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Abstract: This study examines the intricate relationship between consumer behavior
during economic recessions and subsequent shifts in political attitudes. Using quantitative
and qualitative study, we analyzed data from 1,000 participants across diverse demographic
groups during the 2008 and 2020 economic downturns. Our findings reveal significant
correlations between changes in consumer spending patterns, psychological factors such
as risk aversion and economic anxiety, and evolving political ideologies. The results
suggest that economic hardships lead to increased conservative fiscal attitudes and a
preference for protectionist policies. This research contributes to our understanding of the
complex interplay between economic conditions, consumer psychology, and political
landscape, offering insights for policymakers, marketers, and social scientists.
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1. INTRODUCTION

Economic recessions are periods of significant downturn in economic activity, characterized
by declining GDP, rising unemployment, and reduced consumer spending. These challenging
times not only affect the financial well-being of individuals but also have profound
psychological impacts that can shape consumer behavior and political attitudes.
Understanding these relationships is crucial for policymakers, businesses, and researchers
alike.

2. RELATED WORKS

The interplay between economic conditions, consumer behavior, and political attitudes has
been a subject of increasing interest in recent years, particularly in light of global events such

Copyright The Author(s) 2024.This is an Open Access Article distributed under the CC BY
license. (http://creativecommons.org/licenses/by/4.0/) 37



http://journal.hmjournals.com/index.php/JPPS
https://doi.org/10.55529/jpps.44.37.44
http://creativecommons.org/licenses/by/4.0/
mailto:srameshmed@gmail.com

Journal of Psychology and Political Science

ISSN: 2799-1024 ‘ pr—
Vol: 04, No. 04, June-July 2024 PPS
http://journal.hmjournals.com/index.php/JPPS ~ ,‘J

DOI: https://doi.org/10.55529/jpps.44.37.44

as the COVID-19 pandemic and ongoing economic uncertainties. This literature review
examines recent scholarly work that provides context and insights relevant to understanding
the psychology of consumer behavior during economic recessions and its impact on political
attitudes.

Economic Uncertainty and Consumer Behavior:

Binder and Kamdar (2022) offer a historical perspective on inflation expectations, which is
crucial for understanding consumer behavior during economic downturns. Their analysis of
expected and realized inflation provides insights into how consumers form economic
expectations, which in turn influence spending and saving decisions. This work is particularly
relevant to our study, as it helps explain the psychological mechanisms behind consumer
responses to economic uncertainty.

Gomes et al. (2021) provide a comprehensive overview of household finance, which is
directly applicable to understanding consumer behavior during recessions. Their work
explores how households make financial decisions, including savings, borrowing, and
investment choices. This research is valuable for our study as it elucidates the financial
strategies employed by consumers during economic hardships, which can have significant
implications for both economic recovery and political attitudes.

The Impact of Economic Crises on Consumer Psychology:

PUSSETTI (2023) examines aesthetic responses to pandemic angst, offering insights into
how consumers adapt their lifestyles and consumption patterns in response to crises. This
research is particularly relevant to our study as it explores the psychological dimensions of
consumer behavior during times of widespread anxiety and economic uncertainty.

Isabelle et al. (2022) utilize machine learning techniques to analyze the impacts of the
COVID-19 pandemic on small business owners. While focused on business owners, this
study provides valuable insights into how economic shocks affect decision-making and
attitudes, which can be extrapolated to consumer behavior more broadly.

Economic Conditions and Political Attitudes:

Cross (2024) explores the concept of free time and its cultural significance. While not
directly focused on economic recessions, this work provides context for understanding how
changes in economic conditions might affect people's perception of leisure and work,
potentially influencing their political attitudes.

The study by Freundlich et al. (2023) on the Mondragon Corporation offers an interesting
perspective on alternative economic models and employee ownership. This research is
relevant to our study as it provides insights into how different economic structures might
influence both consumer behavior and political attitudes, especially during times of economic
stress.

Social Justice and Economic Inequality:

Banyard and Hamby (2022) discuss the use of a social justice lens for prevention, which is
pertinent to understanding how economic recessions might disproportionately affect different
segments of society. This perspective is crucial for our study as it helps explain how
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economic hardships can shape political attitudes, particularly regarding issues of inequality
and social justice.

Martin (2021) examines automation-induced inequality in the context of the Fourth Industrial
Revolution. This work is highly relevant to our study as it explores how technological
changes interact with economic conditions to create social and economic disparities, which in
turn can influence both consumer behavior and political attitudes.

Global Perspectives and Environmental Considerations:

Thomas-Walters et al. (2023) investigate market drivers behind reduced demand for ivory
products in Japan. While not directly related to economic recessions, this study offers insights
into how changing economic conditions and cultural factors can influence consumer behavior
on a global scale.

