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Based on the scarcity theory, this study focuses on exploring the relationship between the severity of public health emergencies (i.e., COVID-19) and individual irrational consumer behaviors through the serial mediating variables of perceived scarcity (PS) and negative mentality (NM). An online questionnaire was used to collect data from participants in China and we obtained 466 effective (115 male and 351 female) questionnaires in total. The findings showed that the relationship between each pair of factors – perceived pandemic severity, PS, NM, and irrational consumption behaviors – was significantly positive. Although the perception of the severity of this public health emergency did not directly predict irrational consumer behavior, the effect was mediated by PS and NM independently and serially. These findings reveal that people who strongly perceive scarcity and are prone to negative attitudes are more likely to demonstrate irrational consumer behaviors (such as rushing to buy and hoard living supplies) once the public perceives a public health emergency as severe. This effect occurs because the PS that results from the epidemic affects people’s cognition, emotion, and behavior.
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INTRODUCTION

Since 2020, COVID-19 has ravaged the world. Although countries have taken measures to control its spread, this public health emergency, with its characteristics of suddenness and dangerousness, continues to exert an important impact on individual psychology and behavior (Qin et al., 2021). For example, people’s indoor time generally increases during the epidemic, so screen time increases with it. Excessive screen time use has been associated with a range of negative mental health outcomes (Lee et al., 2020). Besides, public health emergencies are often associated with different levels of irrational consumption behavior (ICB), such as the “panic buying of masks and food” in China and the “panic buying of toilet paper” in Japan, Australia, and the United States. ICB refers to unreasonable consumption decisions made by consumers under the influence of various factors which are composed of impulse and blind consumption behavior (Li and Yang, 2016). In general, previous studies have primarily examined the ICB of individuals in general situations and have explored the causes of these ICBs through four main lenses: the personal characteristics of consumption, purchase motivation, personal resources, and marketing stimulus (Verhagen and Dolen, 2011; Thompson and Prendergast, 2015; Iyer et al., 2020). However, when individuals are exposed to health emergencies, especially those related to their own health, their psychological perception, and consumption behavior may differ. For example, recent studies have pointed out that the public’s perceived scarcity (PS) is magnified in emergencies, which can also affect people’s cognition and behavior to a certain extent (Liu and Wang, 2020).

However, in the context of health emergencies, a clear explanation remains lacking of the impact of individual psychological perception and consumption behavior, as well as the transmission mechanism of psychological factors, such as PS, on ICB. Thus, this study aimed to investigate the mechanism through which the perceived severity of COVID-19 influences individuals’ ICBs.



THEORETICAL FRAMEWORK AND HYPOTHESES DEVELOPMENT


Perceived Severity of Pandemics and Irrational Consumption Behavior

Irrational consumption behavior refers to the irrational purchase decision made by consumers when they are affected by various factors (Xinhui and Han, 2016). In a specific performance of ICB, it can also be characterized by impulsiveness (i.e., unconsidered purchase behavior or sudden purchase intention) and blindness (i.e., purchase intention caused by following trends or being influenced by the outside world; Tversky and Kahneman, 1974). The panic buying behavior is a manifestation of ICB (Asiah et al., 2021). A previous study postulated a causative model of panic buying, mentioning that there were primary, secondary, and tertiary factors stimulating this behavior (Arafat et al., 2021). The external environment affects consumers’ emotions, thereby stimulating their ICB (Chen and Yao, 2018). In public emergencies, due to concern over their severity, the public often experiences a lack of security, which leads to the social panic mentality and the panic buying of particular products, such as food, medicine, and toilet paper. For example, the panic buying phenomena during COVID-19 was caused by a combination of reasons, including PS, increased demand, necessary goods, anticipated price hike, and other responsible factors (Arafat et al., 2020). The COVID-19 pandemic is a form of public emergency, i.e., a kind of public event that happens suddenly and causes or may cause serious social harm. Public emergencies are characterized by abruptness, derivatization, harmfulness, and unpredictability (Wang et al., 2019). Some studies have pointed out that in the case of emergencies, due to supply shortages and social learning, consumers’ purchasing decisions are usually influenced by their peers’ choices, which results in greater panic among consumers and large-scale panic buying (Zheng et al., 2020). Therefore, this research proposes the following hypothesis:


Hypothesis 1: Perceived pandemic severity positively predicts irrational consumption behavior.
 



