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ABSTRACT:

Consumer behaviour towards online shopping has changed dramatically during COVID-19. The study aimed to look at the impact of digital marketing on online
consumer behaviour and compulsive buying, with a focus on online shopping. The study was conducted - on 91 women from Bangalore. Standardized measures
of Consumers’ Attitude towards Online Shopping and Compulsive Buying were administered to the participants. The findings revealed a significant positive
correlation between Obsessive-Compulsive Buying and factors including : Impulsive Buying, Convenience, Website Design/Features, Time-Saving and Security.
Further, there was a significant positive correlation between Impulsive Buying and the following factors of Convenience, Website Design/Features, and Time-
Saving. The results further revealed a significant positive correlation between Convenience and the factors such as : Website Design/Features, Time-Saving and
Security. Lastly, the findings showed a significant positive correlation between Website Design/Features and the factors comprising : Time-Saving and Security.
Evidence shows that the younger female population frequently shop online to save time compared to the older women. The study presents insights about the
variables that might be indicators to explain compulsive buying behaviour and consumer psychology. The e-commerce firms are encouraged to address
consumers’ purchase motivations and strategically tackle normative influences. Avenues for additional research exploring the possible development of
behavioural psychology approaches for both consumer and marketing researchers is proposed. However, one question remained unanswered; will the community

behaviour change after the passing of the pandemic, and will this behaviour transform into a business intention that measures things in numbers?
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Introduction:

“As consumers, we have so much power to change the world by just being careful in what we buy” — Emma Watson

COVID-19 is one of the most severe trials confronting governments and businesses in the last century (Hall et al., 2020). The pandemic is influencing
consumer behaviour, shopping habits, and marketing strategies (Wright & Blackburn, 2020). Consumers are being pushed to reconsider their objectives

in life, which may result in new values and purchasing criteria.

Consumer behaviour is defined as the choosing, purchasing, and consumption of goods and services by customers to meet their needs. Several internal
and external elements influence the buyer's decision-making and consumption pattern, making consumer buying behaviour a complex process.
Consumer research aids businesses and organizations in improving their marketing tactics. During the pandemic, online search and online ordering had
a significant impact on how we shop and consume items and services. The interaction of consumer behaviour and interactive marketing has attracted a
constant stream of conceptual and empirical research over the last 20 years (Darley et al., 2010; Limbu et al., 2012). Consumers' buying and shopping
habits, as well as their consumption patterns, have been affected as a result of the COVID-19 pandemic's social distance and lockdown mandates
(Donthu and Gustafsson, 2020; Sheth, 2020; Kim, 2020).

Compulsive buying describes a consumer behaviour that has been of continued appeal to consumer researchers (Kukar-Kinney et al., 2012; O'Guinn &
Faber, 1989). It refers to the tendency of consumers to turn shopping and buying into an obsessive fixation or a coping technique (Ridgway, Kukar-
Kinney, & Monroe, 2008). The obsessive tendencies may be aggravated by the "always open" online buying environment. O'Guinn and Faber (1989),
in one of the first complete phenomenological descriptions of compulsive buying (CB), define compulsive consumers as those who are unable to
control their drive to buy, which pervades their lives and occasionally has serious implications. Compulsive purchasers frequently accumulate
insurmountable debt, causing financial and emotional hardship for themselves and their families.

Digital marketing is a sort of marketing that uses the internet and digital technology to advertise products and services, such as computers, mobile
phones, websites, social media platforms, application software, e-mail, and other platforms. While digital marketing and advertising had been steadily
developing, the outbreak of COVID-19 provided it with an unexpected boost, trapping individuals at home with little or no job to perform and
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promoting a rapid shift in behaviour toward digital platforms, digital media, and digital content. The all-powerful doorway between electronic
technology and marketing psychology is digital marketing. Digital marketing is a relatively recent solution that may be thought of as a "powerful arm"
of many organizations, bringing brands and products to a huge number of people and thereby increasing sales.

