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Abstract 
 

The Corona crisis hit Europe with great force and power, causing deaths, distress and anxiety on 
the old continent. The goal of this paper was to analyze if religiosity - the level of religious 
commitment could alleviate the negative psychological outcomes of this crisis. The method used was 
to analyze data from a large longitudinal panel in the Netherlands that provides highly detailed 
information about respondents.  Analysis showed that individuals with higher levels of religiosity 
had higher fear and distress levels and lower happiness levels compared to respondents with lower 
religiosity levels. So it appears that religion could do more harm that good regarding psychological 
wellbeing but that could be just one side of the coin.  
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1. Introduction 
 

What could make us feel better during the Corona crisis? The authorities were uncorrelated, the 
media sowed panic and distress, the hospitals were overcrowded and churches started closing down. 
This paper has the objective of analysing if religiosity - a key component of the complex religious 
construct can alleviate the negative psychological impact of the Corona crisis in the Netherlands. The 
first part of the paper discusses the different literature streams regarding religion and consumer 
behaviour concluding that religions influence on consumer behaviour is one of the most under 
researched topics in the marketing literature. Moving forward, the paper analyzes a topic that is on 
everyone's lips - the Corona crisis by using data from a large longitudinal panel and exploring the 
relationship between religiosity, happiness, fear and distress levels.  
 
2. Theoretical background 
 
     According to Oxtoby & Hussain (2010), religion can be defined as a ’’sense of power beyond the 
human, apprehended rationally as well as emotionally, appreciated corporately as well as 
individually, celebrated ritually and symbolically as well as discursively, transmitted as a tradition 
in conventionalized forms and formulations that offers people an interpretation of experience, a guide 
to conduct, and an orientation to meaning and purpose in the world.’’ Even though religion might 
appear to have lost its power and influence, still 84% of individuals worldwide identify with a 
religious group (The Global Religious Landscape, 2012) and the numbers are increasing each year. 
It is estimated that by 2050, the number of individuals unaffiliated with a religious group will drop 
from 16% in 2010 to 13% in 2050 (Lipka & Posts, 2015).  
     One important aspect of the religious construct is religiosity which is “the degree to which a 
person adheres to his or her religious values, beliefs, and practices, and uses them in daily life” 
(Worthington et al., 2003). According to McDaniel & Burnett (1990), religiosity has two dimensions: 
cognitive (intrapersonal) and behavioral (interpersonal). The intrapersonal dimension relates to an 
individual's belief in their religion while the interpersonal dimension relates to the level of practice 
of religion by individuals such as weekly church attendance, worship meetings and so on. The 
research conducted so far has clearly demonstrated the value of the religiosity construct as a 
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consumer behaviour predictor. It is related to aspects of consumer behaviour such as: lifestyle, retail 
patronage, shopping behaviour, attitudes towards advertising, purchase intentions of high 
involvement products and media usage  (Delener, 1990a, 1990b, 1994; Delener & Schiffman, 1988; 
Hirschman, 1981; LaBarbera, 1987; 1990; Mokhlis, 2006).  

One could assume that religion is a topic that has been over analyzed by the marketing research 
literature. But the exact opposite is true since most studies have dealt with the topic of segmentation, 
that divides the market based on religious affiliation or religious commitment - religiosity (E. A. 
Minton & Kahle, 2013). Classic examples of religion’s influence on consumer behaviour are the 
avoidance of advertising products that do not comply to jewish, muslim,  kosher and halal religious 
laws (Ahmad, K., Rustam, G. A., & Dent, M. M., 2011; Alserhan, 2010; Shafie & Othman, 2006). 
Other scholars dealt with the influence of religion on media preferences (Kahle & Valette-Florence, 
2012), store patronage (Mokhlis, 2006), shopping behaviour (Essoo & Dibb, 2004), ethics (Hunt & 
Vitell, 2006; Patwardhan et al., 2012) and sustainable consumption (E. Minton, 2013). Prominent 
researchers call the need for further analysis on religion’s influence on consumer behaviour. E. A. 
Minton et al. (2016) argue that the relationship between religion and consumption behavior is still 
severely under researched. Moreover, Mathras et al. (2016), argue that studies on the effects of 
religion on consumer psychology and behavior are scattered and have yet to be systematized, and 
much more remains to be analyzed.  

In December 2019 strange pneumonia cases appeared in the Wuhan Province in China. After 
investigation, it swiftly became known to the whole world that a new strain of Coronavirus is 
affecting the global health. The rapid proliferation of the disease has created a massive economic 
crisis alongside the health crisis. But the Corona crisis has also another powerful impact on the 
individual and on society, the psychological one. Rossi et al. (2020) discovered a high rate of negative 
mental health outcomes three weeks into the first Covid 19 lockdown in Italy. These include: post 
traumatic stress disorder, depression, anxiety, insomnia, high perceived stress and adjustment 
disorder. Salari et al. (2020) conducted a meta analysis into the scientific articles that researched 
mental outcomes from the Corona crisis. They discovered the prevalence of stress, anxiety and 
depression. Taking all this into consideration, the current research has the goal of analysing if  
religion can alleviate some of the negative psychological outcomes caused by the Corona crisis. 
   
