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Abstract
Prior research shows that highly religious consumers are more stable through
times of uncertainty, in part due to religious support networks. However, several
situations (e.g., pandemics, epidemics, natural disasters, mass shootings) represent
unique changes where routine large gatherings are restricted due to uncertainty. In
such situations, highly religious consumers may experience the greatest disruption
to life, potentially resulting in stability-seeking consumption behaviors. Three
studies test and confirm this relationship in the coronavirus pandemic context.
Specifically, study 1 shows that priming awareness of restricted in-person reli-
gious gatherings increases consumption in comparison to a general religious prime
or control condition. Study 2 confirms that consumers with higher (lower) levels
of religiosity are the most (least) likely to increase consumption, and that situa-
tional concern and stability found through purchasing sequentially mediate this
relationship. Study 3 provides practical implications revealing that stability-based
messaging reduces consumption in comparison to standard social distancing
messaging.
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1 Introduction

The coronavirus pandemic has rapidly changed the lives of nearly everyone
worldwide. The media clearly portrays consumers’ responses to this situation as
desperation in trying to find products for purchase, many of which retailers are
unable to keep stocked due to high demand (e.g., toilet paper, cleaning wipes,
hand sanitizer) (Danziger 2020). The question arises among these challenges—
why are consumers in such desperation for these products leading them to engage
in purchasing significantly higher quantities of products than normal? And who
are the consumers most likely to engage in such behaviors? These are both
questions this research aims to answer with application to pandemics as well as
other situations (e.g., epidemics, mass shootings, natural disasters) during times of
great uncertainty.

Prior research suggests that the people who respond most calmly during times of
uncertainty are those with strong support networks (Brashers et al. 2004). One of the
most consistent forms of a supportive social network is religion, given that many
religions have weekly (if not more frequent) religious gatherings (Stroope 2012). With
over 80% of consumers worldwide being religious to some degree (PEW 2017), and
religious values undergirding many consumption decisions (Minton and Kahle 2017), it
is important to examine how religion may influence increased purchasing in response
to times of uncertainty.

Given the strong support network that religion provides (Stroope 2012), it seems
reasonable to presume that highly religious consumers should be less likely to partic-
ipate in increased purchasing behaviors because such behaviors are likely the result of
stability-seeking motives to make up for the uncertainties of life. However, national
situations of uncertainty (e.g., pandemics, epidemics, mass shootings) represent unique
situations that are different from the general uncertainties of life where consumers may
be instructed, or even ordered through government mandate, to avoid contact with
others. These guidelines or mandates likely lead to changes in the support consumers
receive from their social networks.

Additionally, if highly religious consumers are the most likely to feel stability and
support through consistent religious gatherings that allow for connection with their
religious support network (Stroope 2012), then these highly religious consumers should
also suffer the greatest disruption to their routines and social support in comparison to
less or non-religious consumers who likely do not have the same level of consistent
weekly connection with their social networks. As such, highly religious consumers may
actually be the ones who are psychologically most affected during times of great
uncertainty, resulting in stability-seeking consumption to make up for these changes
and uncertainty.

We test this conceptual model of stability-seeking consumption behavior in three
studies in the context of a pandemic. In doing so, we seek to accomplish three
objectives: (1) identify how religiosity influences stability-seeking consumption be-
haviors, (2) test mediating explanatory mechanisms for this relationship, namely
situational concern and life stability provided through purchase, and (3) prime religious
constructs to isolate the effects as due to reduction in religious community interaction
and less stability as a result of greater changes in weekly life for highly religious
consumers.
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2 Conceptual development

2.1 Stability-seeking consumption

While consumers typically consume to fill a want or need for a specific product or
service, consumption can also occur when consumers are lacking a more general need
in life and, therefore, consume to make up for this unfulfilled need (Gronmo 1988).
Prior research shows that one such need that is sought through consumption is stability
(Chakravarti and Janiszewski 2003; Vázquez-Casielles et al. 2007). Outside of mar-
keting, the theory of subjective well-being homeostasis confirms humans’ striving for
stability through behavioral adaptations in response to changes that create instability
(Cummins 2016). Related to this, control theory describes that consumers use action-
oriented problem solving skills in order to enhance well-being (Mirowsky and Ross
1990), which in the case of times of great uncertainty could be stability-seeking
consumption behaviors. Together, prior research and theories suggest that consumers
should strive for stability in times of uncertainty (such as a pandemic), and stability-
focused consumption behaviors may be one way consumers try to achieve this sense of
stability. To better understand the processes of stability-seeking consumption, we first
must understand who is potentially participating in such consumption practices and
why. The next section discusses religion as a driver behind stability-seeking
consumption.

