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Abstract 
The rising numbers of shopping malls, various problems of life, modern lifestyle, and emotional 
problems increase the compulsive buying phenomenon, particularly happened to young people in urban 
environment. Compulsive buying defined as behavioral disorder that causes an individual to continually 
make purchases regardless of financial, social, or psychological consequences (Damon, 1988; Faber, 
1992). In this research, author focused on personal factor which triggers compulsive buying: self esteem 
and recreational shopper identity. The purpose of this research is to analyze the influence of self esteem 
towards compulsive buying, the relationship between recreational shopper identity towards compulsive 
buying, and the differentiation based on gender. Author used survey method by spreading 
questionnaires to Maranatha Christian University students. Of the 150questionnaires distributed, 
only134questionnaires can be usedasmany as16incompletedquestionnaires byrespondents. The 
questionnaireswill beanalyzed by using confirmatory factor analysis and reliability analysis. The 
hypotheses were tested by using simpleregression test, bivariatecorrelation, andchowtest. The results 
showthatthere is anegativeeffectonself-esteem, compulsivebuying, there is a relationshipbetweena 
recreationalshopperidentityandcompulsivebuying, andthere aregender differences inthe effectsof self-
esteem andrecreationalshopperidentityoncompulsivebuying. 
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INTRODUCTION 
 Compulsive buying phenomenon becomes popular among young people in urban 
environment.Compulsive buying defined as behavioral disorder that causes an 
individual to continually make purchases regardless of financial, social, or 
psychological consequences (Damon, 1988; Faber, 1992). Compulsive buying 
phenomenon happened to young people because young people tend to have life 
problem, high level stress, and unstable emotion, the easiest way to escape from their 
life problem is to go to malls and spend their money. Their buying behavior which 
considered will relieve their problem is tend to compulsive buying behavior. Roberts 
(1998) noted that compulsive buying behavior can be caused from several factors such 
as family background, personal-psychological factors (self esteem, expected social 
status, and fantasies), sociological factors (television advertisements, friends, 
shopping frequencies, and accessibility to use credit card, personal goals (self-
acceptance, affiliation and community feeling).  
 In this research, author focused on psychological factor which triggers compulsive 
buying behavior, which specifically related to self esteem and recreational shopper 
identity. Previous study about the relationship between self esteem and compulsive 
buying behavior were done by De Sarbo & Edwards (1996), and Dlugokencka (2013). 
Research noted that the individual who have low self esteem, tend to do compulsive 
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buying behavior, but by doing purchase, will make them have high self esteem, or in 
the other words, purchasing and shopping activity will increase self esteem. Strong 
indication about the relationship between recreational shopper identity (RSI) has been 
found in RSI concept conducted by Guiry, et al (2000) that recreational shopping is 
shopping activity that is characterized by the shopper experiencing gratification from 
the shopping process per se, either in conjunction with orindependent of the 
acquisitionof goods or services. Bellenger and Korgaonkar (1980) defined recreational 
shoppers as “those who enjoy shopping as leisure time activity”, contrasting them 
with economic shoppers who experienced no pleasure from the shopping process per 
se. 
 Related to gender issues, some studies show various results. Roberts (1998) show 
that women are more likely to have compulsive buying behavior than men, while 
Lorrin (2006) and Dittmar (2005) show that women and men have the same tendency 
in terms of compulsive buying behavior. 
 Based on the explanations above, author interested in doing research with the 
title “The Relationship of Self Esteem, Recreational Shopper Identity, and Compulsive 
Buying Behavior and Differentiation Analysis Based on Gender” 