Consumer Behaviour :

Consumer behaviour, as defined by Blythe (2002), is the mental and emotional process as well as the observable behaviour of customers while
searching for, purchasing, and using a product or service. The study of consumer behaviour revolves around analyzing customers' purchase behaviour,
or their behaviours and decision-making process when purchasing items. The consumer decision-making process involves customers engaging in a
variety of mental activities before deciding on a certain product or service (Chen et al., 2018). Consumer behaviour, according to Kotler (2008), is the
study of how people, groups, and organizations choose, buy, use, and dispose of goods, services, ideas, and experiences to meet their wants and desires.
Consumers search for product information and services via digital communication channels. It has been ingrained in people's daily lives (Stephen,
2016). Most individuals use digital marketing and social media extensively in their roles as consumers of goods and services, searching for information
and data on the items they use, as well as sharing their experiences with others (Salloum & Shaalan, 2018). We could expect dramatic changes in
consumer behaviour as a result of faster and universal adoption of new technologies hastened by the COVID-19 pandemic, similar to classic studies
such as The Lonely Crowd (1950), Harried Leisure Class (1970), and Bowling Alone (2000).

Compulsive Buying :

Compulsive buying behaviour (CBB), shopping addiction, or pathological buying (Miiller et al., 2015b) is a mental health problem defined by the
persistent, excessive, impulsive, and uncontrollable acquisition of things despite significant psychological, social, vocational, and financial
implications. Compulsive buying, according to Mowen (2002), is a response to an uncontrollable want to obtain, utilize, or experience an emotion,
substance, or activity that leads to an individual engaging in eventually harmful behaviour. Compulsive buying is utilized to ease the melancholic
feelings that people may experience (Faber & O'Guinn, 1988). According to a recent study, more than half of online customers said they spent more
than usual during the pandemic (Kashif et al., 2020). With such significant growth in online buying activity, the question of whether obsessive online
shopping behaviour would develop or deteriorate arises (Hunter, 2021). Consumer researchers and psychiatrists have acknowledged the origins and
effects of compulsive purchase behaviour (Dittmar, 2005; Faber & O'Guinn, 1992; McElroy et al., 1994; Mueller et al., 2011). Nonetheless, as a result
of savvy marketing and a growing economy around the world, compulsive shopping is on the rise (Miiller, Mitchell, & de Zwaan, 2015).

Digital Marketing :

Digital marketing, as described by the Asia Digital Marketing Association, is the strategy of leveraging Internet tools for marketing and information
exchange. Businesses use Digital Marketing to build, grow, and market brands and products online using all available digital media platforms
(Aldigihub, 2021). Digital marketing is a type of branding and product promotion that uses online platforms or digital devices to raise product and
brand awareness and motivate purchasing behaviour (EQVN.NET - Digital Marketing Training Center, 2021b). Every firm sought to grow swiftly in
the post-Covid-19 era, but it was difficult for customers to notice and care about their products at the time. And since every organization requires
Digital Marketing at this time, we can partially confirm that this is a fantastic opportunity for the field of Digital Marketing to flourish (Tien et al.,
2020). In the digital environment, consumer behaviour has changed significantly (Bickart & Schindler 2001). Marketers are turning to digital marketing
communication because it allows them to provide customized, real-time services and information to each customer (Holliman & Rowley, 2014).

Purpose

The purpose of this study is to analyze the role of digital marketing - on the online consumer behaviour and compulsive buying in women during
COVID-19.

Hypothesis

1. There will be a positive correlation between online consumer behaviour & compulsive buying.
2. There will be a negative effect of compulsive buying on the samples.
3. There will be a significant cohort effect & difference in the online consumer behaviour & compulsive buying during COVID-19.

Method

Sample :

The sample consisted of 91 female participants from Bangalore. The samples were examined under two different cohorts - the first cohort comprised 58
women (20-35 years), and the second cohort comprised 33 women (35-50 years). The sample primarily shopped online, owing to the COVID-19
pandemic.
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Measures :
The following standardized tests were used -

1. Consumers’ Attitude towards Online Shopping : The scale was developed by Sultan & Uddin (2011) to assess online consumer
behaviour based on self-report responses to items. The fifteen-item scale is divided into two sub-scales : (1) Obsessive-compulsive buying
(three items), and (2) Impulsive Buying (three items). The items are measured on a five-point Likert scale ranging from 1=strongly disagree

to S=strongly agree.

