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Abstract:

Purpose: The paper examines the effect of the globalization over the consumption and
environmental consumer behavior. The period under review is focused on the pandemic
situation caused by the COVID-19. The current paper is part of a research that elaborates in
three stages. The first stage of this research is presented, and the aim is to identify any
indications about the existence of association between the COVID-19 pandemic and the
consumption, and between the consumption and the environment protection.
Design/Methodology/Approach: Our initial hypothesis is that the COVID-19 pandemic
caused an increase in the consumption and the hyper consumption caused a negative effect
on the environmental protection. To test our hypothesis, we used secondary data and
comprehensive desk research based upon literature review in the period April 2021 - August
2021. A data set from Eurostat and the Environmental protection index was used.

Findings: The initial results based on the data used show that the COVID-19 pandemic did
not increase the consumption and the latter does not affect the environmental protection. As
the data we used is limited in time and scope an own methodology was established. The next
stages include new data, the elaboration of the survey instruments, namely an own
questionnaire, questions for the in-depth interviews and focus groups.

Practical Implications: These findings provide a better understanding of how pandemic
situations affect the consumption and environmental consumer behavior.

Originality/Value: This would help governments and companies to improve the value chains
management, taking measures to limit the hyper consumption, targeting higher
environmental performance.
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1. Introduction

There is an ongoing debate about the development and advancement of global value
chains by the developed world and its impact on the emerging economies that result
in neglect of environmental conditions, environmental irresponsibility, vulnerability
amongst employees, exploitative employment relations, increasing employment
insecurities, declining wages and conditions, and ethical dilemmas (Arora et al.,
2021). Globalization has an extremely rich scope and various consequences on many
spheres of public life. Currently, the topic of the COVID-19 pandemic engages the
behavior of people from all continents and has economic, health, political, social,
psychological, and cultural dimensions. It puts many issues on the agenda, but the
most important is the approach that governments must take to overcome the effects
of the pandemic.

On the one hand, this approach considers the hyper consumption and environmental
consumer behavior specific to each society, but on the other hand it should have a
common framework that allows for coherence between countries. This is especially
true in the field of economics, where overcoming the effects of COVID-19 depends
on many external factors. The considered commitment is of emphasized importance
for the member states of the European Union, to which Bulgaria also belongs.

The research object is the citizens behavior, hyper consumption, and
environmentally friendly behavior in a pandemic period. From the authors’
standpoint hyper consumption is the driving force behind economic growth. And as
is widely known, economic growth is the leading political and macroeconomic goal
(like an obsession) which is often equaled to “success”. But the strive to an endless
and uncontrolled growth could cause significant ecologic, cultural, and social harm
to civilization instead of providing benefits. Thus, our initial hypothesis is that the
COVID-19 pandemic caused an increase in the consumption and the hyper
consumption caused a negative effect on the environmental protection.

The aim of the study is to identify any indications about the existence of association
between the COVID-19 pandemic and the consumption on one hand and between
the consumption and the environment protection on other.

The approaches and methods to test the hypothesis and to achieve the goal include
secondary data processing and comprehensive desk research based upon literature
review in the period April 2021 — August 2021. A data that we used was from the
Eurostat and the Environmental protection index was used. The SPSS v.21 program
was applied for statistical analyses. Our study makes several key contributions. First,
the literature review gives a theoretical contribution defining the researchers’ focus
on globalization and hyper consumption. Second, based on a desk review, the
elaborated own methodology contributes to the next stages of the research project,
namely the online survey, in-depth interviews and focus groups.
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The paper is structured as follows: following the introduction, in the second part
different theories, definitions and statements connected with the effects of the
globalization, hyper consumption, and environmental consumer behavior are
summarized based on a broad literature review. The latter is the framework of the
study and is the basis for the third part, which presents the methodology of the
research and the results. It consists of opportunity recognition for citizens attitudes
toward consumer behavior in the COVID-19 pandemic. The paper closes with
conclusions and recommendations for future research in the field of environmental
consumer behavior and hyper consumption caused by pandemics and opportunities
for transformation national priorities into unified EU strategy.