Perceived Scarcity and Negative Mentality as Mediators

Consumers rely on many resources for survival, including those that take the form of capital or production inputs, such as time and money (Roux et al., 2015), as well as physical resources, such as food, water, and gas (Lene and Bang, 2013; Ravi and Meng, 2016). People experience resource scarcity when they perceive that the resources they possess are insufficient to satisfy their needs and desires, resulting in a series of psychological and behavioral responses. As a universal phenomenon, scarcity plays an important role in individual emotion, perception, and behavior (Fan et al., 2019). Individuals’ preoccupation with resource scarcity causes a comprehensive decline in cognition and judgment. For example, Eldar and Sendhil (2015) found that the scarcity of resources (such as time or money) fosters a scarce mindset, resulting in the loss of “bandwidth” needed for decision making. According to the scarcity theory, the individual’s attention is unconsciously occupied in the state of scarcity, which reduces the amount of cognitive “bandwidth” to invest in other things, leading to declines in one’s computing, concentration, cognitive, planning, and self-control capacities. Some studies in the consumer field have also shown that the scarcity of goods exerts an impact on consumers’ perception of commodity value, which will promote their impulse to consume products (Jang et al., 2015). Based on the scarcity theory, we propose the following:


Hypothesis 2: Individual perceived scarcity mediates the relationship between perceived pandemic severity and irrational consumption behavior.
 

Emotions can guide people to make decisions under conditions of risk and uncertainty that involve intertemporal choice, social decision making, and ethical decision making. One study found that, in response to the COVID-19 pandemic, 66.4% of the respondents living in Addis Ababa, Ethiopia, experienced moderate to severe psychological problems, including stress, anxiety, and depression (Kassaw, 2020). During this emergency, people are faced with danger, and social emotions will alter their behaviors to a certain extent. A previous study has shown that emotion is one of the most important factors in the irrational decision-making process. Especially under the interference of negative social mentality, people’s negative emotion will affect their own decision making (Lerner et al., 2013).

Social mentality is the general social attitude, emotional experience, intention, and other psychological states that people hold toward themselves and their society. This mentality is formed on the basis of the convergence, integration, mutual influence, and mutual infection of different individual psychologies (Wang and Ying, 2020). Social mentality has a strong inductive effect on people’s social behavior and is an important psychological basis for social disorder. Changes in panic and anxiety are the most prominent experience and feeling in public health emergencies (Wang and Ying, 2020). One study presented that almost 30% of Mexican individuals presented with clinically significant symptoms of posttraumatic stress during the COVID-19 pandemic, and most people in quarantine experienced negative emotions; moreover, many people engaged in irrational behavior, such as panic purchasing, discriminatory behavior, and violence against health professionals (Ramírez et al., 2020). In times of emergency and crisis, due to the resulting environment of fear and insecurity, people will indulge in the behaviors necessary for survival. Furthermore, sensationalized media reporting on the crisis can also trigger negative emotions, such as panic and anxiety, which will lead to more panic buying (Arafat et al., 2020).

Therefore, we believe that public anxiety, panic, and other examples of negative mentality (NM) caused by public health emergencies can affect individual ICB. Based on the abovementioned research, this study proposes the following:


Hypothesis 3: Negative mentality mediates the relationship between perceived pandemic severity and irrational consumption behavior.
 

According to scarcity theory, PS will change people’s mode of thinking and will affect their decision making and behavior. Previous studies have shown that PS exerts an impact on individual cognitive ability and executive control (Arafat et al., 2020). In addition, the scarcity perceived by the public can be seen as a feeling of losing control, which will lead to panic behavior and vastly increased hoarding behaviors (Zheng et al., 2020). Such responses may also occur to reduce the fear and anxiety caused by the loss of control over one’s surrounding environment during the pandemic. Therefore, we believe that in the face of public health emergencies, due to the expected lack of access to products or services and the prevalence of NM, the public will demonstrate a strong demand for products, which leads to a sense of urgency to buy and hoard an excessive amount of merchandize. Therefore, this research proposes the following:


Hypothesis 4: Perceived scarcity and negative mentality operate as serial mediators between perceived pandemic severity and irrational consumption behavior.
 




STUDY METHODS


Participants

This cross-sectional multicenter study was conducted from February 22 to March 17, 2020. According to statistics from the National Health Commission, the total number of confirmed COVID-19 cases in mainland China increased from 76,936 to 82,798 during this period. The investigated sample was recruited online via Wenjuanwang,1 an online platform similar to Mechanical Turk or Qualtrics that is used to launch nationwide e-surveys in China and is widely employed in behavioral and psychological studies. Participants gave their informed consent after being provided with information explicitly stating the research purpose, nature, and procedure of the study. A total of 525 questionnaires were collected. After excluding the ones with missing values, 466 valid data were obtained, with an efficiency rate of 88%. The average participant age is 23.6years (SD=7.4). Table 1 presents the demographic characteristics of the participants.



TABLE 1. Demographic characteristics of the sample.
[image: Table1]



Measures

The measures used were identical to those that have been widely used in previous studies and were translated into Chinese, ensuring that the scale can be understood by respondents in China.