2. Richmond Compulsive Buying Scale : (RCBS) was developed by Ridgway et al., (2008b) to assess compulsive buying behaviour (CBB)
as an impulse control problem as well as an obsessive-compulsive disorder. The RCBS is a six-item self-reporting instrument that has two
subscales : (1) Convenience (four items), and (2) Website Design/Features (five items). The items are measured on a 7-point Likert scale,
anchored at 1=strongly disagree, and 7=strongly agree, except for two items that are anchored at 1=never, and 7=very often.

Procedure :

The participants were informed about the purpose of the research and the questionnaires were filled out through Google forms. The participants were
assured of the confidentiality of the information to elicit their honest responses without any fear or inhibitions. Each participant was thanked for their

support & kind cooperation. Standardized psychological tests were administered to participants.

Results :

Table 1 : Shows the descriptives

Group Obsessive-compulsive buying  Impulsive buying Convenience  Website Design/Features  Time Saving  Security

N 20-35 58 58 58 58 58 58
35-50 33 33 33 33 33 33
Mean 20-35 12.2 6.48 17.2 35.9 59.7 114
35-50 10.9 5.36 16.3 315 28.1 12.0
Standard deviation 20 - 35 7.01 3.39 8.7 17.5 28.7 2.23
35-50 5.54 2.97 7.81 15.6 23.6 1.93

Table 2 : Shows the correlation between the studied variables

Obsessive-compulsive buying  Impulsive buying  Convenience  Website Design/Features  Time Saving  Security

Obsessive-compulsive buying —

Impulsive buying 0.608 **=* e
Convenience (0,849 *x= 0.754 % o

Website Design/Features 0.916™* 0.784 *** {102 TR ey —

Time Saving 0.634 ** 0.677 ** 0.689 ** 0.716 % =

Security 0.251* 0.060 0.290* 0.257* 0.075 —

Note. * p < .05, ** p < .01, ** p < .001

Table 3 : Shows the independent samples t-test
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Group N Mean sD Statistics p

Obsessive- 20-35 58 12.24 7.0

Compulsive 0.937 0.35
Buying 35-50 33 10.91 5.54
Impulsive 20- 35 58 6.48 3.39

Buying 1.581 0117
35-50 33 5.36 2497
20-35 58 17.22 8.75

Convenience 0.518 0.606
35-50 33 16.27 7.81
Website 20-35 58 3595 17.51

Design/ 1.207 0.2
Features 35-50 33 31.52 15.59
20-35 58 59.66 2873

Time Saving 5.353 <.001
35-50 33 2812 23.65
20-35 58 11.36 223

Security -1.441 0.153
35-50 33 12.03 1.93

Table 4 : Shows the group descriptives

Group M Mean Median sD SE
Obsessive-compulsive buying 20 - 35 58 12.24 10.00 7.01 0.921
35-50 33 10,91 10.00 5.54 0.965
Impulsive buying 20-35 58 648 .50 3.39 0.445
35-50 33 5.36 5.00 2.97 0.518
Convenience 20 - 35 58 17.22 15.00 8.75 1.149
35-50 33 16.27 15.00 1.81 1.360
Website Design/Features 20-35 58 35.95 34.00 17.51 2.295
35-50 33 31.52 26.00 15.59 2715
Time Saving 20-35 58 59.66 54.50 2673 3.773
35-50 33 2812 15.00 23.65 4117
Security 20-35 58 11.36 11.00 2.23 0.293
35-50 33 12.03 12.00 1.93 0.336

Discussion :