2.2 Religion and stability-seeking consumption

As mentioned earlier, religion serves as an important source of social support for
many consumers worldwide (Bradley et al. 2020; Stroope 2012). Many religious
groups have weekly, if not more frequent, religious services, which provide a
consistent routine of social interaction and social support for religious individuals
(Ammerman 2003). Additionally, research has shown that religious individuals
have larger social networks compared to non-religious individuals (Ellison and
George 1994). Following this logic, it would seem that consumers who are more
religious would be less likely to be influenced during times of great uncertainty.
Furthermore, these consumers may be less likely to engage in stability-seeking
consumption behaviors because they live out religious values advocating against
materialistic consumption and storing up physical goods as opposed to the pursuit
of spiritual wealth (Schmidt et al. 2014).

However, large situations of uncertainty often involve limitations on direct in-person
access to social support networks (McLafferty 2010; Sadique et al. 2007), thus
potentially making more religious consumers feel greater instability during such
uncertain times. While less or non-religious consumers are also likely faced with
uncertainty and changes to weekly routines, these alterations are likely to be less so
than for more religious consumers who have consistent and regimented weekly reli-
gious services as a cornerstone of their lives. As such, priming awareness of the lack of
religious gatherings should produce increased stability-seeking consumption behaviors,
thereby highlighting the mechanism of influence. We expect that a lack of religious
gatherings triggers concepts in the mind related to a lack of social engagement for all
consumers, regardless of their dispositional religiosity. Fitting with this, highly
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religious consumers are expected to most likely engage in stability-seeking consump-
tion behaviors to regain a sense of stability during uncertain times. Thus:

H1: Priming awareness of the lack of religious gatherings, in comparison to a
general religious prime or a control prime, will result in greater stability-seeking
consumption behaviors for all consumers (religious or non-religious).
H2: Consumers with higher levels of religiosity are more likely to engage in
stability-seeking consumption behaviors in comparison to consumers with lower
levels of religiosity.

2.3 Mediating role of situational concern and stability through purchase

As previously mentioned, religious consumers are likely to experience more change in
comparison to less or non-religious consumers given the inability to attend in-person
weekly religious gatherings due to social interaction restrictions (McLafferty 2010;
Sadique et al. 2007). High degrees of sudden change produce resistance and negative
affective states (Bailey and Raelin 2015; Lamm and Gordon 2010). Additionally, prior
research has shown that consumers with higher levels of religiosity may be more
resistant to change because of a greater commitment to values such as tradition,
conformity, and security (Choi 2010; Schwartz and Huismans 1995). Given this greater
likelihood of change as well as resistance to change, we expect that consumers with
higher (as opposed to lower) levels of religiosity will be more likely to feel concern.

According to the theory of subjective well-being homeostasis, situations of instabil-
ity motivate actions to bring about a sense of homeostasis, or stability in one’s life
(Cummins 2016). This motivation should, in turn, produce stability-seeking consump-
tion strategies to reduce instability, which could be increasing purchasing behavior to
provide a sense of stability. Additionally, fitting with this reasoning, messaging that
aims to reestablish a sense of stability for consumers should aid in reducing stability-
seeking consumption behaviors. Thus:

H3: Situational concern (H3a) and stability through purchase (H3b) sequentially
mediate the relationship between religiosity and stability-seeking consumption
behaviors, such that consumers with higher levels of religiosity express greater
situational concern, which leads to feeling more stability through purchase behav-
ior, which ultimately increases consumption.
H4: Stability-based messaging will reduce stability-seeking consumption behav-
iors in comparison to non-stability-based messaging.

To test these hypotheses, we conduct three studies using the context of the coronavirus
pandemic, a time of great uncertainty across the world. Study 1 primes awareness of
restricted in-person religious gatherings as well as religion in general and tests these
primes in comparison to a control condition to show the mechanism of influence (H1).
Study 2 then tests the relationship between religiosity and stability-seeking consump-
tion behavior (H2) as well as tests for sequential mediation through situational concern
and stability through purchase behavior (H3a and H3b). Study 3 then confirms the
relationship between religiosity and stability-seeking consumption behavior (H2) and,
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importantly, introduces practical implications of this work through government mes-
saging (H4).

3 Study 1: religion and stability-seeking consumption

The purpose of this study was to prime religious concepts to demonstrate that the lack
of religious gatherings leads to increased stability-seeking consumption (testing H1).

