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Abstract
In this study we focused on the methodological insights, the measurement and evaluation 
of compulsive buying tendencies among young consumers in Poland. We administered the 
Compulsive Buying Scale (CBS) developed by d’Astous et al. (in: Goldberg, Gorn, Pollay 
(eds) Advances in consumer research, Association for Consumer Research, Provo, 1990) 
for North America and adapted it to the Polish population. Then used the data to develop 
a Polish version of the Compulsive Buying Scale (P-CBS). The study extended previous 
methodological work on new consumers’ culture, and more importantly, investigated the 
compulsive buying in two groups of consumers: compulsive- and non-compulsive buyers. 
The sample comprised 504 young Polish citizens, aged between 17 and 25 years. In the 
complex analytical process, we replicated the three-dimensional structure of the CBS scale 
(d’Astous et al. 1990): the ‘Tendency to Spend’, a ’Reactive Aspect’ of compulsive buying, 
and ’Post Purchase Guilt’. This process included the following steps: the translation of the 
items, an exploratory and confirmatory factor analysis, based on latent variables theory, 
and a reliability and validity analysis. Data analyses indicated a satisfactory reliability and 
validity of the P-CBS. Research findings are presented across the sample and the subsam-
ples of compulsive buyers and non-compulsive buyers.
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1  Introduction

Scholars around the world differ in their methods of understanding compulsive buying 
behavior as a market phenomenon. For instance, Kraepelin (1915) described compulsive 
buying with the term ‘oniomania’, while Bleuler (1924) referred to it as ‘buying mania’. 
The latter believed that compulsive buying reflects the uncontrollable urges that repeat-
edly compel an individual to make purchases, bringing temporary relief from psychologi-
cal needs. After buying, individuals often feel guilty about succumbing to their urges and 
in turn suffer from social and financial harms (see also Faber et al. 1987; McElroy et al. 
1994; Manolis and Roberts 2012; Khare 2013). These harms lead to negative consequences 
in individuals’ lives, such as sizeable consumer debts, broken families, and a generally 
heightened level of distress (see Dittmar 2005; Lo and Harvey 2011; Baker et al. 2016).

Compulsive buying behavior, according to O’Guinn and Faber (1989, pp. 148), repre-
sents “… a response to an uncontrollable drive or desire to obtain, use, or experience a 
feeling, substance, or activity that leads an individual to repetitively engage in a behavior 
that will ultimately cause harm to the individual and/or to others.” Note that in the litera-
ture on consumer research, this phenomenon was also defined as compulsive consumption 
or compulsive buying (Faber et al. 1987; see Table 1). Only occasionally, it was defined as 
addictive consumption (Elliott 1994; Tomer 2001).

Overall, the compulsive buying reflects the irresistible desire to purchase products and 
a sudden drop in psychological tension after a purchase, accompanied by a feeling of relief 
(see Mueller et  al. 2011). Note, however, that compulsive buying is qualitatively differ-
ent from impulsive or standard buying behavior, for it provides the consumer a short-term 
pleasure, some sort of gratification, rather than a long-term satisfaction. Thus, compulsive 
buyers do not derive benefits from a purchased product. Instead, they experience short-
lived delights during the buying process itself, followed by negative consequences such 
as regretting the purchase (O’Guinn and Faber 1989). McElroy et al. (1994) characterized 
compulsive buying as a maladaptive preoccupation with making purchases, and one char-
acteristic of compulsive buying is that the purchased products are often not used or needed 
at all.

Interestingly, compulsive buyers experience both recurring acts and thoughts of prob-
lematic buying, what often causes emotional distress and negative emotions such as guilt, 
shame and regret (Ridgway et  al. 2008; Cicognani 2011). Besides, compulsive buying 
trends flourish in societies, cultures, and groups of individuals which have deficits in self-
control. Some but not all studies find a stronger propensity towards compulsive buying 
in females than in males (Schlosser et al. 1994; Dittmar 2005; Reisch and Neuner 2002; 
Mueller et al. 2011; Roberts and Roberts 2012). Compulsive buying trends grow primarily 
in societies in which people suffer from anxiety, depression, alienation, low self-esteem, 
and excessive materialistic orientation (see Scherhorn et al. 1990; Yurchisin and Johnson 
2004, Mueller et al. 2010; Neuner et al. 2005).

Although compulsive buying appears to be commonly accepted in well-developed coun-
tries, mostly Western cultures (Scherhorn et al. 1990, 1992; Koran et al. 2006), it appears 
that it also grows rapidly in developing economies and Eastern cultures (Boski 1992; Hof-
stede 2001; Horváth et  al. 2013; Tarka and Kukar-Kinney 2020). However, despite the 
increasing importance of this phenomenon, there are still only a few studies that focused on 
very specific aspects of measurement and diagnosis of compulsive buying in Poland, that 
would comprise wider methodological and substantive contexts. For instance, the study 
of Tarka and Kukar-Kinney (2020) explored compulsive buying only on a very general 
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level—total sample of young adults, without distinguishing between groups of consum-
ers (i.e., compulsive buyers and non-compulsive buyers), despite the fact that a strong and 
generalized urge to buy can characterize all consumers at different levels, and most likely, 
at different times (see d’Astous and Bellemare 1989; d’Astous 1990). For this reason, less 
extreme forms of compulsive buying behavior are also worth studying. And this is what the 
present study intended to do.

Further, although the literature on compulsive buying reports many other scales that 
allow to measure this phenomenon as for instance, the Clinical Screener (Faber and 
O’Guinn 1992), Questionnaire About Buying Behavior (QABB; Lejoyeux and Ades 1994; 
Lejoyeux et  al. 2007), the Richmond Compulsive Buying Scale (RCBS; Ridgway et  al. 
2008) along with its Polish version (Tarka and Kukar-Kinney 2020), as well Pathological 
Buying Screener (Müller et al. 2015) and Compulsive Buying Indicator (Raab et al. 2005) 
– both based on German samples; we focused on the scale developed by d’Astous et  al. 
(1990). The reason for selecting, administering and exploring this scale was that it was 
developed and validated by d’Astous et al. (1990) with purpose of measuring compulsive 
buying in younger populations. In this sense, we provided a version of the Compulsive 
Buying Scale that was validated for young Polish consumers. We claim that this scale will 
be beneficial both for researchers and for other groups in applied contexts, as for instance 
public policy decision makers. The latter could use data collected through this scale to take 
preventive actions to stop a further proliferation of unwanted compulsive buying among the 
youth (see Keeley and Buehler 2016). We also argue that a validated version of this scale 
can be administered in Eastern European cultures in general.

The structure of this article is as follows. First, we review the existing literature on com-
pulsive buying, particularly referring to research in matured and developing countries (e.g., 
Neuner et al. 2005; Mueller et al. 2010; Hubert et al. 2014; Singh and Nayak 2015; Lam 
et al. 2018). We also discuss how social pressure to buy consumer products might influ-
ence young consumers living in Poland. Note that the same social pressure is also felt by 
young people in other countries, e.g., in Hungary (see Horváth, van Herk and Adigüzel 
2013). Afterwards, we present research methods, followed by a discussion of our results on 
compulsive buying and its links to related concepts in our sample of young Polish consum-
ers. We assess the quality of the overall scale and the psychometric qualities of each item. 
Further, we present the findings on the reliability and validity of the theoretical constructs 
(i.e., the three factors underlying the adapted version of the CBS: ‘Tendency to Spend’, 
the ’Reactive Aspect’, and ’Post Purchase Guilt’). Note that the results are consistently 
reported both in the context of the total sample and separately for compulsive buyers and 
non-compulsive buyers. Finally, we discuss the findings, the theoretical contribution of the 
present study, suggest practical implications of our findings and end with the limitations.

2 � Literature review

2.1 � Prior studies on compulsive buying in matured and developing countries such 
as Poland

Compulsive buying typically occurs in matured, but also in developing economies and 
societies (Neuner et al. 2005). Past research has regularly referred to mainstream ’West-
ern industrial societies’ and countries such as: Germany (e.g., Scherhorn et  al. 1990, 
1992), the UK (e.g., Dittmar 2005; Elliott 1994), France (e.g., Lejoyeux et  al. 1995), 
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Australia (e.g., Lyons and Henderson 2000); Spain (e.g., Otero-López and Villardefran-
cos 2014), Denmark (e.g., Hubert et  al. 2014), USA (e.g., Faber and O’Guinn 1989; 
O’Guinn and Faber 1989; McElroy et  al. 1994; Roberts and Jones 2001; Koran et  al. 
2006), and Canada (e.g., Valence et al. 1988; d’Astous and Bellemare 1989; d’Astous 
1990).