Perceived Pandemic Severity

The existing and internationally accepted definition of a pandemic, as provided by the WHO and the Dictionary of Epidemiology, comprises three dimensions: mortality, morbidity, and comorbidities (Campos, 2020). Therefore, perceived pandemic severity (PPS) was measured through three dimensions: the number of casualties, the scope of spread, and the duration. Each item is rated from 1 (strongly disagree) to 5 (strongly agree), with higher scores indicating higher perceived severity. Moreover, the PPS in the current study included country-specific questions (such as: From the perspective of the number of confirmed cases and deaths, do you think this outbreak is serious?”; α=0.83).



Perceived Scarcity

Perceived scarcity was measured by a 5-item scale developed by Roux et al. (2015). The items are rated on a 5-point scale ranging from 1 (strongly disagree) to 5 (strongly agree). Higher scores indicate higher perceptions of scarcity (indicated by questions, such as “My materials are insufficient”; PS: α=0.86).



Negative Mentality

The NM instrument was revised and adapted from Wang’s research on SARS (Wang et al., 2003). The scale consists of eight items, each rated on a scale from 1 to 5 (1=never and 5=very often). Higher scores indicate a more NM (indicated by questions, such as “I felt nervous and afraid due to the epidemic situation”). The subscales indicated good internal consistency in this sample (NM: α=0.87).



Irrational Consumption Behavior

The level of individual consumption behavior was measured with a questionnaire originally developed by Kahneman (Xinhui and Han, 2016) that includes four items. The scale comprises two subscales: impulsiveness (indicated by questions, such as “I will stock up on materials in large quantities”) and blindness (e.g., “If the ingredients in a certain drug can prevent new pneumonia, I will buy it even if its messaging is inaccurate”). Each item is rated from 1 (strongly disagree) to 7 (strongly agree), with higher scores indicating higher ICB. The total score of this scale was used in the analysis. The scale demonstrated good internal consistency in this sample (ICB: α=0.83).



Control Variables

Some previous studies have suggested that gender and age may influence ICB; therefore, we controlled for gender and age in the data analysis (Wang et al., 2018). ICB has also been shown to correlate with income (Pati et al., 2020), so we also collected the data on annual household income as an objective indicator.




Data Analysis

All data were analyzed with IBM SPSS 25.0 for correlation, reliability, regression, and confirmatory factor analyses. We used Amos for SPSS to conduct confirmatory factor analyses and Hayes’ PROCESS macro for SPSS to test the proposed serial mediation model.




RESULTS


Control of Common Method Biases

First, an anonymous online survey was adopted and questionnaires were distributed and collected at different times, which, in part, controlled common method biases. In addition, Harman’s one-factor test was used to ensure statistical control. Exploratory factor analysis was used to examine the four variables. Therefore, the Harman single-factor analysis method was adopted in this study to test all variables, and principal component analysis was conducted. The results shown that the cumulative explanation rate was 63.13%, and there were four factors with eigenvalues greater than 1. The first common factor explains 32.28% of the total variance, which does not exceed 40%. Therefore, no serious problem exists among common method biases.



Measurement Model

Before the theoretical model was tested, confirmatory factor analyses (CFA) were performed with Amos to examine the discriminant validity of four key variables. As shown in Table 2, the proposed four-factor model (PPS; PS; NM; and ICB) revealed an acceptable fit (Model 1): (χ2/df=3.22, CFI=0.92, TLI=0.91, RMSEA=0.07) and fit better than alternative models (Models 2 to 4). The results showed significant discriminant validity for the four key variables. Furthermore, we examined the average variance extracted (AVE) and composite reliability (CR) of each variable: PPS (AVE=0.62, CR=0.8273), PS (AVE=0.5572, CR=0.8577), NM (AVE=0.46, CR=0.8729), and ICB (AVE=0.5994, CR=0.8614). The AVE values of variables, except for NM, are larger than 0.5, and the CR of all variables is over 0.8.



TABLE 2. Comparison of measurement models.
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Correlations and Descriptive Statistics

Table 3 shows the descriptive statistics and correlations among the research variables. The results show that PPS is positively correlated with PS (r=0.138, p < 0.01), NM (r=0.287, p < 0.01), and ICB (r=0.118, p < 0.05). PS is positively correlated with NM (r=0.391, p < 0.01) and ICB (r=0.292, p < 0.01). The results also indicated that NM is positively correlated with ICB (r=0.496, p < 0.01).



TABLE 3. Descriptive statistics and correlations.
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Serial Multiple Mediation Analyses

We used model 6 of the PROCESS macro with 5,000 resamples to conduct a serial mediation analysis. We treated PPS as the independent variable (X), PS as the first mediator (M1), NM as the second mediator (M2), and ICB as the dependent variable (Y). The serial mediation model contains one direct effect (X→Y) and three indirect effects (Ind1: X→M1→M2, Ind2: X→M2→Y, and Ind3: X→M1→M2→Y).


Direct Effect Testing

According to the results, Hypothesis 1, which predicts a positive relationship between PPS and ICB, is not supported (β=−0.049, SE=0.069, p=0.479>0.05).