2. Literature Review
2.1 The Effects of Globalization over the Consumer Behavior

Some scholars accept globalization as homogenization, with a natural effect of
unification in the world, geopolitics for global domination (Marinov, 2018), a kind
of Americanization (Popov, 2009). Increasing globalization has a multitude of
companies taking advantage of global sourcing through procuring inexpensive raw
materials or lower labor costs from developing countries, or with technical expertise
from advanced nations to increase its profitability (Dulam et al., 2021). The
commented consequences of globalization can be defined mainly as polar,
transformation of the postmodern society into information-network, increasing the
influence of cross-border companies at the expense of national ones, enhancing
stability, democracy and peace, higher competitiveness of enterprises thanks to
cheaper resources and new technologies imported from abroad, raising living
standards and stimulating the purchasing power of consumers (especially low-
income households), unfair commercial practices by businesses and governments,
deepening inequalities and social polarization (European Commission).

International economic networks play an increasingly large role in the entrenchment
of economic globalization. Many Europeans are concerned that globalization is
leading to inequality, job losses, social injustice and lower environmental, health and
privacy standards. Sometimes they also feel that their identity, traditions, and way of
life are endangered. These concerns need to be addressed and solutions provided.

The COVID-19 pandemic has a dramatic impact on society, business
(entrepreneurship) and government institutions. First, the impact of quarantine and
social distancing on mental health and qualities of the human capital play a
significant role connected with their professional realization. Second, business
organizations may have to regulate measures according to different policy
environments. This crisis has reminded business leaders of the importance to adapt
and regularly test their response and resilience plans against different disaster
scenarios (including pandemics) with their key suppliers and business partners. This
includes using these tests to challenge assumptions (such as recovery times) and to
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develop means to measure resilience, response, recovery, and other key capabilities
needed to anticipate, withstand, and recover from, and adapt to, adverse conditions.
Third, public institutions must force adequate measures to revive the economy.
These concepts can provide a framework for a responsible course of action at this
pivotal period.

As a rule, during a crisis politicians attempt to direct the effect of the crises in the
“desired direction”. For instance, after the terrorist attacks in 2001, President George
W. Bush called for the American people to “go shopping” (Neuner et al., 2005).
During the Great Recession, influential journalist David Leonhardt urges people to
keep their spending during a credit crisis, warning them about the dangerous
aftermath of the thus formulated by Keynes “paradox of thrift” (Leonhardt, 2009).
On the other hand, hyper consumption “shows itself as a hypertrophied and
uncontrolled system, a bulimic order leading to extremes and chaos* (Lipovetsky,
2008).

2.2 Hyper Consumption and the Pro-Environmental Behavior of Individuals

“Hyper is an idiom that designates the excessive, reaching beyond a norm. It is in the
field of signification of superlatives, with a connotation of constant overreaching, of
maximum, of extreme conditions” (Rheaume, 2005). Therefore ‘hyper’ emphasizes
experiences of urgency, intensity, instant gratification and especially excess
(Makarem, 2014). We share the stance of Schulz (2016) that hyper consumption
encapsulates the proposition that market-mediated acquisition and consumption can
reach excessive levels with profound repercussions for individuals, society, and the
natural world. Various “destructured behavior of pathological and compulsive
consumerism” (Lipovetsky, 2008) are significantly displayed in the current
consumer era.

Borusiak et al. (2021) state that overconsumption and wasteful resource disposal
pose a serious threat to humankind. They try to understand the mechanism of the
pro-environmental behavior of individuals expressed both in people’s attitudes and
in their behavior towards the environment to reduce consumption of single use
bottled water and to consume non-bottled water. However, the authors’ found that
environmental concern is negatively correlated with drinking bottled water.

Scholars pay attention over the pro-environmental behavior for years. Not only the
citizens, but also the employees in many business areas are studied because many
organizations portray their environmental commitment via different certifications.
The same is in the attention of Saleem et al. (2021) who examine the relationship
between ethical leadership and employee green behavior (EGB) by the mediating
mechanisms of green psychological climate, employees’ harmonious environmental
passion, and employees’ environmental commitment, through the underpinnings of
social learning theory. Their results show positive and statistically significant effects
of ethical leadership on EGB and state that the leaders’ pro-environmental attitude
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contingency strengthens the indirect impact of ethical leadership on it. The findings
forward the attention that the leader’s vision may ultimately lead to the strategies
adopted by the organization and overreact the consumer behavior and hyper
consumption in a way the company adopted.