Note that studies conducted in the US implied that approximately 18 million Americans 
were ’addicted to compulsive consumption’ (Workman and Paper 2013). Also, the preva-
lence rate of compulsive buying in the US was observed to be higher among young people 
(e.g., college students and adolescents) than in adults (Roberts 2000; Roberts and Jones 
2001; Roberts and Roberts 2012; Yurchisin and Johnson 2004; Maraz et al. 2016). Similar 
trends were also discernible in many developing and less affluent countries (Ger and Belk 
1996) whenever consumers were confronted with influences of Western consumer culture, 
market trends, wealthy neighborhoods, and economy system based on capitalism (Varman 
and Vikas 2007; Ritzer and Jurgenson 2010; Zhang 2018). This is especially the case when 
poor countries experienced economic growth followed by social and cultural transitions 
(Belk 1999; Ibroscheva 2012; He et al. 2017). For instance, in China (Li et al. 2014), 7% 
of the population is claimed to be addicted to buying, though the people living there differ 
somewhat in compulsive buying from individuals in Western cultures.

In consumer-driven economies (O’Shaughnessy and O’Shaughnessy 2002), people uti-
lize the symbolic value of certain goods to signal a positive personal or social identity 
to others (Yurchisin and Johnson 2004; Lim and Ang 2008; Lu et al. 2016; Zhang et al. 
2014). Simply put, due to the need for social comparisons between consumers within a 
society, individuals are motivated to impress other members of their society by engaging in 
a more attractive living style and investing in perceived personal well-being. This impres-
sion builds on buying certain (luxury) products, and in a more general sense, the posses-
sion of all kinds of material things (Mick et al. 2004; Vihalemm and Keller 2011; Cloutier 
2015). The problem is that in such societies, these aspirations often lead to an increase of 
compulsive buying and shopping addiction.

For Poland, it can be postulated that the economic and social changes in recent decades, 
i.e., the transitioning from a Communist system to a free market, the awareness of globali-
zation trends and the desire for buying products from other countries (Baack and Boggs 
2008; Kozminski 1991/1992; Luthar 2006; Mazurek and Hilton 2007) gave a significant 
rise to consumer trends and compulsive buying (Tarka and Kukar-Kinney 2020). Polish 
consumers were suddenly exposed to an unprecedented volume and variety of products 
that they were not familiar with. When the desired economic transition took place, Polish 
consumers could finally satisfy their pent-up needs, whether they could afford it or not 
(Tobacyk et al. 2011; Zalewska 2016). The problem was that most Poles were ill-prepared 
for the challenges of an affluent society (Mazurek and Hilton 2007). This resulted in frus-
tration, disappointment, feelings of alienation, insecurity, and reduced self-esteem (Ger and 
Belk 1996).

One should also consider that Polish culture is characterized by collectivistic values. 
Specifically, a high level of cultural and ethnic homogeneity, collective valuing, and devel-
oping and maintaining close personal bonds (Boski 1992, 2006). Paradoxically, this cul-
tural orientation may foster compulsive buying tendencies because people naturally want to 
buy products, but even more so they want social approval and admiration of other members 
of their community and society. People might believe that they get the admiration of oth-
ers by buying all kinds of products that a person does not really need, but that were sup-
posed to indicate a certain social status. Researchers such as d’Astous (1990) pointed to the 
potential link between compulsive buying and a susceptibility to social influence. Thus, 
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living in close socio-cultural relationships can make people in Poland prone to compulsive 
buying.

2.2 � Compulsive buying tendencies among young consumers

In this study, we focused on the examination of compulsive buying tendencies in Poland. 
We were primarily interested on the investigation of young consumers and less so on older 
people. The reason for this prediction was that previous studies (e.g., O’Guinn and Faber 
1989; d’Astous et al. 1990; Dittmar 2005) observed that compulsive buying occurs more 
often among younger people (around the age of 18 years) than adults. Thus, it typically 
begins in late adolescence (Schlosser et al. 1994; Dittmar 2005), although some research-
ers even stated that compulsive buying is evident even in earlier life, when young people 
are more prone to addictive behavior in general. In adolescence, many orientations and 
abilities are being formed (Larson 2001). Adolescence is a period with transitions that 
include biological, social, and psychological changes (Byrne et  al. 2007). Consequently, 
young people might be especially vulnerable to compulsive buying, for instance because 
they want social approval from their peers when they buy the newest smartphone or clothes 
from an expensive brand.

Since individuals with compulsive buying tendencies are often reported to show exces-
sive shopping behavior, especially when they feel under pressure or stressed, we maintain 
that young adults might try to compensate for familial or non-familial distress by purchas-
ing (see Roberts and Roberts 2012; Johnson et al. 2001). This argument also fits with the 
observation by d’Astous (1990) that compulsive buyers seem to be more anxious in general 
and more likely to have family members who are also plagued by addictive behavior such 
as alcoholism, toxicomania, or bulimia.

Previous research that explored the familial influence on compulsive buying also found 
that this type of behavior is derived from parents’ values, attitudes, and behavior (Elli-
ott 1994), and is often rooted in early life experiences (Grougiou et  al. 2015). In one’s 
early life, a parent represents the most important agent in young consumers’ socialization, 
and therefore plays the most important role in the creation of a young person’s values and 
behavior (Grougiou and Moschis 2015). Children quickly acquire values and skills by imi-
tating their parents’ decision-making styles (Elliot 1994). Thus, family problems might 
influence adolescents’ compulsive buying dispositions. Family conflicts, troubles, or disor-
ders are potential explanatory factors for adolescents’ compulsive consumption tendencies. 
The same is true for financial behavior, i.e., the improper use of credit cards (Elliot 1994; 
Khare 2013). Parents play an important role in the establishment of the financial identity 
of adolescents and are responsible for supporting the materialistic values (Chitakunye and 
Maclaran 2012), which in turn foster unwanted compulsive buying behaviors (Richins and 
Chaplin 2015).

Besides familial influences, young consumers’ proneness to compulsive buying is 
also impacted by other aspects (see Hampel and Peterman, 2006) and personal problems 
(d’Astous et al. 1990). For instance, Byrne et al. (2007) identified the following factors as 
stressors in adolescent life: peer pressure, love-romantic relationships, and school prob-
lems. The link between stress and compulsive buying appears to be the same for both gen-
ders. Yet if one concentrates on compulsive buying, females in their adolescence seem to 
have more problems with this behavior than males (see Claes et al. 2010). However, evi-
dence on gender effects is rather mixed.
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3 � Present research

We adapted the CBS by d’Astous et al. (1990) in a way that it could be applied in the Polish 
culture and fitted to Polish living conditions. Then, we administered this scale in a sample 
of young Polish consumers in order to diagnose their compulsive buying tendencies. We 
were specifically interested in the consumer behavior of two groups, compulsive- and non-
compulsive buyers. We tried to answer the following question: (1) Does the translated and 
slightly modified version of the scale have methodologically the same or similar dimen-
sions as the original CBS has? Note that the three dimensions of the original scale were the 
following: ‘Reactive Aspect—RA’, ‘Tendency to Spend Money—TTSM’, and ‘Post-pur-
chase Guilt—PPG’. Other questions to be answered were: (2) Are the psychometric criteria 
acceptable in the adapted version of the scale? And (3), did the factor loadings of the items 
indicate the same, or at least approximately the same, structure as the previously described 
dimensions of the scale (‘Reactive Aspect—RA’, ‘Tendency to Spend Money—TTSM’, 
and ‘Post-purchase Guilt—PPG’; see D’Astous et al. 1990)? The final question was, (4) To 
what extent does the Polish scale—CBS yields the same or different results as the original 
scale in two groups of young (i.e., compulsive vs. non-compulsive buyers)?

In other words, we claim that the translated and adapted version of the scale (named 
“Polish-Compulsive Buying”; P-CBS), as compared to its original version (CBS; see 
d’Astous, et al. 1990), might result in the same (see above: RA, TTSM, PPG) or different 
structure and dimensions when being administered in Poland. Also note that we intended 
to explore whether this scale shows a different pattern of results in the entire sample as 
compared to the subsamples of compulsive and non-compulsive buyers. In this regard, we 
followed the idea of d’Astous and Tremblay (1989) who argued that there are individual 
differences in the urge to buy. We claimed that even less extreme forms of compulsive buy-
ing behavior are worth being investigated because average consumers may show at least 
some degree of vulnerability towards compulsive buying or are even in an early stage of 
developing compulsive buying tendencies and are not aware of it. In other words, com-
pulsive behavior might also be observed in a group of average consumers. Consequently, 
we administered the P-CBS in a sample of young Polish consumers without pre-select-
ing them based on their consumer behavior so that we could expect representation of the 
whole spectrum of buying behavior, e.g., from buying behavior that does not show any 
compulsive tendencies to extreme cases of compulsive buying. We also argued that the 
P-CBS would validly measure individual differences between buyers, with a special focus 
on their potential compulsive behavior tendencies. The reason was that this scale was origi-
nally developed to measure extreme buying behavior, and not average shopping behavior 
(d’Astous et al. 1990).