3.1 Methods

Three hundred adults from Amazon’s Mechanical Turk (Mage = 36.40, SD = 11.58,
42.9% female) participated in this study in exchange for a small cash incentive.
Participants were randomly assigned to one of three conditions (prime; lack of
religious gatherings, religion in general, control). Condition wording for the latter
two conditions was adapted from the religious and control primes used by Shachar
et al. (2011). Each condition asked participants to write four sentences on a
randomly assigned topic (lack of religious gatherings, “how recent changes not
allowing you to attend weekly church services and connect with your religious
community has affected you”; religion in general, “what your religion means to
you personally”; control, “a couple routine activities that you typically do on an
average day”). Afterward, participants indicated their stability-seeking consump-
tion behavior with one question directly related to increased purchasing behavior
(“If you were at the store now, how many rolls of toilet paper would you be likely
to purchase?”). Finally, basic demographics were collected.

3.2 Results

Four participants failed to follow prime instructions and were removed from the
dataset, leaving the data from 296 participants for further analysis. An ANOVA
revealed a significant difference in stability-seeking consumption behavior among
prime conditions, F(2,293) = 4.83, p < .001, partial eta squared = .03. Planned contrasts
revealed that the lack of religious gatherings prime resulted in the highest stability-
seeking consumption behavior (Mrolls = 14.37, SD = 12.7) in comparison to the religion
in general prime (Mrolls = 8.87, SD = 7.78; p = .003) and the control condition (Mrolls =
10.62, SD = 11.24, p = .032). There was no significant difference between the religion
in general prime and control condition (p > .3), and no significant differences based on
whether consumers indicated that they were religious or not (p > .3).

3.3 Discussion

Fitting with H1, consumers exposed to a lack of religious gatherings prime reported the
highest level of stability-seeking consumption behavior in comparison to a general
religion prime or control condition, although the effect size was small (i.e., partial eta
squared < .06; Cohen 1992). Our findings show that consumers’ lack of in-person
religious gatherings is a driver behind higher stability-seeking consumption in response
to times of great uncertainty.
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4 Study 2: sequential mediation through situational concern
and stability from purchasing

The purpose of this study was to confirm the relationship between religiosity and
stability-seeking consumption behavior (testing H2). Additionally, this study sought to
test for sequential mediation with explanatory mechanisms for this relationship, namely
situational concern and stability found through purchase behavior (testing H3a and
H3b, respectively).

4.1 Methods

Two hundred and one adults from Amazon’s Mechanical Turk (Mage = 37.54, SD =
10.93, 33.8% female) participated in this study in exchange for a small cash incentive.
Participants first answered questions regarding their current purchase behavior before
indicating their level of situational concern, purchase stability beliefs, religiosity,
personal effects from the situation, and basic demographics.

4.1.1 Current purchase behavior

To assess current purchase behavior, participants completed three measures. First,
participants indicated their level of increased purchasing on a scale from 1 (purchased
much less) to 7 (purchased much more) across seven different product categories: toilet
paper, canned goods, frozen foods, meat, pantry staples, cleaning supplies, and dairy.
Responses were combined to create a scale of increased purchase behavior (M = 4.84,
SD = .87, α = .81). Next, participants indicated their present perceived need for more
toilet paper on a scale from 1 (not at all) to 5 (a great deal) (M = 2.36, SD = 1.29).
Afterward, participants answered a question about panic buying—“To what extent
have you engaged in panic buying (i.e., buying in much larger quantities than you
normally do) during this coronavirus pandemic?” on a scale from 1 (not at all) to 5 (a
great deal) (M = 2.32, SD = 1.19).

4.1.2 Situational concern

Next, participants completed a 4-item measure assessing their concern regarding the
present situation that asked “How much concern do you feel regarding each of the
following areas? (1) The coronavirus in general, (2) personally getting the coronavirus,
(3) the global impact of the coronavirus, and (4) the impact of the coronavirus on my
local community.” Items were assessed on a scale from 1 (not at all) to 5 (a great deal)
(M = 3.62, SD = .92, α = .85).