The conducted research and acquired results by scholars give some managerial
insights for the promotion of green products and green marketing. To inform
consumers about green or eco-friendly products, Nekmahmud and Fekete-Farkas
(2020) provide valuable suggestions to companies, marketers, and policymakers for
designing green marketing tools such as green advertising, green branding, and eco-
labels. Moreover, they state that green marketing can be applied in environmentally
friendly ways to satisfy the customers’ needs, wants, and demands by protecting the
environment and society. Their contributions were helping to change the minds and
behavior of the young generation as business leaders and consumers towards the
protection of the environment. Trentinaglia De Daverio et al. (2021) worn about
policies developing environmentally sustainable products should not forget how
consumer preferences for non-strictly environmental attributes might ultimately
affect their propensity to buy and pay which is partially connected with the hyper
consumption result in different societies and countries.

Several common trends and issues showed corporate social responsibility, emerging
markets, political issues, and economic matters as key to global market production.
Recommendations signal a strong need for more research that addresses contributive
effects in the different economies. Kyove et al. (2021) pay attention that developed
countries show more saturated markets than developing countries. Developed
country multinationals are likely to use more advanced factors of production to
create revenue, whereas developing country multinationals are more likely to use
less advanced forms. Globalization has increased productivity in world economies
over a long period of time and based on historical trends and growth rates. Kyove et
al. (2021) state that international trade is predicted to grow by approximately 50% in
2021 among multinational enterprises—from developed and developing countries—
despite the COVID-19 crisis.

3. Conceptual Framework Development

The review evaluated the globalization impact on environmental consumer behavior
via desk research and in-house materials. A scoping literature review was conducted
with the following electronic journal databases: Scopus, Web of Knowledge,
Science Direct, ProQuest, Sage, Directory of Open Access Journals, and Google
Scholar.

To Gilles Lipovetsky the term “hyper consumption” corresponds to ‘“new
modernity” which is developed in the second half of the 20" century and coincides
with the “civilization of desire” (Lipovetsky, 2008). The features of this concept are
clearly identifiable in a capitalist matrix, i.e., the incessant creation of new
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necessities, aggressive marketing techniques urging mindless consumption and an
empowerment of demand (Esposti, 2015). Consumption norms become embedded
not only culturally, but materially (Freund and Martin, 2008) and the main guideline
for a hyper consuming society is “‘consume or exist”.

However, if the levels of consumption that several hundred million of the most
affluent people enjoy today were replicated across even half of the roughly 9 billion
people projected to be on the planet in 2050, the impact on our water supply, air
quality, forests, climate, biological diversity, and human health would be severe
(Gardner et al., 2004). One problem that is still currently present is what is the
potential scenario — more or less consumption. The idea for less consumption goes
even further, finding its expression in the existence of radical movements — anti-
advertising, anti-Nike, and anti-GE food activists (Kozinets and Handelman, 2004).

In essence, this resistance against the dominant consumer culture exists before the
appearance of a hyper consuming society in the second half of the 1960s. It can be
seen in various forms of anti-consumption manifestations and has left a significant
trail on consumer research throughout the years (Cherrier, 2009; 2010). Without
going deeper into the subject, we will just add that for millions of people around the
world living in unthinkable poverty (without access to products which to the western
world are considered a given) this debate about more or less consumption is not only
non-existent but can even be deemed cynical. It is precisely this portion of the
population which needs economic growth to have access to an “acceptable”
(according to modern understanding) material existence.

In this current paper we look at impulsive buying, compulsive buying and panic
buying as specific effects of a hyper consuming society. To us all three categories of
buying are a form of excessive buying behavior (EBB). However, those three forms
differ in their motives, frequency, and quickness of fulfilling the purchase.

Excessive buying has been of interest to consumer researchers and public policy
advocates for almost three decades (Kukar-Kinney et al., 2016). The COVID-19
pandemic gave further meaning to the topic in lieu of studying the practices of
consumption during lockdown and social isolation. Despite the deficit of
publications in the field, some of the most significant among them are the works of
Billore and Anisimova (2021), Celik and Divanoglu (2020), Herjanto et al. (2021),
Islam et al. (2021) Untaro and Han (2021).