 
RESEARCH FRAMEWORK 
Compulsive Buying 
 Compulsive buying behavior is a phenomenon of negative buying behavior which 
happened to consumers. They tend to do irrational action to buy something. Faber 
dan O’Guinn (1989)defined in literature as chronic, repetitive purchasing behavior 
that occurs as a response to the negative events or feelings. Compulsive buying 
behavior is a response to deal with unpleasant life experiences, inner deficiencies or 
negative feelings (Faber & O'Guinn, 1992; O'Guinn & Faber, 1989) and other related 
feelings such as boredom, stress, tension or anxiety (Faber & O'Guinn, 1992). This 
feeling makes consumers purchase products to help alleviate negative feelings of 
stress, disappointment, frustration or lack of self esteem (Scherhorn, 1990).  
 Therefore, compulsive buyers are motivated to purchase products to alleviate the 
negative feelings (Faber & O'Guinn, 1988) through changes in arousal level or 
enhanced self-esteem and subsequently derive utility from the purchase process and 
not the product but from the buying process (Faber & O'Guinn, 1988; Hassay & Smith, 
1996; O'Guinn & Faber, 1989). Dittmar (2005) noted the characteristics of compulsive 
buyer : having uncontrollable desire to buy something, repeatedly buying unnecessity 
products, then conducted to negative effects such as personality problems, social 
problems, and financial problems.  
 McElroy et al. (1994) noted that there exist criteria for compulsive buying disorder, 
widely accepted by the researchers in the domain: 1) frequent preoccupation with 
shopping or irresistible buying impulses; 2) buying more than is needed or/and can be 
afforded; 3) distress related to buying behavior; 4) significant interference with work 
or social areas of functioning. Sharma, et al (2009) noted that compulsive buying is 
purchasing behavior disorder which caused by stress. Gupta (2013) also noted on the 
research that compulsive buying is consumer behavior where consumer buys 
unnecessary things addictively.  
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Self-Esteem 
 Kernis (2003) self-esteem refers to way a person feels and judges about himself 
which will have an impact to people and environment around them. Elliott (1994) 
stated that self-esteem is individual evaluation or assessment to individual self 
awarded. De Sarbo and Edwards (1996) also stated that self esteem is individual 
assessment and level of confidence that he is valuable. He also explained that 
compulsive buyers are looking for self esteem and enhances their self esteem through 
shopping activities. It means that person with low self esteem will have high 
compulsive buying behavior.It was supported by Dlugokencka (2013), self-esteem 
have a negative effect on compulsive buying (β = - 0,186), means that higher self 
esteem, the lower compulsive buying.  
 
Recreational Shopper Identity 
 Guiry and Lutz (2000) stated that shopping activities is a lifestyle in modern life, 
not only for utilitarian task but more tend to recreational and leisure. Guiry, et al 
(2006) stated RSI concept as“a dimension of an individual’s self-concept whereby the 
consumer defines himself or herself in terms of shopping for recreational or leisure 
purposes.”Correlation between recreational shopper identity and compulsive buying 
also explained by Boundy (2000), culture phenomenon shows that most of people 
move from citizens to be consumers, it is because malls and shopping centres are 
rising in numbers.  
 In the leisure literature, when an individual defines him/her self in terms of a 
leisure pursuit, s/he possesses a leisure identity. A leisure identity may become salient 
and incorporated into the self-concept for three reasons: "1) it expresses and affirms 
the individual's talents or capabilities, 2) it endows the person with social recognition, 
and/or 3) it affirms the individual's central values"  (Shamir 1992, p. 302). Natarajaan 
&Goff (1992) also noted that shopping activities facilitate people to get rid of bad 
reality, and recover self concept temporarily.Fung (2010) noted that recreational 
shopping has been conceptualized as “unique and memorable experiences” which 
appeal to all the senses. Researcher has not been found a study which combining 
recreational shopper identity and compulsive buying on one research model, 
therefore, researcher are interested to analyze the relationship between a 
recreational shopper identity and compulsive buying behavior, and then continued to 
analyze whether there is influence between variables.  
 
Gender 
 Gender defined as grammatical classification of nouns and other words which 
generally associated with the two sexes (Kuntari &Kusuma, 2001). Shopping activities 
is identically with women. Winship (2000) noted that one of shopping motivations is 
self discipline. Self disciplined is defined as routines, repetitives, and certainty. And 
shopping motivation in self disciplined is owned by women. Related to compulsive 
buying behavior which excerpted 
fromhttp://med.stanford.edu/news_releases/2006/september/shopping.html,Koran 
has taken respondents from 2,513 adults. Koran said the fact that men and women 
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have similar rates of compulsive shopping tendencies. Koran found that 6 percent of 
women and 5.5 percent of men had symptoms consistent with compulsive buying 
disorder.It was surprisingly because compulsive buying behavior is inclined to be done 
by women,  as shown in research by Roberts (1998) indicates that women have a 
tendency to do compulsive buying than men, with different t-test value = 2.28 and p 
value = 0.023.  But as shown in study from Dittmar (2005), among respondents aged 
16-18 years, men and women have the same compulsive buying or there is no 
significant difference between men and women in compulsive buying behavior. 