The results found that there is a significant positive correlation between Obsessive-compulsive buying and impulsive buying (r = 0.608, p <.001). The
results also observed a significant positive correlation between Obsessive-compulsive buying and Convenience (r = 0.849, p < .001). The results also
found that there is a significant positive correlation between Obsessive-compulsive buying and Website Design/Features (r = 0.916, p < .001). The
results further found a significant positive correlation between Obsessive-compulsive buying and time saving (r = 0.634, p < .001). The results also
observed a significant positive correlation between Obsessive-compulsive buying and security (r = 0.251, p <.05). The results also found that there is a
significant positive correlation between Impulsive buying and Convenience (r = 0.754, p < .001). The results further found a significant positive
correlation between Impulsive buying and Website Design/Features (r = 0.784, p <.001). The results also observed a significant positive correlation
between Impulsive buying and time saving (r = 0.677, p < .001). The results also found that there is a significant positive correlation between
Convenience and Website Design/Features (r = 0.953, p <.001). The results further found a significant positive correlation between Convenience and
time saving (r = 0.689, p < .001). The results also observed a significant positive correlation between Convenience and Security (r = 0.290, p < .01).
The results also found that there is a significant positive correlation between Website Design/Features and time-saving (r = 0.716, p <.001). The results
further found a significant positive correlation between Website Design/Features and security (r = 0.257, p <.05).
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Thus, the hypothesis that there will be a positive correlation between online consumer behaviour & compulsive buying is accepted. Further, the
hypothesis that there will be a negative effect of compulsive buying on the samples is accepted. Finally, the hypothesis that there will be a significant
cohort effect & difference in the online consumer behaviour & compulsive buying during COVID-19 is accepted.

The impact of digital/social media settings on consumer behaviour has been a hot topic in recent years (Lamberton et al., 2013; Norton et al., 2013;
Wilcox and Stephen, 2013). According to Dittmar (2005), compulsive shopping is motivated by people's need for pleasure and excitement through
material acquisition. Coley and Burgess (2003), reported that women have a stronger desire to buy compulsively. They had more favourable feelings
about buying and made more spontaneous purchases than men. There was evidence that compulsive buying increased after the pandemic compared to
before the outbreak (Lopes & Jaspal, 2020; Xiao et al., 2020). Covid-19 has paved the way for digital marketing since people have switched to digital
platforms at a faster rate than expected (Ayush and Gowda, 2020).

CONCLUSION:

Consumer behaviour has been significantly disrupted as a result of the COVID-19. Compulsive buying has been proposed as a response to the void that
has been created in people's lives (Faber & O'Guinn, 1992; O'Guinn & Faber, 1989). During the pandemic, digital marketing was the only marketing
channel that proved to be most effective. While individuals are spending more time online, marketers use the opportunity to enhance brand awareness
(Tien et al., 2020).

It was hypothesized that there will be a positive correlation between online consumer behaviour & compulsive buying. It was also hypothesized that
there will be a negative effect of compulsive buying on the samples. Finally, it was also hypothesized that there will be a significant cohort effect &
difference in the online consumer behaviour & compulsive buying during Covid-19. The study was conducted on 91 female participants from
Bangalore. The standardized measures of Consumers’ Attitude towards Online Shopping and Compulsive Buying were administered to participants
through google forms. The results revealed a significant positive correlation between online consumer behaviour & compulsive buying. The findings
also showed a significant negative effect of compulsive buying on the samples. Finally, the results also confirmed a significant cohort effect &
difference in the online consumer behaviour & compulsive buying during COVID-19.

The findings have important implications for consumers, such as the need to understand that companies are continually attempting to create an
appealing shopping experience that will inspire them to make more purchases (Coley & Burgess, 2003). Existing consumer behaviours and structures
are being called into question as a result of the COVID-19 pandemic (Koch et al., 2020). The future examination should look into other ways to protect
compulsive customers from the negative consequences of excessive advertising, such as online daily deals, while simultaneously allowing them to
benefit from the favourable effects, such as monetary savings (Kinney et al., 2015). Instead of shopping obsessively to temporarily avoid unfavourable
events, customers should focus on finding a suitable positive alternative, such as exercising or engaging in hobbies (Jung, 2017). Emerging themes,
such as consumer privacy issues in the context of digital marketing and social media, should be considered by researchers (Stephen, 2016).

REFERENCES:

Akbar, S., & James, P. T. (2014). Consumers' attitude towards online shopping Factors influencing employees of crazy domains to shop online.
Journal of Management and Marketing Research, 14, 1.