4.1.3 Purchase stability beliefs

Participants then completed a 3-item measure to assess how purchasing more products
made their life feel more stable: “Purchasing more food, hygiene products, and
sanitizing items would make me feel … (1) more secure in my life, (2) more stable
in my life, and (3) more like my life is under control” (7-point Likert scales; M = 4.46,
SD = 1.58, α = .94).
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4.1.4 Religiosity, demographics, and personal effects

Religiosity was measured using Worthington et al.’s (2003) Religious Commitment
Inventory (M = 3.25, SD = 2.09, α = .98). Additionally, to better assess the unique
influence of religiosity as opposed to other consumer characteristics, numerous demo-
graphic characteristics were collected including gender, age, political affiliation, aver-
age household income, highest education obtained, and marital status. Political affili-
ation was assessed on a scale from 1 (strong Democrat) to 7 (strong Republican) (M =
3.43, SD = 1.96). Lastly, to assess personal effects from the current situation, partici-
pants were asked to check all that apply from a list of ways they have been personally
influenced by the pandemic including (1) I have lost my job, (2) my job’s hours have
been reduced, (3) I have had to work from home, (4) I have gotten sick with the
coronavirus, (5) I have had to change my daily habits, and (6) I have had to reduce my
social connection with others (M = 1.88, SD = 1.07, minimum = 0, maximum = 4).

4.2 Results

4.2.1 Regression analysis

First, regression was used to assess the influence of religiosity, demographic charac-
teristics, and personal effects on each of the five outcome variables (situational concern,
stability through purchase, increased purchasing, toilet paper need, and panic buying).
All models were significant; see Table 1 for regression results.

Across all models, religiosity was the only consistent significant predictor,
showing that it is religiosity and not other demographics or personal effects that
are driving the findings. Specifically, consumers with higher levels of religiosity
expressed greater situational concern and more stability in life after purchasing
products. Additionally, participants who were more religious also indicated having
increased their purchasing habits, expressed greater need for more toilet paper, and
reported higher participation in panic buying behaviors. Note that all of these
effects remained significant when the covariates (demographics and personal ef-
fects) were not included in the model.

4.2.2 Mediation analysis

Next, mediation analysis was conducted to determine if situational concern and stability
through purchase were drivers of increased consumption behavior for consumers with
higher levels of religiosity. Hayes’ (2013) PROCESS macro (model 6) was used to test
for sequential mediation using 10,000 bootstrapped samples, controlling for demo-
graphics and personal effects.

Findings revealed that religiosity positively and significantly influenced situational
concern (b = .09, SE = .03, p = .015, r2 = .10). Situational concern then positively and
significantly influenced stability through purchase (b = .61, SE = .11, p < .001, r2 = .26).
Lastly, stability through purchase then positively and significantly influenced increased
purchasing (b = .15, SE = .04, p < .001, r2 = .32), toilet paper need (b = .19, SE = .06,
p = .002, r2 = .30), and panic buying (b = .16, SE = .05, p = .003, r2 = .35). Sequential
mediation indirect effects were significant for stability through purchase (b = .01,
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SE = .01, 95% CI .01 to .02), toilet paper need (b = .01, SE = .01, 95% CI .01 to .02),
and panic buying (b = .01, SE = .01, 95% CI .01 to .02). Note that these effects
remained significant when the covariates were dropped from the model. See Fig. 1
for the mediation model with path coefficients when including the covariates.

4.3 Discussion

As expected, consumers with higher religiosity levels have increased purchasing
behavior in response to a time of great uncertainty, thereby supporting H2. Addition-
ally, religiosity and not other demographics predicted such response, likely due to the
fact that religious individuals have their routines disrupted, whereas other demographic
traits (e.g., political affiliation) do not result in a weekly disruption to routines. This
change in purchase behavior can be explained by greater situational concern and
finding stability through purchase behavior, thereby supporting H3a and H3b, respec-
tively. However, it is important to note that the effect sizes for this study were only
small to medium (i.e., r2 < .35; Cohen 1992).

Table 1 Regression results (study 2)

Independent
variables

Dependent variable

Situational
concern

Stability
through
purchase

Increased
purchasing

Toilet
paper
need

Panic
buying

Constant 3.21 2.25 3.76 2.18 1.75

Religiosity .08* .20** .09** .17*** .15**

Gender1 .06 − .10 − .11 − .08 − .28
Age − .01 − .01 − .01 − .01 − .01
Political affiliation2 − .11** .07 − .01 .05 .04

Income3 .01 .08 .01 − .13* − .06
Education .03 .29* .14 .21* .27**

Marital status4 .15 − .10 .21 .36 .30

Personal effects .18** .07 .14* − .14 − .19**
df 8192 8192 8192 8192 8192

F value 2.63** 4.11*** 3.42** 7.11*** 7.85***

r2 .10 .15 .13 .23 .25

Personal effects: additive variable that asked participants to check all that apply from a list of ways they have
been personally influenced by the coronavirus including (1) I have lost my job, (2) my job’s hours have been
reduced, (3) I have had to work from home, (4) I have gotten sick with the coronavirus, (5) I have had to
change my daily habits, and (6) I have had to reduce my social connection with others