 
Hypotheses 
1. Self-esteem have negative effect towards compulsive buying behavior.  
2. Recreational shopper identity have positive correlation towards compulsive 

buying behavior. 
3. Gender will moderate effect of self esteem on compulsive buying behavior.  
4. Gender will moderate effect of recreational shopper identity on compulsive 

buying.  
 
Conceptual Model 
Based on research hypotheses, conceptual model was summarized as shown below: 
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RESEARCH METHODS 
This research aims to analyze the effect of self esteem in compulsive buying 

behavior, relationship of recreational shopper identity and compulsive buying, and 
analyze the differences based on gender. Researcher used survey method.  
 
Population and Sample 

Population were used in this research are Maranatha Christian University 
students. Sample were used in this research are 150 respondents which fulfill the 
minimum sampling criterion, that is minimum five times larger in amount of 
parameters were estimated(Hair et al., 2006).  
Numbers of parameters estimated were 29 question items. Of the 150 respondents 
who were asked to fill the questionnaires, only 134 respondents who fill the whole 
questions completely. In terms of validity test, the measurement of sample adequacy 
of 134 respondents is still valid and the test can be proceed for the further testing. 
 
Data Collection 

The data were collected by spreading questionnaires which consist of 29 
questions, 10 question items for measuring self esteem variable, 8 question items for 
measuring recreational shopper identity, and 11 question items for measuring 
compulsive buying variable. Self esteem variable were adapted from Rosenberg’s 
scale (Rosenberg, 1965), recreational shopper identity variable were adapted from 
Guiry and Lutz, 2000, and  compulsive buying variable were adapted from D’Astous, et 
al. (1990). 
 
Validity and Reliability 

Author used Confirmatory Factor Analysis (Sekaran, 2003), validity criteria with 
factor loading ≥ 0.4, KMO > 0.6, sig. ≤ 0.05, zero empty data, ambiguous data, and 
distorted data. The result shown in the table below: 
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Table 1 
Validity Test 

 Component 

 1 2 3 

SE7   .803 

SE8   .708 

SE10   .621 

RSI1 .838   

RSI2 .876   

RSI3 .849   

RSI4 .828   

RSI5 .650   

RSI6 .742   

RSI7 .801   

RSI8 .630   

CB1  .633  

CB5  .533  

CB8  .673  

CB9  .679  

CB10  .795  

CB11  .690  

Source: SPSS (2013) 

 

From the Table 1, it shows that valid question items are SE7, SE8, SE10, RSI1, RSI2, 
RSI3, RSI4, RSI5, RSI6, RSI7, RSI8, CB1, CB5, CB8, CB9, CB10, CB11. Reliability were 
measured using Cronbach’s Alpha > 0.5, and research instrument would be reliable 
(Azwar, 2004). The result shown in the table below:  

 
Table 2 

Reliability Test 

Variable Cronbach’s Alpha 

SE 0,574 

RSI 0,925 

CB 0,820 

            Source: SPSS (2013) 
 

From the Table 2, it shows that reliability items are accepted because Cronbach’s 
Alpha> 0.5.  
 
Respondents Characteristics 
Respondents characteristics shown in the table below:  
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Table 3 
 Respondents Characteristics 

 

No Demographic Factors Index Frequency Percentage 

1 Gender Male 65 48.5% 

Female 69 51.5% 

2 Age 17 2 1.5% 

18 15 11.2% 

19 41 30.6% 

20 36 26.9% 

21 17 12.7% 

22 13 9.7% 

23 0 0% 

24 1 0.7% 

25 2 1.5% 

26 4 3% 

27 0 0% 

28 1 0.7% 

29 1 0.7% 

30 1 0.7% 

3 Income Below Rp 1.000.000,- 52 38.8% 

Rp 1.000.000,- s/d Rp 3.000.000,- 70 52.2% 

Rp 3.000.000,- s/d Rp 5.000.000,- 10 7.5% 

Rp 5.000.000,- and above 2 1.5% 

4 Expenditure Below Rp 500.000,- 32 23.9% 

Rp 500.000,- s/d Rp 1.000.000,- 47 35.1% 

Rp 1.000.000,- s/d Rp 2.000.000,- 42 31.3% 

Rp 2.000.000,- and above 13 9.7% 

5 Saving Below Rp 500.000,- 91 67.9% 

Rp 500.000,- s/d Rp 1.000.000,- 31 23.1% 

Rp 1.000.000,- s/d Rp 2.000.000,- 8 6% 

Rp 2.000.000,- and above 4 3% 

Source: SPSS (2013) 
 
