PARIPEX - INDIAN JOURNAL OF RESEARCH | Volume - 12 | Issue - 05 | May - 2023 | PRINT ISSN No. 2250 - 1991 | DOI : 10.36106/paripex

ORIGINAL RESEARCH PAPER

Psychology

SENSATION SEEKING AND COMPULSIVE
BUYING AMONG YOUNG ADULTS

KEY WORDS:Sensation
Seeking, Compulsive Buying,
Thrill and adventure seeking,
Experience seeking, Boredom
Susceptibility, Disinhibition.

Manthra B

Student,M.Sc.Clinical Psychology, Kristu Jayanti College,Bangalore

Dr Arjun Sekhar

Bangalore

Assistant Professor, Department of Psychology, Kristu Jayanti College,

ABSTRACT

the variables.

The aim of the study was to find the relationship between sensation seeking and compulsive buying. And also, to find the
gender difference that exist among the variables. A descriptive study was carried out and the data was drawn from an
online survey of 200 young adults (122 female and 78 male) between the age 18-25. Sensation Seeking Scale -V
(Zukerman, 1978) and Edwards Compulsive Buying Scale -Revised version (Maraz et al, 2015) were utilized to gather the
data. Correlation was employed to find the relationship between sensation seeking and compulsive buying. Mann-
Whitney U test was used to find the difference in gender among variables. The findings indicated that there was no
significant relationship between sensation seeking (Thrill and adventure seeking, Experience seeking, Boredom
susceptibility and Disinhibition) and compulsive buying and there is significant difference in gender that exist among

INTRODUCTION

Sensation seeking is defined as“a trait defined by the seeking
of varied, novel, complex, and intense sensations and
experiences, and the willingness to take physical, social,
legal, and financial risks for the sake of such experience”
(Zuckerman, 1994). It is an individual's tendency to pursue
novel, highly stimulating activities and experiences. Marvin
Zuckerman originally developed the concept of sensation
seeking, according to him sensation seeking is based on
individual differences in optimal level of sensation caused by
biological nervous system differences.

Sensation seeking is considered within the discipline of
marketing as a concept related to the exploratory tendencies
of the consumers. These tendencies are normally structured
into three categories: behaviors motivated by curiosity, the
search for variety and the assumption of risk. People with high
levels of optimum stimulation carried out exploratory
behavior to a greater extent than those with low levels of
stimulation. This therefore suggests that the optimum level of
stimulation is the determinant factor of behaviors for the
consumer with a strongly exploratory character. (Steenkamp
& Baumgartner, 1992) Consumers seek variety as a break
from routine and that it is a process which varies in intensity
according to the exploratory tendency of each individual.
This variety seeking continues until the consumers reach the
level of sensation or enjoyment in the process that suits their
own characteristics. Most research deals with the optimum
levels of stimulation in relation to exploratory behavior, but it
is also necessary to consider the concept of the real level of
stimulation.

Studies have shown that sensation seeking tends to peak in
adolescence and early adulthood, and then gradually
declines with age (Zuckerman, Eysenck, & Eysenck, 1978;
Arnett, 1992). Gender is another demographic factor that has
beenlinked to differences in sensation seeking. Research has
consistently found that males tend to score higher on
measures of sensation seeking than females (Zuckerman,
1994;Crossetal.,2011).

Shopping is a common behaviour in modern society. People
shop to buy their needs or relax and reward themselves.
However, shopping can become harmful and destructive
behaviour to one's life when it becomes extreme and
unmanageable, which is termed as compulsive buying.
Compulsive buying is defined as frequent preoccupation with
buying or impulses to buy that are experienced as
irresistible, intrusive and senseless. This buying behaviour
causes marked distress, interferences with social functioning
and marriages and often results in financial problems.
|

Compulsive buyers feel elated after making a purchase.
Compulsive buying is often a failed attempt to cope with
emotions that cannot be tolerated. Compulsive buyers easily
get themselves and their family into debt (Xu et al.,2022). Itis
characterized by an obsession with shopping and buying
behaviour. It urges the behaviour regarding shopping and
spending which lead to adverse consequences. It is a chronic
disorder where the Onset occurs within the late teens or early
twenties.

There is growing evidence to suggest that sensation seeking
may be a contributing factor to compulsive buying behavior.
A study conducted by Trotzke et al. (2019) found that
individuals with high levels of sensation seeking were more
likely to engage in compulsive buying behavior, even after
controlling for other factors such as anxiety and depression.
Similarly, a study by Roberts et al. (2018) found that
individuals with higher levels of sensation seeking were more
likely to engage in impulsive buying behavior, which is a key
component of compulsive buying.

METHODOLOGY

A correlational research design was used with an aim to
assess the relationship between Sensation Seeking and
Compulsive Buying. Additionally, the gender difference was
studied for the variables.The data is not normally distributed.
To analyze the data, Descriptive statistics, Spearman
correlation and Mann-Whitney U test were used.

Hypotheses

HO1 There is no significant relationship between sensation
seeking and compulsive buying among young adults

HO2 There is no significant gender difference for sensation
seeking among young adults

HO3 There is no significant gender difference for compulsive
buying among young adults.