Mediating Effects Testing

First, as presented in Figure 1, the results suggest that the indirect effect of PPS on individuals’ ICB through PS (Ind1: X→M1→M2) is significant [b=0.27, boot SE=0.015, 95% CI=(0.0045, 0.065), excludes zero]. Furthermore, as shown in Figure 2, the indirect effect of PPS on individuals’ ICB via NM (Ind2: X→M2→Y) is significant [b=0.180, boot SE=0.036, 95% CI=(0.117, 0.260), excludes zero]. The results suggest that PS and NM exercise complete mediation, respectively, between PPS and ICB. Thus, Hypotheses 2 and 3 are partly supported.

[image: Figure 1]

FIGURE 1. Mediation effect of perceived scarcity (PS). **p<0.01; and ***p<0.001; full lines indicate significant paths; and dashed line indicates a nonsignificant path.


[image: Figure 2]

FIGURE 2. Mediation effect of negative mentality (NM). ***p<0.001; full lines indicate significant paths; and dashed line indicates a nonsignificant path.




Serial Mediating Effect Testing

As shown in Figure 3, the results of bootstrapping through the PROCESS macro indicate that the indirect effect of PPS on individuals’ ICB via PS and NM (Ind3: X→M1→M2→Y) is significant [b=0.037, boot SE=0.014, 95% CI=(0.014, 0.071), excludes zero]. These findings indicate that mediating effects account for all the observed relationships between PPS and ICB. Therefore, the serial mediation effect is significant, and Hypothesis 4 is partly supported.

[image: Figure 3]

FIGURE 3. Serial mediation effects of PS and NM. **p<0.01; and ***p<0.001; full lines indicate significant paths; and dashed line indicates a nonsignificant path.


Overall, as presented in Figure 4, three hypotheses in this study are supported.

[image: Figure 4]

FIGURE 4. Mediation effects of PS and NM. **p<0.01; and ***p<0.001; full lines indicate significant paths; and dashed line indicates a nonsignificant path.






GENERAL DISCUSSION

The current study primarily investigated the influence of PPS on irrational consumer behavior in the noninfected general public during COVID-19 and the multiple mediating effects of PS and NM. The results shown that PPS influenced irrational consumer behavior through the indirect paths of PS and NM as well as through their serial mediating path.

Consistent with the previous study and our hypotheses, when the public perceives danger from their surroundings or other places, they are more likely to be motivated by PS, which in turn increases the possibility of irrational consumer behavior. This study indicated that although PPS cannot directly predict irrational consumer behavior, it can indirectly predict such behavior through the mediating role of PS. One possible explanation is that people’s perception of pandemic severity primarily exerts a direct effect on their overall perception, which then affects their behavior through the weakening of their ability to perceive situations rather than by directly affecting people’s behavior (Zheng et al., 2020). Based on the scarcity theory, due to the decreased circulation of external resources within a short time during a pandemic and the heightened perceived uncertainty of the external environment, individuals will develop a scarcity mentality when faced with resource scarcity, consequently weakening their ability to deal with other tasks (Kim et al., 2020). Thus, such individuals seek external stimuli to reduce their feelings of insecurity and panic, particularly stimuli, such as purchases, thereby producing irrational consumer behavior and hoarding. For example, individuals in a pandemic may lose their common sense in realizing what is useful for them, instead rushing to buy useless medicine and hoard daily necessities (Jang et al., 2015).

Multiple mediation analysis further revealed several reasons why PPS leads to the public’s irrational consumer behavior. The first reason is that people perceive more scarcity during the COVID-19 pandemic. According to the scarcity theory, PS affects individuals’ thinking patterns, such as their cognitive ability, external perception, and emotions, thereby making them more prone to NM (Arafat et al., 2020). Specifically, the public tends to have relatively low perceptions of the available resources due to the disruption of COVID-19 to the resource supply and the threat to life posed by the virus (Ravi and Meng, 2016). For instance, there was a shortage of masks early in the COVID-19 pandemic. Most people who did not have masks felt their lives threatened by COVID-19, resulting in a sense of worry and a high level of fear of the external environment. Moreover, the effect of chain mediation was stronger than the unilateral mediation of PS or NM, as shown by the public’s stronger willingness to engage in panic buying and hoarding of certain goods.

Another reason is that people experience a negative mindset during the COVID-19 pandemic. NM is a kind of social mentality composed of the attitude and emotions that one holds toward oneself and social reality (Zhang et al., 2018). A NM means that the public is prone to feelings of insecurity and distrust as a result of the suddenness of the crisis within the external environment created by the epidemic (Kassaw, 2020). Individuals who are highly sensitive to the external environment are usually more susceptible to negative emotion and tend to seek external stimuli to ease such experiences during emergencies. Therefore, such individuals engaged in more irrational consumer behaviors during the epidemic (Gu and Luo, 2008). For instance, individuals received all kinds of negative information through friends or on the Internet during the pandemic that made them feel anxious and even experience trouble sleeping, which then led them to believe the various rumors that resulted in panic buying behavior as a psychological compensation for COVID-19 (Arafat et al., 2020).