Hypotheses Test Results 

Author used simple linear regression to test the effect of self esteem towards 
compulsive buying behavior, because there was only one independent variable 
(Ghozali, 2006). Researcher used bivariate correlation to test the relationship of 
recreational shopper identity and compulsive buying behavior, because there was two 
variables (Ghozali, 2006). Researcher used chow test to test the equality of 
coefficients (Ghozali, 2006). Chow test is a tool to test the equality of coefficients. The 
result of hypotheses test is shown below:  
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Table 4 
Hypotheses Test Result 

 
Dependent Variable Independent Variable P Value Testing Result 

Compulsive Buying Self-Esteem 0.070* Accepted 

Compulsive Buying Recreational Shopper 
Identity 

0.000** 
r = 0.594*** 

Accepted 
 

Compulsive Buying Self-Esteem & Gender 0.572* Accepted 

Compulsive Buying Recreational Shopper 
Identity & Gender 

0.512* Accepted 

*Significant at the 0.10 level 
**Significant at the 0.05 level 
***Significant at the 0.01 level 
Source: SPSS (2013) 

 
From the table 4 above, all hypotheses are accepted, it means thatresultsof this 

studyareconsistent with the hypotheses that has been made. In addition totestingthe 
effect ofself-esteem oncompulsivebuyingvalueβ=-0.157, it means thatthe higher 
therespondents'self-esteemscore, the lower the scorecompulsivebuyingand vice 
versa. Butforrecreationalshopperidentityinfluencesoncompulsivebuyingvalue 
ofβ=0596, it means thatthe higher the score ofrecreationalshopperidentity, the higher 
the score of compulsivebuying. 
 
CONCLUSIONS 

This research was made to analyze the relationship of self-esteem, recreational 
shopper identity, and compulsive buying behavior, and to analyze the differences 
based on gender. The research results are as follows : Regarding to the influence of 
self esteem towards compulsive buying , the results show that there is a negative 
effect of self-esteem towards compulsive buying . It means that the higher self esteem 
indicates lower compulsive buying, and vice versa. Regarding to the relationship of 
recreational shopper identity and compulsive buying, the results showthat there is a 
relationship or positive correlation between recreational shopper and compulsive 
buying . It means that high self esteem have a relationship to high compulsive buying, 
and vice versa. In addition to analyzing the relationship, researcher also did further 
examination on the influence of recreational shopper identity towards compulsive 
buying, and the results show that there is the positive effect. Regarding to gender-
based analysis, the results show that there is a difference or no moderating effect of 
gender on the relationship between self-esteem and compulsive buying and there is a 
difference or no moderating effect of gender on the relationship between recreational 
shopper identity and compulsive buying . These results indicate that there are 
differences between men and women in the context of the influence of self-esteem 
and recreational shopper identity on compulsive buying . 
 
 
 
 



 

The 2nd IBEA – International Conference on Business, Economics and Accounting 
Hong Kong, 26 – 28 March 2014  

 

 
 

REFERENCES 
Azwar, S. (2004). Metode Penelitian. Yogyakarta: Pustaka Pelajar. 
Bellenger, Danny N. and Pradeep K. Korgaonkar (1980). “Profiling the Recreational 

Shopper”, Journal of Retailing, Vol.56 No.3, pp. 77-92. 
Boundy, D. (2000). “When Money is the Drug”, in Lane Benson, A. (Ed) I Shop 

Therefore I Am, Aronson Inc., Northville, NJ, USA, pp.3-26. 
D’Astous, A., Maltais, J., and Roberge, C. (1990). “Compulsive Buying Tendencies of 

Adolescent Consumers”, Advances in Consumer Research, Vol. 17 No.2, pp. 306-
313. 

De Sarbo, W.S., and Edwards, E.A. (1996). “Typologies of Compulsive Buying: A 
Constrained Clusturwise Regression Approach”, Journal of Consumer Psychology. 
Vol.5. No. 3., pp. 231-262. 

Dittmar, H. (2005). “Compulsive Buying–A Growing Concern? An Examination of 
Gender, Age, and Endorsement of Materialistic Values As Predictors”, British 
Journal of Psychology, Vol 96 No.4, Pp 467-491.  