Sampling

The sample of the present study was collected via a
convenient sampling technique. The sample constituted a
total 200 out of which 78 were males and 122 were females.
Participants' age group ranged from 18 to 25. The data from
the participant was collected via online survey, google forms.
The participants were provided with informed consent form
before participating in the study

Tools Used ForThe Study

Sensation Seeking Scale-V

Sensation seeking scale-V was developed by Zuckerman in
1978.The scale comprises 40 items with 2 choices. It consists
of 4 -Thrill and adventure Seeking (TAS), Experience Seeking
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(ES), Boredom Susceptibility (BS), Disinhibition (DIS). Each
subscale had 10 items. Reliability of the scale found to be 0.86
and validity is found to be 0.8.

Edwards Compulsive Buying Scale- Revised Version
(ECBS-R)

Compulsive Buying scale developed by Maraz et al in 2015
was used to measure the degree of the respondents' feelings,
emotions and behaviors associated with Compulsive buying
using seven items on a 5-point rating scale- Strongly agree,
Agree, Neutral, Disagree, Strongly Disagree. The reliability of
the scaleis found tobe 0.87.

RESULTS
Table 1: Correlation Between Sensation Seeking And
Compulsive Buying AmongYoung Adults

Variabke N M sSD 1 2 3 4 5 6

1CBE 200 431 111 - 0.123 0.092 0.107 0.098 0.127
2.88 200 174 44 - .612*% .638* 6Bl* 479
3TAS 200 433 1@ - 240*  207* | .196*
4ES 200 511 14 - 204% 087
5Ds 200 494 14 - .002¢
6BS 200 358 137 -
(*p0.0%)

Table 1 indicates that correlation between Sensation Seeking
and Compulsive Buying. The dimensions of sensation
seeking- Thrill and Adventure seeking (TAS), Experience
Seeking (ES), Disinhibition (Dis), Boredom Susceptibility (BS)
were also taken into consideration. The corresponding r
values of compulsive buying are found to be 0.123, 0.092,
0.107,0.098 and 0.127 for Sensation Seeking, Thrill and
adventure seeking, experience seeking, disinhibition and
boredom susceptibility respectively and with corresponding
p>0.05 which indicates that there is no relationship between
the variables. Therefore, the null hypothesis which states that
there is no significant relationship between Sensation
Seeking and Compulsive Buying is accepted.

Table 2: Difference In Sensation Seeking And Compulsive
Buying Based On Gender

Variable Mals Female o P
Mzan D Man D

Senzat

Se’_m:m 1815 285 1626 5908 371601 002*

B@m"m?“ls“‘* 4546 010 2481270 3425 001%*

(*p<0.05)**p<0.01)

Table 2 showing Mann-Whitney test conducted to compare
the differences in gender in Sensation Seeking and
Compulsive Buying among young adults. The results showed
the value (u= 3716.01, 3342.5, p<0.05) which revealed that
there was significant difference in the scores of Sensations
Seeking and Compulsive Buying based on gender. Therefore,
the null hypothesis was rejected. With the mean value, Males
are highin sensation seeking than females.

DISCUSSION

The present study aims in understanding the relationship
between sensation seeking and compulsive buying and also
to study whether there exists any significant difference in the
scores of sensation seeking and compulsive buying based on
gender. The results showed that there is no significant
relationship between sensation seeking and compulsive
buying and also with dimensions of sensation seeking. This
result can be supported by previous studies (Roberts &
Jones, 2005 Dittmer, Long & Bond, 2007) showed that there is
no relationship between sensation seeking and compulsive
buying, these studies suggested that people high in sensation
seeking may more likely to make impulsive purchase but

doesn't develop compulsive buying behaviour and indicated
that compulsive buying was related to low self-esteem and
desire for social status. Another study conducted by Rose &
Dhandayudham (2014) found that compulsive buying was
related to materialistic value and low self-esteem.

The results identified the difference in Sensation Seeking and
Compulsive Buying based gender revealed that there is
significant difference in gender. In both variables females got
high scores. A study (Dittmar, Long & Bond, 2007) found that
those men scored higher on sensation seeking and women
reported more compulsive buying behavior. The study also
found that the relationship between sensation seeking and
compulsive buying behavior was stronger for women than for
men. The researchers suggested that this may be due to
women being more likely to use shopping as a coping
mechanism for negative emotions. The researchers
suggested that this may be due to women being more likely to
use shopping as a coping mechanism for negative emotions.
A study suggested that this difference gender in compulsive
buying is due to may be due to societal pressures for women
to conform to certain beauty standards and consumer culture.
The results of this study contradict previous study results on
gender difference in sensation seeking. Previous studies had
found that men were scored high in sensation seeking than
women. This difference may be due to socialization and
cultural factors that encourage risk-taking and adventurous
behaviorinmales.

CONCLUSIONS

Based on the results of the hypotheses testing and the
dimensions correlation between the variables, the
conclusions of this study revealed that there was found to have
a no significant relationship between Sensation Seeking and
Compulsive Buying.

There was a significant gender difference in Sensation
Seeking and Compulsive Buying. It was found that male had
high score in Sensation Seeking.
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