LIMITATIONS AND FUTURE DIRECTIONS

Despite its contributions, this research has several limitations that leave room for future consideration.

First, all measurement scales in our study were adopted from previous studies, which reduced vague terms and item ambiguity to some extent. However, confounding variables should be addressed. For example, using questionnaires to collect data has some limitations and the possibility of causing recall bias. This study collected data from consumers during the period of COVID-19, but we could not collect data from the respondents while they were purchasing. Moreover, the data used in this study are cross-sectional, so it is still difficult to avoid common method bias by using this approach. Future research should collect data from multiple informants and adopt a more carefully controlled experimental design to investigate the relationship between the variables further.

Second, this research is limited to people from different provinces and cities in China, so it has limitations regarding cultural adaptation. COVID-19 is rampant and has a far-reaching impact worldwide. Although psychological/behavioral constructs are general, they may also be impacted by sociocultural factors. The results can therefore not be generalized to the population as a whole. Thus, in the future, data from different countries can be collected for further study, and culture-related variables can be introduced to conduct cross-cultural studies on individuals’ ICBs in different countries and regions. For instance, Jovančević and Milićević carried out a cross-cultural study to examine the factors (e.g., optimism and pessimism) causing COVID-19-related behaviors (e.g., hoarding and preventive behaviors) in Serbia and Latin America (Jovančević and Milićević, 2020).

Third, this study focuses on researching individual ICB from the perspective of scarcity theory within emergent public health events. Although we believe that the scarcity mindset represents an important potential mechanism behind ICB, its mechanism of influence on public health emergencies can be evaluated from other perspectives. For example, individual differences might modulate the relationship between public health emergencies and their associated behavioral consequences. Shahjehan and Qureshi (2019) examined impulsive buying behaviors through the Big Five personality traits and found that people engaged in different levels of impulsive buying behavior had different personality traits (e.g., conscientiousness and neuroticism). Moreover, the impact of COVID-19 on individuals’ ICB is a dynamic process (Franch-Pardo et al., 2020). The ICB of individuals will change with the intensity of COVID-19 and the government’s policy guidance. For example, Oni et al. (2020) found that governmental interventions influenced residents’ diet and physical activity behavior, as well as their buying behavior. Thus, subsequent studies should focus on additional factors, such as the governmental interventions and government’s credibility (Bonneux and Van, 2006) to identify other potential mechanisms that influence individual ICB (Coninck et al., 2020).



CONCLUSION

The COVID-19 pandemic has caused changes in consumer behavior. Our study highlights the relationship between the perceived severity of pandemics and ICB. Through the application of scarcity theory, the current study proposes a model that elucidates the relationship between PPS and consumers’ irrational consumer behavior.

To summarize, the results show that as: (1) Individual PS mediates the relationship between PPS and ICB. (2) NM mediates the relationship between PPS and ICB. (3) PS and NM operate as serial mediators between PPS and ICB.



DATA AVAILABILITY STATEMENT

The original contributions presented in the study are included in the article/Supplementary Material, further inquiries can be directed to the corresponding author.



ETHICS STATEMENT

The studies involving human participants were reviewed and approved by the ethical standards of institutional review board at Guangdong University of Foreign Studies. The patients/participants provided their written informed consent to participate in this study.



AUTHOR CONTRIBUTIONS

SH-L and HY-Q conceived and designed the experiments. HZ-X and WY-T performed the experiments. HY-Q and XP analyzed the data. SH-L and WY contributed to reagents, materials, and analysis tools. HZ-X and WY-T wrote the paper. All authors contributed to the article and approved the submitted version.



FUNDING

This research was partially supported by the GuangDong Basic and Applied Basic Research Foundation (no. 2020A1515110429), the Youth Foundation of Social Science and Humanity, China Ministry of Education (no. 20YJCZH135), the Youth Project of Social Science Foundation of Guangdong Province (no. GD19YGL07), and the Undergraduate training program for innovation and entrepreneurship of Guangdong province (no. S202011846034).



SUPPLEMENTARY MATERIAL

The Supplementary Material for this article can be found online at: https://www.frontiersin.org/articles/10.3389/fpsyg.2021.718797/full#supplementary-material



FOOTNOTES

1http://www.wenjuan.com



REFERENCES

 Arafat, S. M. Y., Fai, Y. K., Vikas, M., Sheikh, S., and Ramazan, A. A. (2021). Panic buying in Bangladesh: an exploration of media reports. Front. Psych. 11:628393. doi: 10.3389/fpsyt.2020.628393 

 Arafat, S., Kar, S. K., Marthoenis, M., Sharma, P., and Kabir, R. (2020a). Psychological underpinning of panic buying during pandemic (COVID-19). Psychiatry Res. 289:113061. doi: 10.1016/j.psychres.2020.113061 