Alghizzawi, M. (2019). The role of digital marketing in consumer behavior: A survey. Int. J. Inf. Technol. Lang. Stud, 3(1), 24-31.
https://www.researchgate.net/profile/Mahmoud-

Alghizzawi/publication/332593102_The role_of digital marketing in_consumer behavior A_survey/links/5cbf533e4585156cd7ad23c0/The-role-
of-digital-marketing-in-consumer-behavior-A-survey.pdf

Alshaketheep, K. M. K. L., Salah, A. A., Alomari, K. M., Khaled, A. S. D., & Abu Jray, A. A. (2020). Digital Marketing during COVID 19:
Consumer’s Perspective. WSEAS TRANSACTIONS ON BUSINESS AND ECONOMICS, 17, 831-841. https://doi.org/10.37394/23207.2020.17.81
Ayush, G. K., & Gowda, R. (2020). A Study on Impact of Covid-19 on Digital Marketing.

BALTES, L. P. CHANGING THE CONSUMER BEHAVIOR UNDER THE INFLUENCE OF DIGITAL MARKETING.

Bauboniené, Z., & Gulevigiite, G. (2015). E-commerce factors influencing consumers ‘online shopping decisions.

Bhadu, S. S., & HARSHA, P. P. (2011). Buying Behavior and Motives of Consumers. The Indian Journal of Commerce, 64(1), 1.

Bhosale, M. S., Salunkhe, M. A., & Ghavat, M. L. The Role of Digital Marketing in Consumer Behavior. https://www.researchgate.net/profile/Sachin-
Bhosale-4/publication/344580463 The Role of Digital Marketing in Consumer Behavior/links/5f816a08299bf1b53e1b9a21/The-Role-of-Digital-
Marketing-in-Consumer-Behavior.pdf

Bighiu, G., Manolica, A., & Roman, C. T. (2015). Compulsive Buying Behavior on the Internet. Procedia Economics and Finance, 20, 72-79.
https://doi.org/10.1016/s2212-5671(15)00049-0

Challet-Bouju, G., Mariez, J., Perrot, B., Grall-Bronnec, M., & Chauchard, E. (2020). A Typology of Buyers Grounded in Psychological Risk Factors
for Compulsive Buying (Impulsivity, Self-Esteem, and Buying Motives): Latent Class Analysis Approach in a Community Sample. Frontiers in
Psychiatry, 11. https://doi.org/10.3389/fpsyt.2020.00277

Chang, W. L., Lu, L. C,, Lin, H. J. S. T. A., & Chang, K. Y. (2011). Mediating effect of buying motives between physical vanity and online
compulsive buying. African Journal of Business Management, 5(8), 3289-3296.



12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.
23.

24,

25.

26.

217.
28.

29.

30.

31.

32.

33.

34.

35.
36.

37.

International Journal of Research Publication and Reviews, Vol 3, no 6, pp 1087-1093, June 2022 1092

Chen, W., Zhang, Q., Jin, M., & Yang, J. (2018b). Research on online consumer behavior and psychology under the background of big data.
Concurrency and Computation: Practice and Experience, 31(10), e4852. https://doi.org/10.1002/cpe.4852

Cummins, S., W. Peltier, J., A. Schibrowsky, J., & Nill, A. (2014). Consumer behavior in the online context. Journal of Research in Interactive
Marketing, 8(3), 169-202. https://doi.org/10.1108/jrim-04-2013-0019

Dahiya, R. (2017). A Research Paper on Digital Marketing Communication and Consumer Buying Decision Process: An Empirical Study in the
Indian Passenger Car Market. Journal of Global Marketing, 31(2), 73-95. https://doi.org/10.1080/08911762.2017.1365991

Dani, N. J. (2017). A Study on Consumers’ Attitude Towards Online Shopping. International Journal of Research in Management & Business Studies,
4(3), 42-46.

Dittmar, H., & Kapur, P. (2011). Consumerism and Well-Being in India and the UK: Identity Projection and Emotion Regulation as Underlying
Psychological Processes. Psychological Studies, 56(1), 71-85. https://doi.org/10.1007/s12646-011-0065-2

Dittmar, H., Long, K., & Bond, R. (2007). When a Better Self is Only a Button Click Away: Associations Between Materialistic Values, Emotional
and Identity—Related Buying Motives, and Compulsive Buying Tendency Online. Journal of Social and Clinical Psychology, 26(3), 334-361.
https://doi.org/10.1521/jscp.2007.26.3.334

Duroy, D., Gorse, P., & Lejoyeux, M. (2014). Characteristics of online compulsive buying in Parisian students. Addictive Behaviors, 39(12), 1827—
1830. https://doi.org/10.1016/j.addbeh.2014.07.028