Further, the P-CBS was tested in a sample of Polish consumers (aged between 17 and 
25 years). This was done because we claimed that the processes of economic transition and 
acculturation that have taken place in Poland during the past decades has led to a situation 
in which the frequency of compulsive buying might match that of Western cultures. In 
other words, given the large-scale socioeconomic and cultural transitions that Poland has 
undergone since the fall of the Communist system and the development of a free market 
that stimulated economic growth, many young consumers were expected to show signs of 
compulsive buying behavior (see Eurostat data in 2019 for period of 2016–2018).

Finally, the validity of the P-CBS scale was tested on the basis of correlations with the 
Clinical Screener (CS; Faber and O’Guinn 1992) and some other variables supposed to 
indicate buying behavior and problems with spending too much money (i.e., self-reported 
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buying and spending behavior; see below). The CS (Faber and O’Guinn 1992) measured 
the following aspects of compulsive buying: lack of control, distress at the thought of oth-
ers’ knowledge of the person’s spending patterns, the tension felt when not buying some-
thing, and the use of buying to feel better. Also note that the CS (Faber and O’Guinn 1992) 
represented an alternative instrument to measure compulsive buying among the youth.

Given the above arguments and objectives, we proposed the following hypotheses:

A1  Young compulsive Polish buyers versus non-compulsive young buyers respond differ-
ently to the three dimensions of the compulsive buying scale. Consequently, both groups 
will differ in terms of metric and scalar invariance of the P-CBS.

A2a  The P-CBS scale, administered in compulsive buyers, indicates a high level of coher-
ence within the structure of the measurement model (CFA) and a high reliability within 
each of its three expected factors (RA, TTSM, and PPG).

A2b  The P-CBS, administered within non-compulsive buyers, indicates a low level of 
coherence within the structure of the measurement model (CFA) and low reliability within 
each of the three expected factors (RA, TTSM, and PPG).

A3a  In compulsive buyers, the P-CBS scale indicates strong correlations with the ‘Clinical 
Screener’ (CS Faber and O’Guinn 1992) and variables measuring the ‘self-reported buying 
and spending behavior’ of consumers. Strong correlations prove the validity of the P-CBS 
scale.

A3b  In non-compulsive buyers the P-RCBS scale shows low correlations with the CS 
(Faber and O’Guinn 1992) and the constructs of ‘Self-reported buying and spending 
behavior’. Hence, the P-CBS will be less valid in non-compulsive buyers as compared to 
compulsive buyers.

4 � The compulsive buying scale by d’Astous et al. (1990)

As noted, in this study we focus on adaption of the CBS (d’Astous et al. 1990) to Polish 
culture and life circumstances, although the items of the original CBS scale, capturing the 
multifaceted nature of compulsive buying, were developed by Valence et  al. (1988) and 
d’Astous and Tremblay (1989), and later modified for surveys in samples of adolescents. 
According to the factor and content analyses of the CBS (conducted by Valence et al. 1988, 
d’Astous and Tremblay, 1989), three interrelated factors were found: ‘Reactive Aspect—
RA’, ‘Tendency to Spend Money—TTSM’, and ‘Post-purchase Guilt—PPG’. The first fac-
tor consisted of four items (e.g., “Shopping is a way of relaxing and forgetting my prob-
lems”); the second factor was measured by five items (e.g., “When I have money, I cannot 
help but spend part or all of it”), while the third factor included three items (e.g., “At times, 
I have felt somewhat guilty after buying something because it seemed unreasonable”).

Note that the first factor ‘RA’, corresponded to stress in daily family life and measures 
of shopping behavior as a coping strategy (i.e., to relax). This factor also measures the 
tendency to be ‘reactive’ (Valence et al., 1988). It captures the sudden irresistible urge to 
go shopping, and the strong urge to buy something. The second factor ‘TTSM’ in Valence 
et  al., (1988; see also d’Astous and Tremblay 1989) was defined in terms of irrational 
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behavior of a consumer and the consumer’s impulsiveness in buying behavior. While the 
third factor of the scale, ‘PPG’, measures the fear that compulsive consumers often feel 
after a purchase and/or generally irrational buying behavior. It is also noteworthy that 
Valence et al. (1988) at the beginning of their research, identified fourth dimension of com-
pulsive buying—‘the family environment’, however, after some improvements of the scale, 
this dimension was dropped.

Finally, the whole instrument was adjusted by d’Astous et  al. (1990) for being used 
in samples of young adults (see also Cole and Sherrell 1995). However, one item as part 
of ‘PPG’ construct was eliminated due to lack of clarity (“I have sometimes thought—If 
I had to do it over again, I would…- and felt sorry for something I have done or said), 
while the other items were re-worded to enhance understandability. This modified version 
of the scale, comprising of eleven items (see d’Astous et al. 1990) considerably improved 
its validity and enhanced its easiness in understanding the problem of compulsive buying 
among the youth.

5 � Procedure

5.1 � Participants and design

The sample included young consumers at universities, high schools, and professional 
schools in Poland. We choose to focus on young consumers because we assumed that they 
were more prone to compulsive buying than older people (see O’Guinn and Faber 1989; 
d’Astous et al. 1990; Schlosser et al. 1994; Roberts and Jones 2001; Joireman et al. 2010; 
Palan et al. 2014). Furthermore, they should be more open to new ideas and creating social 
trends but are also vulnerable towards market trends. Hence, it was important to test young 
consumers’ vulnerability to compulsive buying behavior in the hope of shedding new 
light onto this problem (see Blackwell et al. 2001; Hill et al. 2001; Grougiou and Moschis 
2015). In this context, the selection and adaption of instrument for the present study (that 
was adjusted deliberately by d’Astous et al. 1990 to diagnose the compulsive buying phe-
nomenon among the youth representatives), gains even more importance.

The first group of participants were drawn from universities’ pools of students. They 
were recruited randomly by using a database of all registered students at bachelor and mas-
ter-level. Students from high schools were recruited from the 10th to the 12th grades, while 
in professional schools, participants from the 11th and the 12th grades were recruited. 
All schools and universities were geographically dispersed across Poland. The process 
of participant recruitment was as follows. First, we contacted the respective school repre-
sentatives (e.g., a director, schoolteacher, and professor in the case of recruiting university 
students). After receiving permission to conduct a survey,1 we delivered the set of ques-
tionnaires to the randomly selected participants of that institution (e.g., high school). For 
data collection, researchers attended each class to explain the subject and objectives of the 
research to the participants and the teacher or director of the high school. Moreover, we 
explained how the questions could be answered by demonstrating the response scales. We 
therefore could ensure that the entire study was carried out properly and that the data were 

1  From the youngest respondents, aged 17, we received parental consent organized by a high school direc-
tor or the teacher of a class.
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of high quality. In the end, the sample size in the empirical study equalled N = 504 partici-
pants. Data were collected between September and October 2018. Nearly two-thirds (65%) 
of our participants were females. The mean age of the entire sample was 20 years, with the 
youngest participants being 17 years and the oldest being 25 years old. Less than half of 
the participants (40%) were students of professional schools. The other participants were 
high school students (34%) and university students (26%). 68% of the participants lived 
together with both parents and had siblings (i.e., 1 brother/sister, 43%; 2 brothers/sisters, 
27%, 3 brothers/sisters, 6%, and more than 3 brothers/sisters, 4%).

5.2 � Sub‑groups of participants: compulsive and non‑compulsive buyers

Since we were interested in how the two groups of participants would respond on the 
P-CBS scale, we categorized all students either into compulsive or non-compulsive buy-
ers. For this purpose, we applied the Clinical Screener (CS; Faber and O’Guinn 1992). 
Participants were split into compulsive and non-compulsive consumers based on Faber and 
O’Guinn’s (1992) guidelines described in the CS. The total CS score was calculated on 
the basis of seven items (CS1-CS7) by computing the following regression parameters: CS 
total =  − 9.69 + (CS1 0.33) + (CS2 0.34) + (CS3 0.50) + (CS4 0.47) + (CS5 0.33) + (CS6 
0.38) + (CS7 0.31). An individual was assessed according to this equation on her or his 
answers on 5-point scales. Each response scale ranged from 1 (indicating very frequent 
compulsive buying behavior) to 5 (indicating the complete absence of compulsive buying 
behavior). A cut-off point was set at the level ≤ -1.34, meaning that a student who scored 
less than − 1.34 was categorized as a compulsive buyer. In the case that a participant’s 
score was above this cut-off point, he/she was categorized as a non-compulsive buyer. This 
strategy was often used to categorize compulsive and non-compulsive buyers in European 
samples (e.g., Scherhorn et al. 1990; Mueller et al. 2015).

5.3 � Research methods

The adaption process of the CBS to Polish samples included two steps. In Step 1, we trans-
lated the original version of the scale from English to Polish and tested the ease of its 
comprehension (called “Polish-Consumer Buying Scale”; P-CBS) and the quality of its 
translation.