Anagnostou et al. (2021) explore the connections between poverty, pandemics, and wildlife
crime. This research provides a broader perspective on how economic hardships can lead to
unexpected consequences, potentially influencing both consumer behavior and political
attitudes towards environmental and economic policies.

This literature review reveals a complex web of interactions between economic conditions,
consumer psychology, and political attitudes. The reviewed studies highlight the multifaceted
nature of consumer responses to economic uncertainty, ranging from changes in spending
habits to shifts in lifestyle preferences. Moreover, they underscore the potential for economic
hardships to shape political views, particularly concerning issues of inequality, social justice,
and economic policy.

The literature suggests that economic recessions not only affect immediate consumer
behavior but also have the potential to create lasting changes in attitudes and perceptions.
This understanding is crucial for interpreting the relationship between consumer behavior
during recessions and subsequent shifts in political attitudes.

Future research could benefit from integrating these diverse perspectives to develop a more
comprehensive model of how economic conditions influence both consumer behavior and
political landscape. Such an approach would be valuable for policymakers, businesses, and
researchers seeking to understand and address the complex challenges posed by economic
recessions.

This study aims to bridge the gap between consumer psychology and political science by
examining how changes in consumer behavior during recessions correlate with shifts in
political attitudes. We posit that the psychological stress and economic uncertainty
experienced during recessions not only alter spending habits but also shape individuals' views
on economic policies, government intervention, and political ideologies.

Our Research Addresses the Following Key Questions:

1. How do consumer spending patterns change during economic recessions?

2. What psychological factors mediate the relationship between economic hardship and
consumer behavior?

3. To what extent do changes in consumer behavior during recessions correlate with shifts in
political attitudes?

Copyright The Author(s) 2024.This is an Open Access Article distributed under the CC BY
license. (http://creativecommons.org/licenses/by/4.0/) 39



http://journal.hmjournals.com/index.php/JPPS
https://doi.org/10.55529/jpps.44.37.44
http://creativecommons.org/licenses/by/4.0/

Journal of Psychology and Political Science

ISSN: 2799-1024 ‘ pr—
Vol: 04, No. 04, June-July 2024 PPS
http://journal.hmjournals.com/index.php/JPPS ~ ,‘J

DOI: https://doi.org/10.55529/jpps.44.37.44

4. Are there demographic differences in the way economic recessions influence consumer
behavior and political attitudes?

By exploring these questions, we aim to contribute to the growing body of literature on the
intersection of economics, psychology, and political science, offering valuable insights for
understanding societal responses to economic crises.

3. METHODOLOGY

This study employed a quantitative and qualitative study, combining quantitative surveys
with qualitative interviews to provide a comprehensive understanding of the research
questions.

Participants

A total of 1,000 participants were recruited for the quantitative portion of the study,
representing a diverse cross-section of the population in terms of age, gender, income levels,
and geographic locations. For the qualitative component, 50 participants were selected from
the larger sample for in-depth interviews.

Data Collection

1. Quantitative Surveys:

e Conducted online surveys during and after the 2008 and 2020 economic recessions

e Measured consumer spending habits, psychological factors (e.g., risk aversion, economic
anxiety), and political attitudes

e Used validated scales such as the Economic Hardship Questionnaire (EHQ) and the
Political Ideology Scale (PIS)

2. Qualitative Interviews:

e Conducted semi-structured interviews to gain deeper insights into participants'
experiences and thought processes

e Explored personal narratives of how the recession affected spending habits and political
views

Data Analysis:

Quantitative data were analyzed using SPSS software, employing descriptive statistics,
correlation analyses, and multiple regression models. Qualitative data were coded and
analyzed thematically using NVivo software.

Hypotheses:

H1: Economic recessions lead to significant changes in consumer spending patterns,
characterized by increased frugality and risk aversion.

H2: Higher levels of economic anxiety during recessions correlate with more conservative
fiscal attitudes.
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H3: Changes in consumer behavior during recessions positively correlate with support for
protectionist economic policies.

H4: The impact of economic recessions on political attitudes is moderated by demographic
factors such as age, income, and education level.

4. RESULTS AND DISCUSSION

Table 1: Changes in Consumer Behavior During Recessions

Behavior Pre-Recession During Recession Change (%)
Discretionary Spending 35% 18% -48.6%
Bulk Purchasing 40% 65% +62.5%
Use of Coupons/Discounts 45% 78% +73.3%
Brand Loyalty 60% 35% -41.7%
Delayed Major Purchases 25% | 70% +180%

Table 1 supports Hypothesis 1, showing significant changes in consumer behavior during
recessions. Notably, discretionary spending decreased by 48.6%, while behaviors associated
with frugality, such as bulk purchasing and coupon usage, increased substantially.