 Arafat, S. M. Y., Kar, S. K., Menon, V., Alradie-Mohamed, A., Mukherjee, S., Kaliamoorthy, C., et al. (2020b). Responsible factors of panic buying: an observation from online media reports. Front. Public Health 8:603894. doi: 10.3389/FPUBH.2020.603894 

 Asiah, O. N., Azrin, N. M., Helmi, A. M., and Shah, A. S. (2021). The panic buying behavior of consumers during the COVID-19 pandemic: examining the influences of uncertainty, perceptions of severity, perceptions of scarcity, and anxiety. J. Retail. Consum. Serv. 62:102600

 Bonneux, L., and Van, D. W. (2006). An iatrogenic pandemic of panic. BMJ 332, 786–788. doi: 10.1136/bmj.332.7544.786 

 Campos, T. C. D. (2020). The traditional definition of pandemics, its moral conflations, and its practical implications: a defense of conceptual clarity in global health laws and policies. Camb. Q. Healthc. Ethics 29, 205–217. doi: 10.1017/S0963180119001002 

 Chen, C. C., and Yao, J. Y. (2018). What drives impulse buying behaviors in a mobile auction? The perspective of the Stimulus-Organism-Response model. Telematics Inform. 35, 1249–1262. doi: 10.1016/j.tele.2018.02.007

 Coninck, D. D., d’Haenens, L., and Matthijs, K. (2020). Perceived vulnerability to disease and attitudes towards public health measures: COVID-19 in Flanders, Belgium. Personal. Individ. Differ. 166:110220. doi: 10.1016/j.paid.2020.110220 

 Dammeyer, J. (2020). An explorative study of the individual differences associated with consumer stockpiling during the early stages of the 2020 Coronavirus outbreak in Europe. Personal. Individ. Differ. 167:110263. doi: 10.1016/j.paid.2020.110263 

 Eldar, S., and Sendhil, M. (2015). Scarcity frames value. Psychol. Sci. 26, 402–412. doi: 10.1177/0956797614563958 

 Fan, L. Y., Li, X. N., and Jiang, Y. W. (2019). Room for opportunity: resource scarcity increases attractiveness of range marketing offers. J. Consum. Res. 1, 82–98. doi: 10.1093/jcr/ucy059

 Fornell, C., and Larcker, D. F. (1981). Structural equation models with unobservable variables and measurement error: algebra and statistics. J. Mark. Res. 18, 39–50. doi: 10.1177/002224378101800104

 Franch-Pardo, I., Napoletano, B. M., Rosete-Verges, F., and Billa, L. (2020). Spatial analysis and GIS in the study of COVID-19. A review. Sci. Total Environ. 739:140033. doi: 10.1016/j.scitotenv.2020.140033 

 Gu, R. L., and Luo, Y. J. (2008). The influence of anxiety on decision-making. Adv. Psychol. Sci., 518–523. doi: 10.13342/j.cnki.cjhp.2008.04.004

 Iyer, G. R., Blut, M., Xiao, S. H., and Grewal, D. (2020). Impulse buying: a meta-analytic review. J. Acad. Mark. Sci. 48, 384–404. doi: 10.1007/s11747-019-00670-w

 Jang, W. E., Ko, Y. J., Morris, J. D., and Chang, Y. (2015). Scarcity message effects on consumption behavior: limited edition product considerations. Psychol. Mark. 32, 989–1001. doi: 10.1002/mar.20836

 Jovančević, A., and Milićević, N. (2020). Optimism-pessimism, conspiracy theories and general trust as factors contributing to COVID-19 related behavior – a cross-cultural study. Personal. Individ. Differ. 167:110216. doi: 10.1016/j.paid.2020.110216 

 Kassaw, C. (2020). The magnitude of psychological problem and associated factor in response to COVID-19 pandemic among communities living in Addis Ababa, Ethiopia, March 2020: a cross-sectional study design. Psychol. Res. Behav. Manag. 13, 631–640. doi: 10.2147/PRBM.S256551 

 Kim, E. J., Choi, C., and Tanford, S. (2020). Influence of scarcity on travel decisions and cognitive dissonance. Asia Pac. J. Tourism Res. 25, 721–735. doi: 10.1080/10941665.2020.1720258

 Lee, S., Louis, J., Mike, T., Anita, Y., Laurie, B., Yvonne, B., et al. (2020). The association between screen time and mental health during COVID-19: a cross sectional study. Psychiatry Res. 292:113333. doi: 10.1016/j.psychres.2020.113333 

 Lene, A., and Bang, P. M. (2013). Hunger games: fluctuations in blood glucose levels influence support for social welfare. Psychol. Sci. 24, 2550–2556. doi: 10.1177/0956797613495244 

 Lerner, J. S., Li, Y., and Weber, E. U. (2013). The financial costs of sadness. Psychol. Sci. 24, 72–79. doi: 10.1177/0956797612450302 

 Li, Y., and Yang, X. L. (2016). Study on mechanism of irrational consumption behavior of customers. J. Shenyang Univ. Technol., 449–458.