In Step 2, we examined the psychometric properties of the P-CBS scale. We used the 
data collected in a cross-sectional study in Poland (see above). Data analyses were first 
run for the entire sample, and then separately for participants identified as compulsive or 
non-compulsive buyers. All analyses relied on the latent variables’ measurement theory. 
Specifically, we explored the structure and consistency of the analyzed latent variables (the 
’Reactive Aspect’—RA, ‘Tendency to Spend’—TTSM, and the ’Post Purchase Guilt’—
PPG) by applying exploratory and confirmatory factor analysis models. We calculated the 
following statistics for latent variables: alpha (Cronbach 1951) and composite reliability 
(Jöreskog 1971; Werts et al. 1978). We also calculated the item-to-total correlations and 
descriptive statistics of all three latent variables and the items that were related to these 
factors. Thus, all analyses relied on established procedures of scale development and 
guidelines for testing the quality of measurements and scale assessments (see Nunnally 
1978; Kline 1986).
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5.3.1 � Step 1: translation and content refinement of the P‑CBS

When translating the CBS (d’Astous et al. 1990), we followed Brislin’s (1986) strategy of 
’forward–backward translation’ of items. As such, the original version of the compulsive 
buying scale (CBS; d’Astous et al. 1990) was first translated into Polish by two bilingual 
persons. Subsequently, another bilingual person translated the scale back into English. All 
translators worked independently and did not communicate about the translation.

We also asked linguistic experts to compare the retranslated version with the original 
one. This was done to evaluate the linguistic and cultural relevance of the translated scale. 
Next, we requested two experts from psychology and sociology to check the translated ver-
sion for ambiguous words and to assess the ease of comprehension of the scale. Addition-
ally, these experts were asked to confirm the face validity of the items of the (P-CBS). This 
enabled us to scrutinize the first version of the P-CBS on whether its wording, or other 
linguistic aspects of the items as well as psychological and sociological ambiguities were 
misleading.

All experts agreed that all items of the P-CBS fulfilled the criteria of ease of compre-
hension and clarity and its potential of being administered among young Polish students. 
Experts only criticized the item “There are times when I have a strong urge to buy clothing, 
tapes, jewelries, etc.” As they claimed, this item was appropriate for measuring compulsive 
buying in American, or more general, in Western populations, but not in Poland. The argu-
ment was that the word’tapes’ and ‘jewelries’ presented in the item might be confusing 
for young Polish students. The word ‘tapes’ was problematic as it referred to an outdated 
consumer product, given that tapes were used mostly in the 1970s and 1980s. On the other 
hand, the word ‘jewelries’ refers to very luxurious products in the Polish language. These 
consumer products are typically bought by adults for special occasions (e.g., weddings), 
but not by students. For this reason, we replaced the words “tapes” and ‘jewelries’ with the 
words ‘food’ (instead of ‘tape’) and ‘clothing’ (instead of ‘jewelries’).

For an additional analysis of the content and face validity (see Nevo 1985), we con-
ducted 21 in-depth interviews with Polish students who did not take part in the main study. 
The interviewees were selected because they self-reported problems with controlling their 
over-spending habits. Like participants of our main study, interviewees attended profes-
sional schools, high schools, or universities. We interviewed seven students per school type 
(e.g., high school). The aim of these interviews was to ensure the ease of comprehension of 
the items among young Polish students who were prone to compulsive buying. Interview-
ees did not report inconsistencies between items that defined the three latent variables (RA, 
TTSM, and PPG) of the P-CBS. We concluded that the final version of the P-CBS was 
ready to be administered in a sample of young Polish citizens. For detailed reports on the 
effects of the translation and revision of the P-CBS, see “Appendix 1”.

5.3.2 � Step 2: the psychometrics of the P‑CBS

First, we explored the dimensionality of the P-CBS and then analyzed its internal consist-
ency and validity. The structure of the P-CBS was analyzed with an exploratory factor 
analysis (EFA). Computing the EFA, we used the maximum likelihood method to extract 
factors. When we rotated the factors, we applied the Promax technique in order to attain 
an oblique solution. This solution allowed three of the predicted dimensions of the P-CBS 
(RA, TTSM, PPG) to be correlated with each other. We followed Cattell (1952) who 
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argued that researchers rarely expect that factors, which measure similar constructs, will 
not be correlated.

The factorial structure of the P-CBS was next tested with a Confirmatory Factor Analy-
sis (CFA). The CFA allowed us to examine the level of convergency of the extracted fac-
tors and their discriminant validity. The CFA also enabled us to explore the degree of fit of 
the empirical data with the postulated model and compared it with the previous structure of 
the P-CBS explored in the EFA. Furthermore, we conducted multiple confirmatory factor 
analyses (MCFA) to compare this model across the compulsive and non-compulsive young 
buyers. Note that for both the CFA and the MCFA analyses, the maximum likelihood esti-
mation was applied, along with respective diagnostics such as the �2 measure, comparative 
fit indices (CFI and TLI), the root mean square error of approximation (RMSEA), and the 
standardized root-mean-square residual (SRMR). Kline (2011) recommended that multiple 
indices should be used to provide comprehensive information for the fit of the tested model 
with the empirical data. Additionally, Hu and Bentler (1999) argued that a satisfactory 
degree of model fit usually requires the CFI and TLI to be larger than 0.90, the RMSEA 
index to be lower than 0.05, and the SRMR index to be lower than 0.08.

In addition to EFA analysis, we tested the Common Method Bias (CMB) by apply-
ing the procedure based on the Harman’s single factor score, according to which all items 
(measuring respective latent variables – theoretical constructs under study) were loaded 
into one common factor. This procedure states that if the total variance for a single factor is 
less than 50%, than it explains that CMB does not affect the data (Podsakoff et al. 2003; 
Podsakoff et al. 2012).

After running the EFA/CFA and CMB analyses, we computed Cronbach’s alphas for 
each of the extracted factors and the composite reliability (see Werts et  al. 1978). The 
reason we used two different coefficients to measure the reliability of the P-CBS can be 
explained as follows (see Cho 2016). First, the calculation of Cronbach’s alpha requires 
measurement models to be tau-equivalent and all factor loadings to be equal, which is 
rarely the case in practice. This coefficient also underestimates the reliability of the theo-
retical construct (Wieland et al. 2017). Second, most of the measurement models are not 
tau- equivalent, but congeneric (Bagozzi and Yi 1988). For this reason, we computed an 
additional coefficient that indicated composite reliability. This coefficient explored the 
postulated existence of different factor loadings and their uniqueness, and in contrast to 
Cronbach’s alpha, could be interpreted as an indicator of the reliable correlation of the 
items with the measurement model, given the assumption of the underlying latent vari-
ables, measured both by the items’ factor loadings and their errors.

After exploring the reliability of the factors, we tested yet the strength of factor correla-
tions. For this purpose, we computed the corrected item-total correlation coefficients for 
each set of items loading on designated factor. With these coefficients, we could explore 
the individual items and their consistency with the postulated factors (see Carpenter et al. 
2016). Additionally, it provided us with an indication of the validity of the items and the 
factors under evaluation.

Furthermore, in order to test the validity of the P-CBS, we tested its connection to other 
theoretical variables that were supposed to be related to compulsive buying. For instance, 
we computed an index based on the CS (Faber and O’Guinn 1992) and checked if it cor-
related with the P-CBS in order to test its convergent validity. Next, we linked participants’ 
P-CBS scores to the items that measured their self-reported buying behaviour and the 
amount of money they spent in a month. In particular, we tested the links between the 
P-CBS and the following items: the number of shopping visits that ended in a purchase 
within the past month; the number of hours spent in a shopping center while visiting this 
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center within the past month; the total amount of money (e.g., pocket money, part-time 
job, scholarship, etc.) students had at their disposal in the past month; the total amount of 
money at students’ own disposal that students spent for consumer products (e.g., “How 
much of the money that you had at your own disposal did you spend on product purchases 
in the past month?”).

6 � Results

6.1 � Exploratory (EFA) data analysis and test of CMB within the P‑CBS

In this section, we present empirical results associated with the EFA analysis first. In the 
EFA, we mainly tested whether the translated and modified scale (i.e., the P-CBS) reflected 
the same or at least an approximate configuration of factors and factor loadings as the 
original CBS by d’Astous et al. (1990). We observed that the KMO index (i.e., the Kai-
ser–Meyer–Olkin measure of sampling adequacy; see Hair et al. 2010) indicated that the 
selected items adequately represented all hypothesized factors in both compulsive and non-
compulsive buyers (see Table 2). For instance, the KMO index had a score of 0.749 for the 
entire sample, a score of 0.792 for compulsive buyers, and a score of 0.691 in non-compul-
sive buyers. This indicated that the information provided by the input data on the proposed 
configuration/structure of factors was sufficient (Hair et al. 2010), although the KMO index 
was much more significant in compulsive buyers than in non-compulsive buyers. Also note 
that the EFA model was explained by 79% of the total variance in the answers within com-
pulsive buyers and only by 65% of the total variance within non-compulsive buyers.