*p < .05, **p < .01, ***p < .001. Cells represent unstandardized beta coefficients
1 Gender: dummy code where 1 = female, 0 =male
2 Political affiliation: higher numbers represent strong Republican, whereas lower numbers represent strong
Democrat
3 Income: average household income
4Marital status: dummy code where 1 =married, 0 = single, divorced, or widowed
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What is not completely clear is why consumers who are more religious have
greater concern in the first place, given a large body of prior research showing that
religious consumers can rely on their faith and religious community for coping
during times of need (Harris 1995; Stone et al. 2003). We argue that times of great
uncertainty present unique times of need for religious consumers where access to
their religious support network is reduced due to restricted social gatherings,
leading to increased purchasing as a stability-seeking mechanism to reduce
concern.

5 Study 3: decreasing stability-seeking consumption

The purpose of this study was to further confirm the relationship between religiosity
and stability-seeking consumption behavior (testing H2) as well as to test practical
implications of our work with governmental messaging using stability-based messag-
ing (testing H4).

5.1 Methods

Two hundred adults from Amazon’s Mechanical Turk (Mage = 38.33, SD = 10.42,
44.4% female) participated in this study in exchange for a small cash incentive.
Participants were randomly assigned to one of two conditions representing public
service announcements (PSA) launched by the government (PSA; stability-based,
control). The control PSA was based on pre-existing messaging being used by the
government to encourage social distancing to help curb the spread of the disease,
while the stability-based messaging encouraged consumers to maintain social
connectedness even while following physical distancing guidelines. Next, partic-
ipants were asked to write two sentences of reactions to the PSA. See Fig. 2 for
the stimuli.

After exposure to one of the conditions, participants answered the same questions
from study 2 to measure their current purchase behavior, including level of increased
purchasing (M = 4.87, SD = .77, α = .81), perceived need for more toilet paper (M =
2.48, SD = 1.39), and panic buying behavior (M = 2.29, SD = 1.32), before indicating
their religiosity (M = 3.66, SD = 1.98, α = .98), and basic demographics.

Fig. 1 Mediation model between religiosity and stability-seeking consumption behavior (study 2)
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5.2 Results

Thirteen participants failed to follow prime instructions and were removed from
the dataset, leaving the data from 187 participants for further analysis. Consistent
with study 2, regression analyses revealed that religiosity significantly and posi-
tively predicted stability-seeking consumption behaviors including increased pur-
chasing (b = .13, SE = .03, p < .001, r2 = .11), perceived need for more toilet paper
(b = .28, SE = .04, p < .001, r2 = .18), and panic buying behavior (b = .32, SE = .04,
p < .001, r2 = .23). Results are reported without addition of the demographics from
study 2 for simplicity, but all findings remained significant with inclusion of
demographics.

Next, and importantly, ANOVA was used to test for differences in stability-seeking
consumption behaviors between conditions, after controlling for religiosity. Findings
revealed that the stability condition significantly decreased stability-seeking consump-
tion behaviors in comparison to the control condition for both increased purchasing
(Mstability = 4.76, SD = .74; Mcontrol = 4.98, SD = .79; F(1,184) = 4.03, p = .046, partial

Control Condition

Stability Condition

Fig. 2 Public service announcement stimuli (study 3)
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eta squared = .02) and perceived need for more toilet paper (Mstability = 2.26, SD = 1.22;
Mcontrol = 2.68, SD = 1.37; F(1,184) = 5.13, p = .025, partial eta squared = .03). While
there was not a significant difference between conditions for panic buying behavior
(p = .128, partial eta squared = .01), the same pattern of effects emerged with lower
panic buying in the stability condition (M = 2.14, SD = 1.23) in comparison to the
control condition (M = 2.43, SD = 1.39). Analyses were repeated excluding religiosity
as a control, and all effects remained significant.

5.3 Discussion

As expected, consumers with higher levels of religiosity continued to participate
in higher levels of stability-seeking consumption, thereby again supporting H2.
Notably, we also show that one way to mitigate this effect is through the use of
stability-based messaging that helps to decrease such stability-seeking consump-
tion behavior for all consumers, in comparison to the more standardly used social
distancing messaging, thereby supporting H4. However, it is worth noting that all
effect sizes were only small to medium (i.e., partial eta squared < .06 and r2 < .35;
Cohen 1992).