It is well established that people who are prone to impulsive and compulsive buying
display a certain inability to oppose several external stimuli and internal impulses.
External stimuli increase an individual’s perceived arousal level, which in turn
encourages his or her behavioural intention (Islam et al., 2021).

In a period of crisis or pandemic appears the so-called panic buying (PB), described
as consumers buying excessive number of products to avoid shortage in the future
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(Shou et al., 2011). It appears suddenly and is based upon a feeling of insecurity and
instability as well as a desire to manage a survival threat. Similarly, to impulsive
buying, PB is related to emotional state. However, the emotional state of panic
buying, and impulsive buying had different motives and functions. Impulsive buying
can be influenced by positive emotions, while panic buying is associated with
negative emotions as driven consumer behavior (Aquino et al., 2020; Lins and
Aquino, 2020).

Therefore, because of a perceived level of risk and insecurity, PB may appear among
different types of consumers — even among those who in the usual situation would
follow a normal buying pattern. The panic buying behaviour due to COVID-19
outbreak occurred in several countries such as Brazil, Australia, New Zealand, and
America. In fact, panic buying had occurred before the Covid-19 outbreak.
Historically, panic buying behavior is not a new phenomenon as it began during the
Spanish flu outbreak in 1918 (Eva et al., 2020).

Despite the anticipated negative influence of the forms of excessive buying behavior
we expect that through the moderation role of public awareness and government
regulations the impact of this negative influence could be reduced. Our assumption
is based on previous research which confirm the government’s vital role in creating
an environment for sustainable consumption as well as instill SCB (Martinez et al.,
2015; Yahya, 2013; 2015). In Figure 1 we present our idea for a concept frame for
researching the potential connection between EBB and SCB based on the literature
review performed.

Figure 1. Excessive Buying and Sustainable Consumer Behaviour Framework

Sustainable
uuuuuuu

Source: Author’s model.

The following proposition researchers can draw which were already highlighted in
the conceptual framework later.

P1: Perceived arousal will have a positive impact on impulse buying.
P2: Perceived arousal will have a positive impact on compulsive buying.



The Effects of Globalization: Hyper Consumption and Environmental Consumer Behavior
during the Covid-19 Pandemic
48

P3: Perceived risk will have a positive impact on panic buying.

P4: Situation ambiguity will have a positive impact on panic buying.

P5: Consumers’ impulsive buying will negatively influence their sustainable
consumer behaviour.

P6: Consumers’ compulsive buying will negatively influence their sustainable
consumer behaviour.

P7: Consumers’ panic buying will negatively influence their sustainable consumer
behavior.

P8: Public awareness will moderate relationship between impulsive buying,
compulsive buying, panic buying and sustainable consumer behavior.

P9: Government regulations will moderate relationship between impulsive buying,
compulsive buying, panic buying and sustainable consumer behavior.

4. Methods and Results

As stated at the beginning of this paper through the current research we tried to
identify any association between the COVID-19 pandemic and the hyper
consumption on one hand. In the study process we faced several challenges, which
present the limitations to the research.

Our main interest initial was the hyper consumption and in particular the panic
consumption because the panic buying is driven by negative emotions and the
COVID-19 pandemic is associated with such emotions. There are studies in this
area, which are cases from specific context (Hall et al., 2021; Keane and Neal, 2021;
O'Connell et al., 2020) and there is no world data available free on this topic. Thus,
on this initial stage of the research, we focus on the overall consumption, measured
by Domestic material consumption per capita (tons per capita)*.

As this data is collected by Eurostat and has a limited coverage of countries, we
decided to focus on the member states of the European Union. We were unable to
find data, available for wide range of countries worldwide and this was the second
challenge. The availability of data is the limitation which made us focus on the EU
only. The other association, which we intended to identify is between the
consumption and the environmental protection. As the purpose of this research was
to make general conclusion as a starting point, we used the Environmental

“The indicator is defined as the total amount of material directly used in an economy and
equals direct material input (DMI) minus exports. DMI measures the direct input of
materials for the use in the economy. DMI equals domestic extraction (DE) plus imports. For
the ‘per capita’ calculation of the indicator the average population is used (the arithmetic
mean of the population on 1st January of two consecutive years). Domestic Material
Consumption (DMC) is based on the Economy-wide Material Flow Accounts (EW-MFA).
The theory of Economy-wide material flow accounts includes compilations of the overall
material inputs into national economy, the changes of material stock within the economy and
the material outputs to other economies or to the environment. EW-MFA covers all solid,
gaseous, and liquid materials, except water and air. Water included in products is included.
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Performance Index, performed by Yale University Center for Environmental Law &
Policy. The index measures the environmental performance of the countries in every
two years. Thus, we had this limitation in identifying association to not having data
for every year. Thus, we focused on 2010, 2012, 2014, 2016, 2018 and 2020.