As far as the sizes of factor loadings are concerned, the EFA revealed factor loadings 
that mostly exceeded 0.50 for the entire sample. However, when we performed the same 
analysis (with the three factors: RA, TTSM, PPG) separately for compulsive and non-
compulsive buyers, we observed that factor loadings were, on average, higher in compul-
sive buyers than in non-compulsive buyers (Table 2). Note that factor loadings were still 
satisfying in non-compulsive buyers. In this sense, the EFA computed separately for both 
groups of buyers provided the expected structure of the P-CBS, but clearly indicated a 
greater adequacy for compulsive buyers than for non-compulsive buyers.

The results of the factor correlations (RA, TTSM, PPG—see Table 2) confirmed that 
the factors were related to each other, although these associations varied between the two 
groups of buyers. For instance, in compulsive buyers, the correlation coefficient between 
the factors ‘RA’ and ‘TTSM’ was observed at the level of 0.680, while in non-compulsive 
buyers, the correlation between the same factors was at 0.516—proving they are statisti-
cally different (z = 1.653, p = 0.049). However, in cases of other correlations, e.g., between 
the factors ‘RA’ and ‘PPG’, there was not any observed difference. The correlation in com-
pulsive buyers was 0.339, while in non-compulsive buyers, it was at the level of 0.259 
(z = 0.563, p = 0.287). Overall, non-compulsive buyers delivered lower correlations as com-
pared to compulsive buyers. Considering yet the squared correlations in the factors’ matrix, 
it was found that they were all of moderate size, confirming the discriminant validity of the 
factors observed in the P-CBS data. The discriminant validity of the P-CBS could therefore 
be used for measuring three distinct but interrelated aspects of compulsive buying.

Finally, when we conducted test of the Common Method Bias (CMB) pertaining to 
P-CBS structure, we applied the Harman’s single factor test, proving that proposed scale 
items are bias free.
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6.2 � Confirmatory (CFA) analysis of the P‑CBS

The structure of the P-CBS, built on three factors, was statistically tested by a Confirma-
tory Factor Analysis (CFA). As displayed in Table 3, the CFA model provided a reason-
able goodness-of-fit for the entire sample ( �2 = 113.549, df = 41, p = 0.00; CFI = 0.967; 
TLI = 0.954; SRMR = 0.039; RMSEA = 0.059) and for compulsive buyers ( �2 = 55.549, 
df = 41, p = 0.055; CFI = 0.964; TLI = 0.952; SRMR = 0.062; RMSEA = 0.056). In compul-
sive buyers, the CFI and the TLI indices were larger than 0.95, and the RMSEA index was 
slightly above the standard cut-off value of 0.05, whereas the SRMR index was below 0.08 
(see Hu and Bentler 1999). In contrast, for non-compulsive buyers, the fit of the model was 
only moderate ( �2 = 104.312, df = 41, p = 0.00; CFI = 0.931; TLI = 0.919; SRMR = 0.128; 
RMSEA = 0.091).

We also tested the CFA model in accordance with Byrne (2013), first regarding the fea-
sibility of the parameter estimates, and second on the statistical significance of the parame-
ter estimates (Table 3). Note in this case that a possible lack of the feasibility of the param-
eter estimates might be indicated if an estimate’s algebraic sign would be opposite to what 
could have been expected (e.g., it would be positive in cases where one could reasonably 

Table 2   Information about factor loadings of items, factor correlations derived from EFA analysis

The following capital letters denote values obtained for respective groups of buyers: A—Total sample; B—
Compulsive buyers; C—Non-compulsive buyers
Kaiser–Meyer–Olkin Measure of Sampling Adequacy was calculated for the entire sample KMOA = .749 
and both groups of buyers separately: KMOB = .792; KMOC = .691
Extraction method: Maximum likelihood and Promax rotation with Kaiser Normalization at 72% of vari-
ance explained in the total sample A; 79% variance explained in non-compulsive buyers; and a 65% level of 
variance in compulsive buyers
In factor correlation matrix, in the parentheses squared correlations between factors are presented

Symbol Item code Item factor loading per respective factors

Reactive aspect (RA) Tendency to spend money 
(TTSM)

Post purchase guilt’(PPG)

P-CBS P-CBS3 .862A/.977B/.818C

P-CBS4 .844A/.893B/.573C

P-CBS5 .676A/.620B/.458C

P-CBS8 .852A/.816B/.601C

P-CBS1 .712A/.792B/.587C

P-CBS2 .581A/.651B/.588C

P-CBS9 .674A/.711B/.591C

P-CBS10 .530A/.641B/.537C

P-CBS11 .592A/.658B/.499C

P-CBS7 .590A/.672B/.409C

P-CBS6 .675A/.694B/.510C

Factors
Factor cor-

relation 
matrix

1 1.000
2 .617A/.680B/.516C

(.380)A (.462)B/(.266)C
1.000

3 .218A/.339B/.259C

(.047)A /(.115)B /(.067)C
.435A/.434B/.310C

(.189)A /(.188)B /(.096)C
1.000
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expect a negative sign) or in cases where its size would be outside the admissible range. 
Now, as our estimates (Table 3) showed, for the entire sample and for compulsive and non-
compulsive buyers alone, that these problems did not occur in the tested model. There were 
no abnormalities in the total sample, nor in compulsive or non-compulsive buyers. But we 
found that for the model parameters, in non-compulsive buyers, two of three correlations 
between factors (the correlation between TTSM and PPG, and the correlation between RA 
and PPG) were not significant. In contrast, all correlations between factors were significant 
in compulsive buyers.

6.3 � Multiple‑group confirmatory factor analysis: compulsive and non‑compulsive 
buyers

As we found some differences between compulsive and non-compulsive buyers in the CFA 
measurement model, we decided to compare this model across both groups (compulsive, 
and non-compulsive buyers) in order to determine whether all observed differences can 
be proved statistically. We performed multiple group analyses (MCFA) in order to explain 
the variation of responses on the items within all three extracted factors RA, TTSM, and 
PPG. We assumed configural, metric, and scalar invariances of these factors (see Cheung 
and Rensvold 1999). We claimed that if the original model would indicate a reasonable fit, 
it could be used as a baseline for comparisons with all other models that were subsequently 
found in the hierarchy. In that sense, exploring the invariance within the P-CBS relied on a 
series of tests that checked dispersions in compulsive and non-compulsive buyers.

According to the test of configural invariance, the following findings emerged (Table 4). 
First, the chi-square measure (without constraints imposed) ended in a score of 122.95, 
with df = 93 and p = 0.034, while the RMSEA index showed a decent fit of the model 
(0.057). Also, the CFI (= 0.945) indicated a good fit of the model (Hu and Bentler 1999). 
The same was true for the TLI index (0.932), which proved that the general configural 
model fit the empirical data quite well. As a result, we assumed that the postulated factors 
(RA, TTSM, PPG) were appropriately represented by the CFA model in the total sample.

However, when we tested the metric invariance by considering the equality of factor 
loadings across compulsive and non-compulsive buyers, and while the intercepts could dif-
fer between these two groups of buyers, the results were not as satisfying (see Table 4). For 
instance, there was an increase in the values of the overall fit of the model compared to the 

Table 4   Testing the measurement model (MGCFA) across compulsive and non-compulsive buyers

Types of indices Configural invariance Factor load-
ings invari-
ance

Factor loadings and 
item intercepts invari-
ance

Factor loadings, item 
intercepts and structural 
means invariance

No constraints 
imposed

Constrained equal across groups

Chi-square 122.948 152.123 171.256 193.198
Df df = 93 df = 101 df = 104 df = 107
Prob. ≤ 0.05 p = .000 p = .000 p = .000 p = .000
RMSEA .057 .088 .089 .094
CFI .945 .910 .907 .898
TLI .932 .909 .905 .892
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results of configural testing ( Δ�2

11
 = 57.546 at p = 0.000). In other words, by contrasting the 

configural invariance with the metric variance, we noticed that the Δ�2 measure obtained 
a non-statistical fit ( Δ�2

8
 = 29.174 at p = 0.000). The same was found for the ΔCFI index 

(0.035) and the ΔTLI index (0.023), which showed a greater difference between the first 
and the second analytical option. Note that in the evaluation process of the goodness-of-fit 
indices associated with testing measurement invariances, differences above 0.01 are usu-
ally considered as problematic both for the interpretation and the acceptance of measure-
ment models (Cheung and Rensvold 2002).