6 General discussion

Through three studies, this research provides an interesting perspective on the relation-
ship between religiosity and stability-seeking consumption behavior. In particular, we
show that religiosity’s positive influence on coping through stressful and uncertain
times (Bradley et al. 2020; Ellison and George 1994) does not transfer to situations of
great uncertainty where access to one’s religious social network is limited. In fact,
highly religious consumers are actually the most likely to express situational concern
and seek stability through purchasing and, as a result, are more likely to participate in
stability-seeking consumption behaviors in comparison to their less or non-religious
counterparts. We also find that priming awareness of reduction of in-person religious
gatherings increases stability-seeking consumption, while priming stability through
public service announcements decreases such behaviors.

6.1 Theoretical contributions

This research builds on the theory of subjective well-being homeostasis (Cummins
2016) and control theory (Mirowsky and Ross 1990) to show the importance of
religion in informing when stability-seeking consumption likely occurs. We also
focused our examination on stability-seeking consumption behavior in response to
times of great uncertainty, which is likely to be different from less uncertain
situations where religious consumers are still able to access their consistent routine
of religious service attendance and social support from their religious community.
Additionally, we build on the growing body of literature examining religion’s
influence on consumption (Minton and Kahle 2017; Sarofim and Cabano 2018) to
show that religion is critical to incorporate in understanding consumer responses
to times of great uncertainty.

145Marketing Letters (2021) 32:135–148



6.2 Practical implications

Our research identifies the important influence of religiosity in understanding con-
sumption behavior during times of great uncertainty. In particular, highly religious
consumers are the most likely to participate in stability-seeking consumption behaviors.
Our findings reveal that not being able to rely upon one’s religious community during
these times is a driving force behind such behaviors. As such, religious institutions
would be wise to provide explicit discussion on how feeling socially isolated may lead
to increased purchasing behavior. Such institutions should also extend beyond just
providing virtual religious services but also seek ways to establish virtual social
interaction and support on a consistent weekly basis to provide a sense of stability
for these consumers.

Marketers and policy makers also have a role to play in supporting religious and
non-religious consumers alike during times of great uncertainty. Religious consumers
need to feel a sense of consistency, stability, and social support. Alongside the public
service announcements from study 3, brands can also provide this through messaging
highlighting how they are remaining consistent and will continue to operate by the
same high standards as always. Brands may also seek out ways to provide face-to-face
interaction with consumers who have questions during this time, such as through virtual
video contact forms. Religious consumers can be targeted with such campaigns using
social media where targeting religious consumers is easier as consumers self-select into
religious groups.

6.3 Limitations and future research directions

Findings are limited to the use of one sample source and testing during one situation of
great uncertainty (the coronavirus pandemic). Additionally, effect sizes across all of our
studies are only small to medium (Cohen 1992), suggesting that other factors should be
considered in the future with more comprehensive stability-seeking consumption
models aimed to produce larger effect sizes. Future work should also extend this
research to field studies (as best as can be done during a pandemic where social
interaction is discouraged) and to other high uncertainty situations. More nuanced
methods for priming religion as well as other potential influencers to stability-seeking
consumption should be explored (e.g., conservativism, trust in science, uncertainty
avoidance).

The influence of religion on other types of stability-seeking consumption behavior,
such as increased gun sales during times of great uncertainty (Arnold 2020), should
also be explored. Other factors that may influence stability-seeking consumption
behavior that should be examined in future research include the following: a con-
sumer’s history with anxiety or depression; instability in other aspects of one’s life
(e.g., marital issues); a person’s need for cognitive closure (with those who need more
closure being more likely to engage in stability-seeking behavior); stability formation in
other areas of life (e.g., with morning regimented outdoor exercise plans); the religious
makeup of the community one lives in (with more religious communities likely leading
to community-level attitudes about the need for stability-seeking consumption); a
consumer’s prior stocking up behaviors (where stability-seeking consumption is likely
less if they are already stocked up on essentials); the degree to which other consumers
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are perceived to be engaging in stability-seeking consumption (with individuals being
more likely to stock up on products if they perceive that other consumers are doing so);
and differential influences of various personality traits (e.g., susceptibility to interper-
sonal influence, openness, conscientiousness, extroversion, agreeableness, and neurot-
icism). Additionally, this research was conducted in a Western context with predom-
inantly Christian and non-religious samples. Future research should study these effects
in other countries and with consumers from other religious groups.
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