The results show an interesting trend. In the period 2010-2016 it seems that there is
association between the average consumption of the EU member states and their
average environmental performance index (Figure 2). However, the trend is different
in 2018 and 2020. Furthermore, the results show the average EU consumption in
2020 compared to 2018 decreased (Figure 2). This is an indication to assume that the
COVID-19 pandemic didn’t increased the consumption. However, the new data of
2021 will show if this trend is stable or not.

Figure. 2. Consumption, measured by Eurostat's Domestic material consumption
per capita (tons per capita) and EPI
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Source: Eurostat, Environmental Performance Index.

To identify a statistical association, we created a database in IBM SPSS Statistics. It
consisted of the variables, presented in Table 1.

Table 1. The SPSS database, created for the purposes of the current study

Variable Values
Country EU member states
Year 2010, 2012, 2014, 2016, 2018, 2020

Consumption (Eurostat Domestic  The value for each country and year

material consumption per capita)

EPI (Environmental Performance Index) The value for each country and year
Source: Authors’ database.

Both variables, which we wanted to test, are on a strong scale. Thus, we attempted to
use a one-way regression analysis. We used consumption as a factor variable and
EPI as a resultant. To select the most relevant model for regression analysis, we first
made the scatter plot. The scatter plot does not give grounds to determine
unambiguously which model would be the best and to be sure we check all models.
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Figure. 3. Scatter plot for consumption and EPI, performed in SPSS (Dependent
Variable: Environmental Performance Index, Independent Variable: Eurostat
Domestic material consumption per capita)
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To determine the adequate models, we must compare the value of Sig with the
probability of error o = 0.05. If Sig> a the model is not adequate, and when Sig <a,
then the model is adequate. The results in Table 2. we show that in all models the
value of Sig is higher than a = 0.05, therefore there are no adequate models.

Table 2. Model Summary and Parameter Estimates (Dependent Variable:
Environmental Performance Index, Independent Variable: Eurostat Domestic
material consumption per capita)

Model Summary Parameter Estimates

R
Equation Square F dfl df2 Sig. Constant bl b2 b3
Linear .000 .040 1 165 .843 72.107 .023
Logarithmic .000 .021 1 165 .884 73.268 -.288
Inverse 002 251 1 165 .617 71.478 14.336
Quadratic 011 912 2 164 .404 78556  -.754 .020
Cubic 026 1454 3 163 .229 98.969 -4.469 224 -.003
Compound .000 .009 1 165 .927 71.702 1.000
Power 000 .067 1 165 .795 73302 -.007
S 002 375 1 165 541 4.258 247
Growth 000 .009 1 165 .927 4.273 .000
Exponential .000 .009 1 165 .927 71.702 .000
Logistic 000 .009 1 165 .927 .014 1.000

Source: Authors’ calculations.
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5. Conclusion

According to the performed study we share the view of Dhandra (2019), Nguyen and
Paswan (2013), Zafar et al. (2021) that hyper consumption is unsustainable, and
something needs to be done. In this light, one of the challenges is to inspire the
consumers to engage in sustainable behavior. This task would possibly face
significant hurdles throughout the various forms of excessive buying conduct.

Among the effects of the unstable models of consumption we look for generating
large quantities of food leftovers and waste, obesity, credit debt, lack of savings,
buying new electrical devices due to unwillingness to do repairs, hyper automobility.
The initial results based on the freely available data on macro level show that the
COVID-19 pandemic did not increase the consumption and the latter does not affect
the environmental protection. As the data we used is limited in time and scope an
own methodology was established. The next stages include new data, covering 2021
as well and widens the range of countries. Furthermore, the methodology includes
the elaboration of the survey instruments, namely an own questionnaire, questions
for the in-depth interviews and focus groups on the case of Bulgaria.
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M.A. All authors have read and agreed to the published version of the manuscript.
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