Consequently, we inferred that the sizes of some factor loadings were not equal in both 
groups of consumers. It turned out that compulsive buyers obtained higher levels of factor 
loadings than non-compulsive buyers. Thus, we concluded that young compulsive consum-
ers attributed a slightly different meaning to the behavior they rated on different scales 
and that were indicative of compulsive buying. Indeed, compulsive buyers differed in their 
interpretation of this behavior, and therefore we reject the assumption of metric invariance 
of the MCFA model for both groups of buyers. Also note that continuing the process of 
testing the scalar invariance of the P-CBS would fail in providing a reasonable model fit. 
The analyses (based on intercepts invariance) indicated that the MCFA model has become 
even worse as compared to the configural and metric invariance of the model. This sup-
ported our decision to reject the assumption of the equality of the items (i.e., the invariance 
of the intercepts). For the same reason, we did not analyze the factor means, variances, or 
residual variances.

Lastly, due to our findings reported above, we claimed that both groups of buyers had 
different ideas about the nature of compulsive buying behavior. They showed more differ-
ences between their interpretation of the items asking for compulsive buying tendencies 
than consensus. We postulated that the CFA model has a statistically better fit in com-
pulsive buyers ( �2 = 55.263, df = 41, p = 0.055; CFI = 0.964; TLI = 0.952; SRMR = 0.062; 
RMSEA = 0.056) than in non-compulsive buyers ( �2 = 104.312, df = 41, p = 0.000; 
CFI = 0.931; TLI = 0.919; SRMR = 0.128; RMSEA = 0.091). Our findings suggested that 
the P-CBS provided a better fit in compulsive than in non-compulsive buyers on the struc-
ture of the model/scale. These findings confirmed our idea to distinguish compulsive and 
non-compulsive buyers after testing the model fit of the P-CBS on the entire sample. The 
P-CBS seems to be well-suited to asses compulsive buying behavior in general, but even 
more so in a population that is prone to compulsive buying. For non-compulsive buyers, 
the P-CBS turned out to be less suited as a measurement of compulsive buying indicated 
by several statistical properties.

6.4 � The psychometric quality of the items of the P‑CBS regarding the factors TTSM, 
RA, and PPG

For a more thorough testing of the adequacy of the factors RA, TTSM, and PPG as dimen-
sions of the P-CBS, we computed correlations between their items (Table 5). According to 
Wieland et al. (2017), simple correlations allow the assessment of the quality of items as 
input data of factor analyses. Correlations indicate if two items cover the same domain or 
might be associated with different constructs.

Regarding the factor RA, among the compulsive buyers, we observed the highest cor-
relation between the items P-CBS4 and P-CBS8 (r = 0.625, see Table 5) within the same 
factor, while the lowest correlation between P-CBS5 and P-CBS3 (r = 0.521). Also, in the 
group of non-compulsive buyers, the lowest correlation (r = 0.324) was observed between 
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the items P-CBS5 and P-CBS3, while the highest (r = 0.661) was observed between the 
items P-CBS3 and CBS4.

In case of factor TTSM, the lowest correlation (r = 0.374) in the group of compulsive 
buyers was observed between the items P-CBS9 and P-CBS10, while the highest cor-
relation of items within this factor was found between the items P-CBS1 and P-CBS2 
(r = 0.606). On the other hand, in non-compulsive buyers, the lowest correlation was 
observed between the items P-CBS9 and P-CBS11 (r = 0.303) while the highest emerged 
between the items P-CBS10 and P-CBS11 (r = 0.629).

Table 5   Information on the quality of particular items in connection with designated factors

CITC corrected item-total correlation for particular items. Groups denoted as in Table 2

Symbol Item Correlations between items CITC Alpha reli-
ability

Com-
posite 
reli-
ability

P-CBS3 P-CBS4 P-CBS5 P-CBS8

RA P-CBS3 1.000 .687A

.697B

.677C

.850A

.843B

.763C

.861A

.858B

.826C

P-CBS4 .621A

.617B

.661C

1.000 .711A

.722B

.707C

P-CBS5 .505A

.521B

.324C

.559A

.561B

.545C

1.000 .639A

.653B

.481C

P-CBS8 .616A

.618B

.584C

.616A

.625B

.508C

.572A

.578B

.509C

1.000 .722A

.721B

.718C

Symbol Item P-CBS1 P-CBS2 P-CBS9 P-CBS10 P-CBS11
TTSM P-CBS1 1.000 .584A

.589B

.541C

.743A

.789B

.660C

.761A

.795B

.690C

P-CBS2 .501A

.606B

.455C

1.000 .598A

.606B

.597C

P-CBS9 .434A

.423B

.526C

.446A

.450B

.410C

1.000 .528A

.631B

.518C

P-CBS10 .446A

.454B

.366C

.458A

.444B

.622C

.392A

.374B

.591C

1.000 .541A

.645B

.532C

P-CBS11 .514A

.505B

.605C

.489A

.490B

.458C

.459A

.479B

.303C

.509 A

.499B

.629C

1.000 .595A

.594B

.584C

Symbol Item P-CBS6 P-CBS7
PPG P-CBS6 1.000 .537A

.567B

.378C

.753A

.736B

.684C

.764A

.741B

.696C

P-CBS7 .662A

.687B

.598C

1.000 .656A

.767B

.598C
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Finally, in compulsive buyers, the correlation between the items P-CBS6 and P-CBS7 
of the third factor PPG was r = 0.687, while in non-compulsive buyers this correlation 
between the same items was observed at the level of 0.598. In general, we can argue that 
all the corrected item-total correlations between the items reached an acceptable level of 
scores (see Clark and Watson 1995).

6.5 � The reliability and internal consistency of the extracted factors

Next, we examined the reliability of each factor and the item-total correlations between the 
items and the overall score of the P-CBS. Regarding the reliability, we followed Nunnally 
(1978) who claimed that a Cronbach’s alpha above 0.70 indicates sufficiently high reliabil-
ity of a construct, although Cronbach’s alphas between 0.80 and 0.90 are definitively better 
(see Wieland et al. 2017). According to Werts et al. (1978), the composite reliability index 
should be greater than 0.70 in order to demonstrate a sufficient reliability of a scale.

Following these suggestions and guidelines, we concluded that the reliability coeffi-
cients of all three factors observed in the data of the present study matched the require-
ments of reliable scales (Table 5). There were some exceptions, though. For instance, the 
factor ‘Tendency to Spend Money’ only showed a Cronbach’s alpha of 0.660 in non-com-
pulsive buyers. Likewise, the factor ‘Post-Purchase Guilt’ had a Cronbach’s alpha of 0.684 
in non-compulsive buyers, and the composite reliability did not exceed 0.70 for the follow-
ing factors: TTSM (0.690) and PPG (0.696).

It is also worth noting that the alpha coefficients showed generally lower values than 
the composite coefficients in all analyses. These differences relied on measurement errors. 
Cronbach’s alpha only yields unbiased estimates of reliability if items of a factor are equal 
and have approximately equal covariances as well as equal prospective error variances (see 
Shevlin et al. 2000). When items have equal scores but differ in their error variances, we 
obtain tau-equivalence. Due to these findings, the P-CBS and its factors were a congeneric 
solution. Items of the factors RA, TTSM, and PPG showed that their factor loadings had 
slightly different values within the factors both when being analyzed in the total sample 
and when computed separately for compulsive and non-compulsive buyers (see Table 3). 
We claim that the composite reliability coefficient delivered more information about the 
reliability of the P-CBS and yielded more precise data about the three hypothesized factors 
as Cronbach’s alpha.

6.6 � Examination of the P‑CBS validity

Finally, we tested the overall validity of the P-CBS as a theoretical construct created to 
measure compulsive buying in Poland. For this purpose, we included the CS (Faber and 
O’Guinn 1992) and four items assumed to measure ‘self-reported buying behavior and the 
amount of money spent per month’ (see Table 6) in our analyses. In order to explore the 
convergent or nomological validity of the P-CBS, we first formed an index (P-CSI) by sum-
ming up the scores of the seven items of the CS (Faber and O’Guinn 1992). Note that we 
called this index “P-CSI” to emphasize that it was the CS adapted for being administered in 
Polish samples (i.e., translated into Polish).

Next, we computed the indices for each of the three factors (RAI, TTSMI, PPGI) of 
the P-CBS separately. All indices were computed by summarizing the scores of the items 
within the respective factor. Next, we computed the general Polish-Compulsive Buying 
Index (P-CBSI) by summarizing all the scores of the P-CBS scale, which comprised all 
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three sets of items from all three factors (RA, TTSM, PPG). Finally, we computed sim-
ple correlations of the P-CBSI, RAI, TTSMI, and PPGI indices with the P-CSI and the 
item ‘self-reported buying behavior and the amount of money spent per month’. In sum, 
the general index of compulsive buying (P-CBSI) was based on participants’ scores of 11 
items; while the other three indices were obtained by summarizing the scores of four items 
(RAI), five items (TTSMI), and the scores of two items (PPGI). Finally, all indices were 
calculated separately for compulsive and non-compulsive buyers. The results are presented 
in the next sections.