 Liu, Y. Z., and Wang, C. H. (2020). Analysis of epidemics from the behavioral perspective: a review of causes, effects, and countermeasures. J. Financ. Res. 6, 1–19. doi: 10.13342/j.cnki.cjhp.2020.06.001

 Mani, A., Mullainathan, S., Shafir, E., and Zhao, J. Y. (2013). Poverty impedes cognitive function. Science 341, 976–980. doi: 10.1126/science.1238041 

 Oni, T., Micklesfield, L., Wadende, P., Obonyo, C. O., Woodcock, J., and Mogo, E. R. I. (2020). Implications of COVID-19 control measures for diet and physical activity, and lessons for addressing other pandemics facing rapidly urbanising countries. Glob. Health Action 13:1810415. doi: 10.1080/16549716.2020.1810415 

 Pati, U. C., Biswal, M., and Rath, S. S. (2020). The income effect of irrational behaviour: a psycho-economic analysis. Int. J. Manag. 11, 98–107.

 Peji-Bach, M. (2021). Editorial: electronic commerce in the time of covid-19 - perspectives and challenges. J. Theor. Appl. Electron. Commer. Res. 16, 1–4. doi: 10.4067/S0718-18762021000100101

 Qin, X., Yam, K. C., Chen, C., Li, W. L., and Dong, X. W. (2021). Talking about COVID-19 is positively associated with team cultural tightness: implications for team deviance and creativity. J. Appl. Psychol. 106, 530–541. doi: 10.1037/apl0000918 

 Ramírez, L. P. G., Arriaga, R. J. M., Martha, H. G., and José María, D. L. R. C. (2020). Psychological distress and signs of post-traumatic stress in response to the COVID-19 health emergency in a Mexican sample. Psychol. Res. Behav. Manag. 13, 589–597. doi: 10.2147/PRBM.S259563 

 Ravi, M., and Meng, Z. (2016). Creating when you have less: the impact of resource scarcity on product use creativity. J. Consum. Res. 42, 767–782. doi: 10.1093/jcr/ucv051

 Roux, C., Goldsmith, K., and Bonezzi, A. (2015). On the psychology of scarcity. J. Consum. Res. 42, 615–631. doi: 10.1093/jcr/ucv048

 Samuel, A., and Lawer, E. D. (2020). A twin disaster: addressing the COVID-19 pandemic and a cerebrospinal meningitis outbreak simultaneously in a low-resource country. Glob. Health Action 13:1795963. doi: 10.1080/16549716.2020.1795963 

 Shahjehan, A., and Qureshi, J. A. (2019). Personality and impulsive buying behaviors. A necessary condition analysis. Econ. Res. 32, 1060–1072. doi: 10.1080/1331677X.2019.1585268

 Thompson, E. R., and Prendergast, G. P. (2015). The influence of trait affect and the five-factor personality model on impulse buying. Personal. Individ. Differ. 76, 216–221. doi: 10.1016/j.paid.2014.12.025

 Tversky, A., and Kahneman, D. (1974). Judgment under uncertainty: heuristics and biases. Biases in judgments reveal some heuristics of thinking under uncertainty. Science 185, 1124–1131. doi: 10.1126/science.185.4157.1124 

 Verhagen, T., and Dolen, W. V. (2011). The influence of online store beliefs on consumer online impulse buying: a model and empirical application. Inf. Manag. 48, 320–327. doi: 10.1016/j.im.2011.08.001

 Wang, X. Y., Jin, G. X., Wang, Q. C., Liu, X. Y., Li, S. C., and He, L. (2003). Survey of different crowd psychological status during SARS. Chin. J. Health Psychol. 11, 441–442. doi: 10.13342/j.cnki.cjhp.2003.06.018

 Wang, Z. Y., Liu, X. D., and Zhang, S. T. (2019). A new decision method for public opinion crisis with the intervention of risk perception of the public. Complexity 2019, 1–14. doi: 10.1155/2019/9527218

 Wang, J. H., Shen, M. M., and Gao, Z. Q. (2018). Research on the irrational behavior of consumers’ safe consumption and its influencing factors. Int. J. Environ. Res. Public Health 15:2764. doi: 10.3390/ijerph15122764 

 Wang, J., and Ying, X. (2020). Cognition, emotion and action: social mentality in the emergency response. Explor. Free Views 1, 232–243. doi: 10.13342/j.cnki.cjhp.2020.04.032

 Xinhui, C., and Han, D. (2016). A meta-analysis of consumer irrational purchase behavior based on Howard-Sheth mode. J. Bus. Retail Manage. Res. 10, 69–80.

