.

METHOD: The review of the literature draws on searches
within databases including Pubmed, Science Direct,
Elsevier, EBSCO, Medline.

ConNcLusION: Health crises, such as epidemics and
pandemics, can be a key factor in compulsive shopping.
There are seven variables which are thought to influence

the possible development of online shopping addiction:
low self-esteem, low self-regulation; negative emotion,
enjoyment, gender, social anonymity and cognitive overload.

KEYWORDS — online shopping, shopping addiction,
compulsive shopping, pandemic.

INTRODUCTION

Internet has become an important resource for
people all around the world, as it has improved almost
every aspect of everyday life. When it comes to shop-
ping, the development of online environment, the use
of credit cards, along with various media campaigns
have made shopping much more eflicient and acces-
sible (Luca, Burlea et al 2020).

However, if used excessively, Internet can have a
negative impact on individuals and cand affect them
in many ways, especially from a psychological point of
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view (Diaconu, 2019; Joussellin, 2021; Lefter, 2018;
Sandu & Nistor, 2020).

COVID-19 pandemic is a global public health
emergency. People from all over the world confronted
with several challenges related to mental health, such
as panic attacks, phobias, anxiety, sleep disorders or
dissociative simptoms (Luca, Baroiu et al, 2020; Luca,
Ciubara et al, 2020, Baroiu et al, 2021). Moreover,
addictive behaviour worsened during this period of
crisis, especially among people with preexistent mental
health conditions (Rocco et al., 2021; Sujita et al,,
2020).

Although it is not ofhicialy described in Diag-
nostic and Statistical Manual of Mental Disorders
(DSM-5), it is thought that oniomania or the unstop-
pable impulse to buy, gathers patterns not only from
obsessive-compulsive disorders but also elements from
impulse control disorder. Faber and O’ Guinn tried
to define it as "a type of consumer behaviour which is
inappropriate, tipically excessive, and clearly disruptive
to the life of individuals who appear impulsively driven
to consume” (Bighiu et al,, 2015).

However, it is a chronic repetitive behaviour
which interferes with the wellbeing of the individual.
Studies have shown that this behaviour is frequently
associated with depression, anxiety, substance abuse
or weak impulse control. It is not very common in
the general population, but it seems to be a place or
increase in insecurity, being an important variable in
the context of the COVID-19 pandemic because of
the significant increase in fear and anxiety (Liese &
Monley, 2021; Rick et al., 2014).

METHODS

The present paper is the result of the investigation
and critical interpretation of numerous studies and
reports, documents elaborated on a national and inter-
national level regarding the topic under research. The
literature that was used is included in the bibliography.
The titles and abstracts were evaluated thoroughly in
order to determine whether they meet the necessary
criteria and information. Additional findings were
obtained through manual search and cross referencing.
By this method the authors identified the nature of
existing research in the field, epistemological assump-
tions and methodological approaches. This classifica-
tion provided a framework through which to analyse
the literature.
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Specialists in social psychology have published
preliminary conclusions on the change human
behavior during the pandemic. When it comes to
COVID-19 pandemic, first of all people confronted
with the feeling of uncertainty, a state that comes with
others many feelings such as: isolation, anxiety, sad-
ness, which represent normal reactions to the abnor-
mal conditions people needed to adapt (Grigoras &
Ciubara, 2021).

During the coronavirus outbreak (COVID-19),
quarantine was used as a health strategy to reduce the
transmission of the disease. Quarantine efforts ranged
from quarantine to mass of large cities, to isolation
in facilities provided by the state, to self-isolation at
home. Even if quarantine generally serves the public
good, it is also associated with psychological chal-
lenges (Mueller et al., 2007; Neaga, 2020).

The purchase of goods is rather impulsive than
necessary, which leads to a elevated state. Then comes
the guilt and the diminution of the positive state when
one realises the impact on the financial situation. Then
comes the anticipation, manifested by a strong need
to shop and finally the preparation for action is made.
Then the cycle restarts. People who have this condi-
tion say that there is often an uncomfortable tension
that is alleviated by the act of shopping. Despite this
temporary relaxation, the majority of them feel disap-
pointed due to their lack of self-control (Lejoyeux &
Weinstein, 2010).

BOX 2 The four stages of compulsive buying

1 Anticipation: individuals feel an urge to shop

2 Preparation; they start to prepare for shopping and
spending, e.g. deciding where ta go, what to wear and
which credit cards to use

3 Shopping: the most important phase — individuals
experience either a temporary relief or a great sense of
excitement or even sexual feeling

4 Spending: soon after buying the item, they start to feel
frustrated with their actions

(Black 2007a)

Source: Cambridge University Press (Vijaya et al., 2012)

RESULTS

There are seven predictor elements that are
thought to influence the possible development of
online shopping addiction, and they are as listed:
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— low self-esteem is relieved by the reward or out-
come

— low self-regulation

— negative emotion- a person in a negative emo-
tional state is more likely to shop impulsively and
excessively, as engaging in this type of activity is
recognised to ease anxiety and stress.

— enjoyment- shopping leads to positive feelings
and excitement (frequently people describe it as “a
high” or “a rush”) are associated with compulsive
buying,.

— gender-women usually do the most of house-
hold shopping, therefore they are more prone to
develop this kind of addiction.

— social anonymity- online shopping allows indi-
viduals to keep their behaviour private.

— cognitive overload- cognitive stimulation by the
online websites increases cognitive load, which
leads to a lack of self-control (Rose & Dhanday-
udham, 2014).

DISCUSSION

Internal and external triggers associated with
the pandemic (e.g., fear of COVID-19) may increase
compulsive shopping. However, it can have negative
economic and psychological consequences, such as
financial problems and negative effects, including guile,
remorse and anxiety. Moreover, compulsive shoppers
are more likely to enage in this activity privately, thus
increasing the tendency for social isolation.

In conclusion, compulsive shopping is an
unhealthy habit that affects the lives of those . This
condition goes beyond simple consumerism and is
psychological. Some of the symptoms of compul-
sion include a shopping obsession, anxiety when not
buying, a constant need to shop, and the purchase of
unnecessary products.
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