6.6.1 � The convergent validity of the P‑CBSI index

In this section, we present the results of the correlation of the P-CBSI with the P-CSI. 
Table 6 presents the results for each group of buyers separately. The correlation between 
the P-CBSI and the P-CSI was positive and significantly higher in compulsive buyers 
(r = 0.411) as compared to non-compulsive buyers (r = 0.119), at z = 2.031 and p = 0.021. 
Then, correlations between the P-CSI and the the RAI (r = 0.568; z = 3.586, p = 0.000), 
TTSMI (r = 0.383; z = 1.804, p = 0.036), and the PPGI (r = 0.389; z = 1.856, p = 0.032) 
were calculated. The higher the correlations between all of these indices were, the better 
the construct’s convergence in a group of buyers was. In other words, compulsive buyers 
self-reported higher levels of compulsive buying behavior on both the P-CBS and the CS 
compared to non-compulsive buyers (see also Faber and O’Guinn 1992). This finding con-
firmed that the P-CBS was a valid measure of compulsive buying.

The CS (Faber and O’Guinn 1992) and the P-CBS included items that clearly referred 
to the loss of control over buying and emphasized the role of emotions in buying (i.e., 
the emotional instability experienced when buying something). In addition, both con-
structs referred to consumers’ irrationality by asking both for uncontrollable buying behav-
ior and the irresistible desire to buy something (Grougiou, Kapoutsis and Moschis 2015). 
This becomes a pathological habit leading to negative consequences for buyers (Flight, 
Rountree, and Beatty 2012). Hence, our analyses provided evidence that in the popula-
tion of young consumers in Poland, compulsive buying is strongly related to irrational and 
destructive (i.e., excessive) types of addiction (see Yuengert 1997; Tomer 2001).

6.6.2 � The nomological validity of the P‑CBSI

Finally, in order to evaluate the nomological validity of the Polish compulsive-buying 
index (P-CBSI), we correlated this index with the items ’self-reported buying behavior and 
amount of money spent per month’. Specifically, we asked participants about the number 
of shopping tours that ended in a purchase in the past month, and the number of hours 
spent in a shopping mall during a visit in the past month. Next, we asked the participants 
to reveal the total amount of money (e.g., pocket money, money earned in a part-time job, 
scholarship, etc.) they had at their own disposal for purchases in the past month and the 
total amount of money spent on purchases to satisfy their own needs in the past month. In 
other words, we wanted to know how much consumers spent on clothing, gadgets, media, 
and so on per month. We computed the average for the money spent for these products in a 
month.

Likewise, we asked for the amount of money our participants could spend at their own 
disposal (Table  6). It turned out that the correlation between the compulsive consum-
ers’ general index P-CBSI and their purchase was high (r = 0.522), while in the case of 
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non-compulsive consumers, this correlation was weaker (r = 0.141), thus proving statistical 
difference between these groups at z = 2.797, p = 0.003. In other words, non-compulsive 
buyers expressed lower needs in spending money and lower desires to buy many kinds of 
‘stuff’ as well.

The results also showed that compulsive buyers spent on average 550 PLN (zloty) per 
month, while non-compulsive consumers spent only 182 PLN on average per month. The 
statistical difference was t = 437.365, p = 0.000, df = 502. Comparing the average amount 
of money at their own disposal (848 PLN in compulsive buyers and 652 in non-compulsive 
buyers, t = 188.042, p = 0.000, df = 502), we noticed that compulsive consumers spent 65% 
of this money in a month on average, while non-compulsive consumers spent only 28% of 
that money.

We also noticed that both the money at their own disposal and the money participants 
spent in a month correlated positively with all three factors (RAI, TTSMI, and PPGI) 
observed in the entire sample, but especially so within compulsive buyers (see Table 6). It 
also turned out that consumers who were more inclined towards compulsive buying behav-
ior (diagnosed by the CS; Faber and O’Guinn 1992) felt a greater urge to spend all their 
money immediately. They were unable to control their buying behavior, or at least reported 
having a harder time controlling their own spending behavior and keeping the money they 
received or earned than non-compulsive buyers.

Compulsive buyers also self-reported higher numbers of shopping visits that ended with 
a purchase in the past month, and more hours spent in a shopping mall in the past month 
than non-compulsive buyers (the correlation of the P-CBSI with the number of shopping 
tours that ended with a purchase in the past month was r = 0.792). Also, the correlation 
between the P-CBSI and the TTSMI in compulsive buyers was r = 0.770, the correlation 
between the P-CBSI and the RAI was r = 0.519, and the correlation between the P-CBSI 
and the PPGI was r = 0.627. In contrast, the correlation between the P-CBI and the number 
of shopping tours that ended with a purchase in the past month in non-compulsive buyers 
was r = 0.257, and the correlation between the P-CBSI and the TTSMI was r = 0.212, while 
the P-CBSI hardly correlated with the RAI (r = 0.102), nor did the P-CBI correlate with the 
PPGI (r = 0.129). All of these correlations between the two groups of buyers were statisti-
cally different (Table 6).

Nearly the same pattern of results appeared for the number of hours spent in a shopping 
center. The correlation coefficients between this variable and the P-CBSI and its subdi-
mensions were higher on average in compulsive buyers (P-CBSI = 0.584; TTSMI = 0.568; 
PPGI = 0.627; RAI = 0.471) as compared to non-compulsive buyers. For the latter, the cor-
relation coefficients between hours spent in a shopping center and the P-CBSI and indexes 
that were based on their factors were the following: P-CBSI = 0.119; TTSMI = 0.184; 
RAI = 0.120; PPGI = 0.087. They were all significant except the last correlation.

7 � Discussion

We tested a carefully translated and slightly modified version of the Compulsive Consumer 
Scale (d’Astous et  al. 1990) on its reliability and validity. As a sample, we investigated 
young consumers in Poland. Hence, we explored compulsive buying tendencies in young 
people in a country that went through a remarkable socio-economic-cultural transition in 
the last 20 years. The strengths of the study were that we collected field data from students 
of high schools, professional schools, and universities in different Polish regions and that 
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the sample was relatively large (more than 500 students participated). Bilingual speakers 
translated the scale into Polish and back into English. We also asked several experts from 
psychology and sociology to evaluate how appropriate the translated and modified version 
of the scale was for being administered in the Polish culture. Further, experts were asked 
how adequate the scale was for investigating young consumers. Overall, we strictly fol-
lowed the process of scale development according to well-known methodological rules 
(Kline 1986; Nunnally 1978) by taking care of specific details at every stage of the scale 
construction and its modification.

Our findings suggested that the translated version of the CBS (d’Astous 1990), that we 
called Polish-Consumer Buying Scale (P-CBS), was highly reliable and valid in terms of 
identifying compulsive buyers. The P-CBS turned out to rely on the following three factors 
or dimensions: a reactive aspect of compulsive buying, the tendency to spend money, and 
post-purchase guilt. This factor structure was equal to that of the CBS (see d’Astous 1990). 
Due to our results, we concluded that the P-CBS can be used to identify people with com-
pulsive buying issues in Poland. This holds especially in younger samples, but note that the 
P-CBS scale yielded different results on the psychometric descriptive statistics and the fac-
tor analysis in two groups of buyers, compulsive and non-compulsive buyers. Non-compul-
sive buyers obtained on average worse results than compulsive buyers in terms of the size 
and the structure of the factor loadings, the effects of model fit to the data, the reliability, 
and validity of the coefficients, etc. Hence, we argue that the P-CBS scale validly measures 
extreme tendencies of compulsive buying behavior in contrast to less extreme forms which 
are beyond this diagnosis.

Given all these facts, the hypotheses A1, A2a, b were largely confirmed. We claim that 
Polish compulsive versus non-compulsive young buyers respond differently to the three 
dimensions of the P-CBS. This scale, administered to compulsive buyers, indicates a high 
level of coherence within the structure of the measurement model and a high reliability 
within each of its three hypothesized factors (RA, TTSM, and PPG). Conversely, in non-
compulsive buyers, the P-CBS indicated a low coherence within the structure of the meas-
urement model and low reliability within each of its three expected factors (RA, TTSM, 
and PPG). Lastly, we found evidence for hypotheses A3a, b, and argue that the P-CBS 
scale in compulsive buyers indicated strong correlations with the ‘Clinical Screener’ (CS 
Faber and O’Guinn 1992) and variables measuring the ‘Self-reported buying and spending 
behavior’ of consumers. Whereas in non-compulsive buyers, this scale showed low corre-
lations with the CS (Faber and O’Guinn 1992) and the constructs of ‘Self-reported buying 
and spending behavior’.