Table 2: Correlation between Economic Anxiety and Fiscal Conservatism

Economic Anxiety Level

Fiscal Conservatism Score

Correlation Coefficient

Low (1-3) 3.2 0.21
Medium (4-7) 5.7 0.48
High (8-10) 7.9 0.72

Table 2 supports Hypothesis 2, demonstrating a strong positive correlation between economic
anxiety levels and fiscal conservatism scores. As economic anxiety increased, participants
showed a marked shift towards more conservative fiscal attitudes.

Table 3: Relationship between Consumer Behavior Changes and Support for Protectionist
Policies

Consumer Behavior Change Support for Protectionism (1-10 scale)
Minimal Change (-10% to +10%) 4.2
Moderate Change (+11% to +30%) 6.5

Significant Change (>+30%) 8.1

Table 3 supports Hypothesis 3, indicating that more substantial changes in consumer
behavior during recessions correlate with increased support for protectionist economic
policies.

Table 4. Moderation Effects of Demographic Factors on Political Attitude Shifts

Demographic Factor Moderation Strength p-value
Age 0.35 <0.001
Income 0.42 <0.001
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Education Level \ 0.28 \ <0.05

Table 4 supports Hypothesis 4, showing that demographic factors significantly moderate the
impact of economic recessions on political attitudes, with income having the strongest
moderation effect.

Discussion:

Our results provide compelling evidence for the profound impact of economic recessions on
both consumer behavior and political attitudes. The significant changes in spending patterns
observed during recessions (Table 1) reflect a psychological shift towards risk aversion and
financial conservatism. This aligns with previous research by Flatters and Willmott (2009),
who noted increased frugality and a focus on simplicity during economic downturns.

The strong correlation between economic anxiety and fiscal conservatism (Table 2) suggests
that the psychological stress of recessions may lead individuals to favor more conservative
economic policies. This finding supports the work of Kam and Nam (2008), who argued that
economic threat can shift political preferences towards the right.

The relationship between changes in consumer behavior and support for protectionist policies
(Table 3) is particularly noteworthy. As individuals experience more significant alterations in
their spending habits, they appear more likely to favor policies that protect domestic
industries. This could be interpreted as a desire for economic stability and job security in
uncertain times, consistent with the findings of Mansfield and Mutz (2009) on the
determinants of trade preferences.

The moderation effects of demographic factors (Table 4) highlight the complex nature of how
economic recessions influence political attitudes. Income emerged as the strongest moderator,
suggesting that the financial impact of recessions may be a key driver of political attitude
shifts. This nuanced understanding is crucial for policymakers and political strategists in
addressing the diverse needs and concerns of different population segments during economic
crises.

Qualitative insights from our interviews provided additional context to these findings. Many
participants expressed a sense of vulnerability during recessions, leading them to prioritize
financial security over other considerations. As one respondent noted, "When you're worried
about keeping your job and paying the bills, you start to see politics through a different lens.
You want leaders who understand economic hardship and have concrete plans to fix it."
These results collectively paint a picture of how economic recessions can reshape the
political landscape through their impact on consumer psychology and behavior. The shift
towards more conservative fiscal attitudes and protectionist views among those most affected
by recessions could have significant implications for election outcomes and policy
preferences in the years following economic downturns.

5. CONCLUSION
This study provides valuable insights into the complex relationship between consumer

behavior during economic recessions and subsequent shifts in political attitudes. Our findings
demonstrate that the psychological impacts of economic hardship, manifested through
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changes in consumer behavior, correlate strongly with evolving political ideologies,
particularly in the realms of fiscal policy and economic protectionism.

The research highlights the importance of considering economic conditions and consumer
psychology in understanding political trends. Policymakers and political leaders should be
aware of how economic recessions can shape public opinion and policy preferences,
potentially influencing electoral outcomes and the political landscape for years after the
immediate crisis has passed.

For businesses and marketers, our findings underscore the need for adaptive strategies during
economic downturns, recognizing that changes in consumer behavior may persist and align
with broader shifts in political and economic outlooks.

Future research could explore the long-term stability of these attitude shifts, investigate
potential interventions to mitigate extreme political polarization during economic crises, and
examine cross-cultural differences in these relationships.

This study contributes to our understanding of the intricate connections between economic
conditions, consumer psychology, and political attitudes. By illuminating these relationships,
we provide a foundation for more informed decision-making in policy, business, and social
science research in the context of economic volatility.
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