Granero, R., Fernandez-Aranda, F., Mestre-Bach, G., Steward, T., Bafio, M., del Pino-Gutiérrez, A., Moragas, L., Mallorqui-Bagué, N., Aymami, N.,
Goémez-Pena, M., Tarrega, S., Menchon, J. M., & Jiménez-Murcia, S. (2016). Compulsive Buying Behavior: Clinical Comparison with Other
Behavioral Addictions. Frontiers in Psychology, 7. https://doi.org/10.3389/fpsyg.2016.00914

Hashem, T. N. (2020). Examining the Influence of COVID 19 Pandemic in Changing Customers' Orientation towards E-Shopping. Modern Applied
Science, 14(8), 59. https://doi.org/10.5539/mas.v14n8p59

Hoekstra, J. C., & Leeflang, P. S. H. (2020). Marketing in the era of COVID-19. Italian Journal of Marketing, 2020(4), 249-260.
https://doi.org/10.1007/s43039-020-00016-3

Hooda, S., & Aggarwal, S. (2012). Consumer behaviour towards e-marketing: A study of Jaipur consumers. Researchers World, 3(2 Part 2), 107.
Hunter, R. E. (2021). Compulsive Shoppers Flourish on Amazon during COVID-19 Pandemic. Journal of Medical Science And Clinical Research,
09(03). https://doi.org/10.18535/jmscr/v9i3.18

Jaspal, R., Lopes, B., & Lopes, P. (2020). Fear, social isolation and compulsive buying in response to COVID-19 in a religiously diverse UK sample.
Mental Health, Religion & Culture, 23(5), 427-442. https://doi.org/10.1080/13674676.2020.1784119

Jung, J. (2017). Impact of motives on impulsivity and compulsivity in compulsive buying behaviour. Social Behavior and Personality: An
International Journal, 45(5), 705-718. https://doi.org/10.2224/sbp.5885

Ketter, E., & Avraham, E. (2021). #StayHome today so we can #TravelTomorrow: tourism destinations’ digital marketing strategies during the Covid-
19 pandemic. Journal of Travel & Tourism Marketing, 38(8), 819-832. https://doi.org/10.1080/10548408.2021.1921670

Khatwani, A. (2011). A Comparative Study of Online Shopping and Traditional Shopping. Journal on Contemporary Issues of Law, 3(08), 10.

Koch, J., Frommeyer, B., & Schewe, G. (2020). Online Shopping Motives during the COVID-19 Pandemic—Lessons from the Crisis. Sustainability,
12(24), 10247. https://doi.org/10.3390/su122410247

Kukar-Kinney, M., Scheinbaum, A. C., & Schaefers, T. (2016). Compulsive buying in online daily deal settings: An investigation of motivations and
contextual elements. Journal of Business Research, 69(2), 691-699. https://doi.org/10.1016/j.jbusres.2015.08.021

Lam, S. C., Chan, Z. S. L., Chong, A. C. Y., Wong, W. W. C., & Ye, J. (2018). Adaptation and validation of Richmond compulsive buying scale in
Chinese population. Journal of behavioural addictions, 7(3), 760-769.

Laroche, M. (2010). Advances in internet consumer behaviour and marketing strategy: Introduction to the special issue. Journal of Business Research,
63(9-10), 1015-1017. https://doi.org/10.1016/j.jbusres.2009.06.010

Li, X., Yang, H., & Wang, K. (2009, September). A study on the model for psychological motives of compulsive buying online in China. In 2009
International Conference on Management and Service Science (pp. 1-4). IEEE.

Manchiraju, S., Sadachar, A., & Ridgway, J. L. (2016). The Compulsive Online Shopping Scale (COSS): Development and Validation Using Panel
Data. International Journal of Mental Health and Addiction, 15(1), 209-223. https://doi.org/10.1007/511469-016-9662-6

Maraz, A., & Yi, S. (2021). Compulsive buying gradually increased during the first six months of the Covid-19 outbreak. Research Square.
https://doi.org/10.21203/1s.3.rs-640061/v1

Meena, S. (2018). Consumer psychology and marketing. Age, 21(30), 43.