8 � Theoretical and practical implications

Although compulsive buying appears to be commonly accepted in well-developed coun-
tries, mostly Western cultures (Scherhorn et al. 1990, 1992; Koran et al. 2006), it is also 
growing rapidly in developing economies and Eastern cultures due to major socio-eco-
nomic transitions (Hofstede 2001; Luthar 2006). Such a transition occurred in Poland when 
it alternated its socialistic economic system into capitalism and a free market economy. 
Therefore, we claimed that the scale that we developed and validated in our study has ben-
efits for researchers interested in diagnosing compulsive buying.

The diagnosis of compulsive buying is not a straightforward process, but still it has 
to be done accurately. This diagnosis helps theorists and practitioners to understand this 
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phenomenon better and to predict, for instance, its increase (see also Hassay and Smith, 
1996). In this sense, our work contributed to the development of theories on compulsive 
buying and to consumer research in general (e.g., O’Guinn and Faber 1989; d’Astous et al. 
1990; Scherhorn et al. 1990, 1992; Koran et al. 2006; Flight et al. 2012; Palan et al. 2014). 
This contribution it threefold. First, we diagnosed the compulsive buying in an Eastern 
European country, Poland. Note that this region is heavily underinvestigated in the field of 
consumer research in general, and specifically in the field of compulsive buying. Compared 
to work conducted by Tarka and Kukar-Kinney (2020), we measured compulsive buying in 
a sample of young people through different scale. Second, we both developed and validated 
the original version of the CBS scale (d’Astous et al. 1990), to fit with the Polish socio-
cultural conditions. Third, we did not analyze the entire sample, but diagnosed compulsive 
buying tendencies in two distinct groups of consumers, compulsive and non-compulsive 
buyers. As observed, the interpretation of the same measurement items of the P-CBS var-
ied strongly between compulsive and non-compulsive buyers. This finding enriches the 
concept of compulsive buying because both groups interpret the behaviors described in the 
P-CBS differently. Overall, the theoretical contribution of this study is both methodological 
and substantive.

On the other hand, speaking of practical implications, the P-CBS scale is beneficial for 
practitioners in schools, e.g., teachers, and other persons responsible for supervising and 
planning educational programs. The data collected through this scale could be also help-
ful when developing preventive actions suited to stop the further proliferation of unwanted 
compulsive buying in this part of Europe (see also Keeley and Buehler 2016; Tarka and 
Kukar-Kinney 2020). In other words, high schools, professional schools, and universities 
in Poland should take actions to prevent extreme forms of compulsive shopping among 
their students. For those young people who already suffer from strong compulsive buy-
ing problems, psychological interventions and educational programs should be offered that, 
for instance, strengthen students’ self-control. Another idea could be to enhance students’ 
financial literacy in high school by including lessons on this topic in regular teaching sub-
jects such as economics. For example, courses such as home economics or personal finance 
could include some coverage of this topic. Students could also be encouraged to respond to 
the P-CBS measure and evaluate their own level of compulsive buying tendencies. In sum, 
knowing more about compulsive buying can help to both better understand the compulsive 
buying phenomenon and its implications for consumers’ personal lives, society, and cul-
ture. This knowledge might help to prevent a further spread of this harmful behavior across 
different groups in society.

9 � Limitations of research

Although our sample is large one and its structure resembles the population of young 
Polish people sufficiently, given the design of our study, we believe that a highly rep-
resentative sample size of young Polish consumers [calculated on the basis of 4.23 
million consumers aged 17–24 years; see Central Statistical Office in Poland (2018)] at 
95% confidence level and a 2.36 margin of error, would require data collection of the 
approximate size of 1700 participants [e.g. as indicated in sampling report of European 
Social Survey (2019)]. On the other hand, the minimum but still effective sample size 
(obtained at 95% confidence and slightly higher margin error 4.36) would require a 
sample size of 505 participants, which in fact matches the sample size from this study. 
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A weakness of our sample is that it does not include young Polish consumers who are 
unemployed or employed without attending a professional school or university.

Besides, since the present research was aimed at assessing validity and reliability 
of the adapted instrument, at essentially the same time, it has not investigated its tem-
poral stability. Thus, longitudinal studies are needed to evaluate the extent of temporal 
stability of the scale. In particular, it would be interesting to investigate the proper-
ties of scale and adherent constructs (RA, TTS, PPG) in a test/re-test form, including 
further test of predictive validity assuming that respective criterion validity would be 
obtained sometime after performing initial measurement. By conducting this valid-
ity, one would identify the level of ’prognosis’ of the scores within the approximate 
bounds of adapted scale and its constructs (Bechtoldt 1959).

Another critical aspect of this study is that our findings cannot be generalized to the 
general population of adults in Poland as the items were modified that they fit the pur-
pose of measuring compulsive buying in young consumers only. Further, given that the 
scale was adapted for the Polish culture, it is quite natural that we do not know whether 
the same results would be observed in neighboring countries that are also part of East-
ern European culture (e.g., Czech Republic, Hungary, Slovenia, Slovakia, etc.). These 
countries also have experienced communism over decades and came a long way from 
socialism to capitalism and a free market. Finally, our data were exclusively collected 
by self-reports through scales and questionnaires. We therefore cannot test their links 
to objective behavioral measurements. Future studies should take care of this prob-
lem by connecting consumers’ self-reported compulsive buying behavior to behavioral 
measures such as actual purchase data or consumer debts.

10 � Conclusions

We successfully adapted the compulsive buying scale (CBS; d’Astous et al. 1990) for 
the use in a sample of young Polish consumers. Results of this work suggested the high 
reliability and validity of the Polish-Compulsive Consumer Scale (P-CBS), especially 
in compulsive buyers, That is, in young consumers that report problems with control-
ling their buying behavior and their spending of money as well. The main factors of the 
P-CBS resembled those of the original scale structure (i.e., the CBS; d’Astous, 1990). 
These factors were the following: the tendency to spend money, a reactive aspect of 
compulsive buying, and post-purchase guilt. These factors reflected the view of young 
Polish consumers on their compulsive buying problems. Hence, we can claim that the 
P-CBS characterized the behavior of (young) compulsive buyers in Poland very well.
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Appendix 1

Compulsive Buying Scale (D’Astous et al. 1990).

P-CBS scale CBS scale

Kiedy mam pieniądze, to nie mogę się 
powstrzymać i wydaję jakąś ich część 
lub wszystkie

P-CBS1 When I have money, I cannot help but 
spend part or the whole of it

CBS1

Często kupuję sobie w sklepie coś, co nie 
było przeze mnie wcześniej zaplanow-
ane, bo czuję, że muszę to mieć

P-CBS2 I often buy something I see in a store 
without planning, just because I got to 
have it

CBS2

Zakupy są dla mnie sposobem na relaks i 
zapomnienie o problemach

P-CBS3 Shopping is a way of relaxing and forget-
ting my problems

CBS3

Czasem czuję, że coś od wewnątrz 
zmusza mnie do pójścia na zakupy

P-CBS4 I sometimes feel that something inside 
pushes me to go shopping

CBS4

Niekiedy odczuwam silne pragnie zakupu 
czegoś (np. jakiegoś ubrania; jedzenia, 
itp.)

P-CBS5 There are times when I have strong urge 
to buy (clothing, tapes, jewelries etc.)

CBS5

Często odczuwam poczucie winy po 
zakupieniu czegoś, ponieważ taki zakup 
później okazuje się być nieuzasadniony

P-CBS6 At times, I have felt somewhat guilty after 
buying something because it seemed 
unreasonable

CBS6

Niektórych z zakupionych rzeczy nie 
pokazuję nikomu, ponieważ ktoś 
mógłby pomyśleć, że jest to głupi 
wydatek i zmarnowanie pieniędzy

P-CBS7 There are some things I buy that I do not 
show to anybody because I fear people 
will think I did a foolish expense or I 
wasted money

CBS7

Często odczuwam silne pragnienie, aby 
wybrać się na zakupy i coś sobie kupić

P-CBS8 I often have a real desire to go shopping 
and buy something

CBS8

Często zdarzało mi się kupić niepotrzebny 
produkt, nawet jeśli wiedziałem, że 
mam mało pieniędzy

P-CBS9 I have often bought a product that I did 
not need even when I knew I had very 
little money left

CBS9

Lubię wydawać pieniądze na różne rzeczy P-CBS10 I like to spend money CBS10
Kiedy tylko wchodzę do centrum hand-

lowego, zawsze chcę wejść do sklepu i 
coś sobie kupić

P-CBS11 As soon as I enter a shopping center, I 
wish to go in a store and buy something

CBS11

The original Compulsive Buying Scale (CBS, d’Astous et al. 1990) and its translated version (P-CBS) 
along with scale items, measured on 5-point Likert scale with agree/disagree format of response answers 
(1 = totally disagree, 2 = partially disagree, 3 = neither disagree nor agree, 4 = partially agree, 5 = totally 
agree)
Item in italics was modified due to Polish cultural setting

http://creativecommons.org/licenses/by/4.0/
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