 Zhang, B. Y., Zhou, Y., Zhao, N., and Zhu, T. S. (2018). Analysis of social psychology based on big data of twitter. City Disaster Reduct., 26–29. doi: 10.13342/j.cnki.cjhp.2003.06.018

 Zheng, R., Shou, B., and Yang, J. (2020). Supply disruption management under consumer panic buying and social learning effects. Omega 101:102238. doi: 10.1016/j.omega.2020.102238


Conflict of Interest: The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Publisher’s Note: All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.

Copyright © 2021 Yue-Qian, Piao, Ying, Zhi-Xin, Yi-Ting and Hai-Long. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.

OPS/images/fpsyg-12-718797-t001.jpg
Variable
Gender
Age

Education status

Family income

226
High school or
below

Bachelor degree
<¥24,000
¥24,000-¥60,000
>¥60,001

Frequency (N)

115
351
383
77
95

371
145
126
195

Percentage (%)

419





OPS/images/fpsyg-12-718797-t002.jpg
Model Description 2 df 2ldf RMSEA CFI Lt

Model 1 Four factors: PPS, PS, NM, ICB 528.44 164 322 007 092 091
Model2  Three factors: PPS +PS, NM, ICB 106093 167 6.35 011 080 077
Model3  Two factors: PPS+PS+NM, ICP 1801.87 169 10.66 014 063 059
Model 4 One factor: PPS+PS+NM+ICP 2362.98 170 1390 017 051 045

-466. PPS, perceived pandemic severtty; PS, perceived scarcity; NM, negative mentality; ICB, irational consumption behavior; RMSEA, root mean square error of approximation;
CFI. comparative fit index: and TLI, Tucker-Lewis index.





OPS/images/fpsyg-12-718797-g003.jpg
Perceived
pandemic severity

B=0.264*

Perceived

B =0.302**

SE=0.088l

scarcity

SE=0.035

Negative
mentality

B =0.469
T

SE=0.046

Irrational
consumption
behavior






OPS/images/fpsyg-12-718797-g004.jpg
0.302"**

Perceived Negative

scarcity mentality

0.264* 0.469**

Perceived pandemic

_______________________ Irrational consumption
severity .0.049 behavior






OPS/images/fpsyg-12-718797-t003.jpg
sD

]
Gender 175
Age 2249
Occupation 293
Education status  4.69
Family income 426
PPS 456
PS 342
NV 298
ic8 211

043
7.35
055
070
1.06
056
108
091
093

-0.105"

0.053
-0.059
-0.040

0.151"

0.069

0.158"

0.046

-0239"
~0.206"

0.024
0019
0.081

0.148"
0.140"

-0.136"
-0.104"

~0.008
-0.014
0015
0.039

0.071

0.093"
0.122"

-0.023
-0.039

-0.007
-0015

0.138"
0.287"
0118

<0.01; N=466. PPS, perceived pandemic severity: PS, perceived scarcity: NM, negative mentality: and ICB, irrational consumption behavior.

0.391"
0.292"

0.496™





OPS/xhtml/Nav.xhtml




Contents





		Cover



		The Influence of COVID-19 on Irrational Consumption Behavior in a Chinese Sample: Based on a Serial Mediating Model



		Introduction



		Theoretical Framework and Hypotheses Development



		Perceived Severity of Pandemics and Irrational Consumption Behavior



		Perceived Scarcity and Negative Mentality as Mediators









		Study Methods



		Participants



		Measures



		Perceived Pandemic Severity



		Perceived Scarcity



		Negative Mentality



		Irrational Consumption Behavior



		Control Variables









		Data Analysis









		Results



		Control of Common Method Biases



		Measurement Model



		Correlations and Descriptive Statistics



		Serial Multiple Mediation Analyses



		Direct Effect Testing



		Mediating Effects Testing



		Serial Mediating Effect Testing















		General Discussion



		Limitations and Future Directions



		Conclusion



		Data Availability Statement



		Ethics Statement



		Author Contributions



		Funding



		Supplementary Material



		Footnotes



		References



















OPS/images/fpsyg-12-718797-g001.jpg
Perceived

scarcity
3=0.264"*, SE=0.088, t=3.01 B =0.100"**, SE=0.038, 1=2.68
Perceived pandemic Irrational consumption
severity | T behavior

B =-0.049, SE=0.069, t=-0.708





OPS/images/fpsyg-12-718797-g002.jpg
Negative
mentality

B=0.383"**, SE=0.067, t=5.7 =0.469***, SE=0.046, 1=10.20

Perceived pandemic Irrational consumption
seveity: [ o renaeameseesesg behavior

B =-0.049, SE=0.069, t=-0.71






OPS/images/cover.jpg
, frontiers
in Psychology

The Influence of COVID-19 on
Irrational Consumption Behavior in a
Chinese Sample: Based on a Serial
Mediating Model









OPS/images/crossmark.jpg
©

2

i

|





OPS/images/logo.jpg
’ frontiers
in Psychology