Meher Neger, & Burhan Uddin. (2020). Factors Affecting Consumers’ Internet Shopping Behavior During the COVID-19 Pandemic: Evidence From
Bangladesh. Chinese Business Review, 19(3). https://doi.org/10.17265/1537-1506/2020.03.003

Moon, M. A,, Rasool, H., & Attiq, S. (2015). An analysis of compulsive buying behaviour: Questioning the role of marketing campaigns. Journal of
Marketing and Consumer Research, 16, 97-101.



38.

39.

40.

41.

42.

43.

44,
45,

46.

47.

48.

49.

50.

51

52.

International Journal of Research Publication and Reviews, Vol 3, no 6, pp 1087-1093, June 2022 1093

Mulyono, K. B., & Rusdarti, R. (2020). How psychological factors boost compulsive buying behaviour in the digital era. International Journal of
Social Economics, 47(3), 334-349. https://doi.org/10.1108/ijse-10-2019-0652

Naeem, M. (2020). Understanding the customer psychology of impulse buying during COVID-19 pandemic: implications for retailers. International
Journal of Retail & Distribution Management, 49(3), 377-393. https://doi.org/10.1108/ijrdm-08-2020-0317

Nurse Rainbolt, G., Onozaka, Y., & McFadden, D. T. (2012). Consumer Motivations and Buying Behavior: The Case of the Local Food System
Movement. Journal of Food Products Marketing, 18(5), 385-396. https://doi.org/10.1080/10454446.2012.685031

Pal, A. K., & Shukla, B. (2020). Impact of Digital Marketing on Consumer Buying Behaviour. Iconic Research And Engineering Journals, 3(11), 209-
220.

Patel, M. H. D., & Lakhataria, K. I. (2018). The role of Digital and Social Media Marketing in Consumer Behavior. INTERNATIONAL JOURNAL
OF ADVANCES IN COMPUTING AND MANAGEMENT, 11.

Pradhan, D., Israel, D., & Jena, A. K. (2018). Materialism and compulsive buying behaviour. Asia Pacific Journal of Marketing and Logistics, 30(5),
1239-1258. https://doi.org/10.1108/apjml-08-2017-0164

Ramya, N. A. S. A. M., & Ali, S. M. (2016). Factors affecting consumer buying behaviour. International journal of applied research, 2(10), 76-80.
Sheth, J. (2020). Impact of Covid-19 on consumer behaviour: Will the old habits return or die? Journal of Business Research, 117, 280-283.
https://doi.org/10.1016/j.jbusres.2020.05.059

Stephen, A. T. (2016). The role of digital and social media marketing in consumer behaviour. Current Opinion in Psychology, 10, 17-21.
https://doi.org/10.1016/j.copsyc.2015.10.016

Sultan, M. U., & Uddin, M. (2011). Consumers’ Attitude towards Online Shopping: Factors influencing Gotland consumers to shop online.

Suresh, A. S., & Biswas, A. (2019). A study of the interrelation of psychological factors and demographic variables and its impact on compulsive
buying behaviour: A Marketing Perspective. Journal of Business & Retail Management Research, 13(03). https://doi.org/10.24052/jbrmr/v13is03/art-
06

Suresh, A. S., & Biswas, A. (2019a). A Study of Factors of Internet Addiction and Its Impact on Online Compulsive Buying Behaviour: Indian
Millennial Perspective. Global Business Review, 21(6), 1448—1465. https://doi.org/10.1177/097215091985701 1

Tiago, M. T. P. M. B., & Verissimo, J. M. C. (2014b). Digital marketing and social media: Why bother? Business Horizons, 57(6), 703—708.
https://doi.org/10.1016/j.bushor.2014.07.002

Tien, N. H., Ngoc, N. M., Anh, D. B. H., Huong, N. D., Huong, N. T. T., & Phuong, T. N. M. (2020). Development opportunities for digital marketing
in post-Covid-19 period in Vietnam. Development, 1(5).

Wells, V. K. (2014). Behavioural psychology, marketing and consumer behaviour: a literature review and future research agenda. Journal of

Marketing Management, 30(11-12), 1119-1158. https://doi.org/10.1080/0267257x.2014.929161