Dlugokencka, A. (2013). “Self-esteem and Materialistic Value Orientation as Predictors 
of Compulsive Buying in British and Polish Samples”. Thesis on Department of 
Psychology: Angila Ruskin University, available at 
http://misscambridge.com/wp-content/uploads/2013/11/Projectpdf.pdf 
(accessed 8 February 2014)  

Elliott, R. (1994). “Addictive Consumption: Function and Fragmentation in 
Postmodernity”,Journal of Consumer Policy, Vol. 17 No.2, pp.159-179. 

Faber, R.J. and O’Guinn, T.C. (1989). “Compulsive Buying: A Phenomenological 
Exploration”, Journal of Consumer Research, Vol. 16 No.2, pp.147-157.  

Fung, Juliana (2010). “An Exploration of The Shopping Experience”, Thesis on Master 
of Arts in Recreational and Leisure Study: University of Waterloo., pp.10 

Ghozali, I. (2006). Aplikasi Analisisi Multivariat Dengan Program SPSS. Edisi 3. 
Yogyakarta: ANDI. 

Guiry, M. and Lutz, R.J. (2000). “Recreational Shopper Identity: Implication of 
Recreational Shopping for Consumer Self-Definition”. Working paper: University 
of Florida. 

Guiry, M., Magi, A., Lutz, R. (2006). “Defining and measuring recreational shopper 
identity”, Journal of the Academy of Marketing Science, Vol.34 No.1, pp.74-83. 

Gupta, S. (2013). “A Literature Review of Compulsive Buying–A Marketing 
Perspective”, Journal of Applied Business and Economics, Vol 14 No. 1, pp.43-48. 

Hair, J.F., W.C. Black., B.J. Babin., R.E. Anderson., and R.L. Tathan. (2006). Multivariate 
Data Analysis. 6th edition. New Jersey: Pearson Education International, USA. 

Kernis, M. (2003). “Toward a Conceptualization of Optimal Self-Esteem”, Psychological 
Inquiry, Vol. 14 No. 1, pp. 1-26. 

Koran, L. M., Faber, R. J., Aboujaoude, E., Large, M. D., and Serpe, R. T. (2006). 
“Estimated Prevalence of Compulsive Buying Behavior in the United States”, The 
AmericanJournal of Psychiatry, Vol.163No.10, pp. 1806-1812. 

Kuntari & Kusuma (2001). “Evaluasi Terhadap Kinerja dan Hasil Karir Pada Kantor 
Akuntan Publik: Pengujian Pengaruh Gender”, Jurnal Ekonomi dan Bisnis 
Indonesia,Vol.16 No.1, Yogyakarta: FE UGM. 

http://misscambridge.com/wp-content/uploads/2013/11/Projectpdf.pdf


 

The 2nd IBEA – International Conference on Business, Economics and Accounting 
Hong Kong, 26 – 28 March 2014  

 

 
 

McElroy, S.L., Hudson, J.I., Phillips, K.A., Keck, P.E., and Pope, H.G. Jr. (1993). 
“Compulsive buying: A report of 20 Cases”, Journal of Clinical Psychiatry, 
Vol.55No.6., pp.134. 

Nataraajan, R. & Goff, B. G. (1992). “Manifestations of Compulsiveness in the 
Consumer-Marketplace Domain”. Psychology and Marketing, Vol 9 No. 1, pp.31-
44. 

Roberts, J.A. (1998). “Compulsive Buying Among College Students: An Investigation of 
Its Antecedents, Consequences, and Implications For Public Policy”. The Journal 
of Consumer Affairs, Vol.32 No.2, pp.295-319.  

Roberts, J.A. and Pirog, S.F. (2004). “Personal Goals and Their Role in Consumer 
Behavior: The Case of Compulsive Buying”. Journal of Marketing 
Theory&Practice, Vol.12 No.3, pp.61-73.  

Rosenberg, M. (1965). Society and the Adolescent Self-Image. Princeton, NJ: Princeton 
University Press. 

Sekaran, U. (2003). Research Methods for Business: A Skill-Building Approach. Fourth 
Edition. New York: John Wiley & Sons, Inc. 

Sharma, V., Narang K., Rajender, G. and Bhatia M.S. (2009). “Shopaholism (Compulsive 
buying) – A New Entity”. Delhi Psychiatry Journal, Vol. 12 No. 1., pp.110-113. 

Winship, J. (2000). “New Disciplines for Women and the Rise of the Chain Store in the 
1930's”, Andrews and Talbot (Eds)op. cit., 23-45. 

 
 