3. Research methodology 
 
Research questions      
     In order to analyse the relationships between religiosity, happiness, distress and fear levels, the 
following research questions were created: 
Rq 1. Is there a difference regarding happiness levels between individuals with different church 
attendance frequency? 
Rq 2. Is there a difference regarding distress levels between individuals with different church 
attendance frequency? 
Rq 3. Is there a difference regarding fear levels between individuals with different church attendance 
frequency? 
Rq 4. Is there a difference regarding happiness levels between individuals with different prayer 
frequency? 
Rq 5. Is there a difference regarding distress levels between individuals with different prayer 
frequency? 
Rq 6. Is there a difference regarding fear levels between individuals with different prayer frequency? 
 
Participants 
    This paper makes use of data provided by LISS Panel Data Archive (Longitudinal Internet Studies 
for the Social sciences), a panel administered by CentERdata (Tilburg University, The Netherlands). 
The LISS panel is a representative sample of Dutch individuals who participate in monthly internet 
surveys. The panel is based on a true probability sample of households drawn from the population 
register. Households that could not otherwise participate are provided with a computer and Internet 
connection. A longitudinal survey is fielded in the panel every year, covering a large variety of 
domains including work, education, income, housing, time use, political views, values and 
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personality. The author did not have access to any identifying information about the participants as 
the data were anonymized and de-identified prior to author access. 
    For this current paper, the twelfth wave (most recent) of the LISS data panel was used. The data 
was collected from the religion and ethnicity part of the study and also from the personality studies. 
The data for the religious and ethnicity were collected  between 05-08-2019 and 24-09-2019 and the 
data for the personality studies were collected between 04-05-2020 and 30-06-2020, corresponding 
with the first wave of the Corona outbreak in Europe. The number of respondents was 4.426. 
 
Measures 
    Respondents answered questions pertaining to their religion, which are part of the religion and 
ethnicity core studies from the LISS panel. Regarding religiosity, the respondents were asked two 
questions: a. ’’Aside from special occasions such as weddings and funerals, how often do you attend 
religious gatherings nowadays?’’ (1 = "every day", 2 = "more than once a week", 3 = "once a week", 
4 = "at least once a month", 5 = "once or a few times a year", 6 = "never") and b. ’’Aside from when 
you attend religious gatherings, how often do you pray? ’’ (1 = "every day", 2 = "more than once a 
week", 3 = "once a week", 4 = "at least once a month", 5 = "once or a few times a year", 6 = "never"). 
These were the independent variables of the research. The dependent variables used were happiness, 
distress and fear levels with the following questions:’’On the whole, how happy would you say you 
are?’’ (ten point Likert type scale), ’’Indicate to what extent you feel, right now, that is, at the present 
moment distressed?’’(seven point Likert type scale) and ’’Indicate to what extent you feel, right now, 
that is, at the present moment scared?’’(seven point Likert type scale).  

 
Procedures 
    For analysing the relationship between religiosity, happiness, distress and fear levels SPSS 
(Statistical Package for Social Sciences) version 19 was used on a Windows computer using 
Windows 10, 64 bits operating system. Regarding the statistical treatments applied, the author used 
the multivariate analysis of variance (MANOVA) in order to compare the different religious groups 
on a number of different, but related, dependent variables. 

 
4. Findings 
 

Table no. 1 presents the main results of the statistical analysis performed. 
 

Table no. 1. Research results 

Research question Results Details 

Rq 1. Is there a difference 
regarding happiness levels 
between individuals with different 
church attendance frequency? 

No A one-way between-groups multivariate analysis of 
variance was performed to investigate differences in 
psychological wellbeing between respondents with 
different church attendance frequency. Three dependent 
variables were used: happiness levels, distress levels and 
fear levels. The independent variable was church 
attendance frequency. There was a statistically 
significant difference between respondents with different 
church attendance frequency on the combined dependent 
variables, F (15, 12196) = 4.991, p = .000; Wilks’ 
Lambda = .983; partial eta squared = .006. When the 
results for the dependent variables were considered 
separately, the only difference to reach statistical 
significance, using a Bonferroni adjusted alpha level of 
.017, was ’’fear levels’’, F (5, 4420) = 8.503, p = .000, 
partial eta squared =.010. An inspection of the mean 
scores indicated that respondents who frequent church 
gatherings frequently feel more scared than respondents 
who attend church less frequently or not at all. 

Rq 2. Is there a difference 
regarding distress levels between 
individuals with different church 
attendance frequency? 

No 

Rq 3. Is there a difference 
regarding fear levels between 
individuals with different church 
attendance frequency? 

Yes 
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Rq 4. Is there a difference 
regarding happiness levels 
between individuals with different 
prayer frequency? 

Yes      A one-way between-groups multivariate analysis of 
variance was performed to investigate differences in 
psychological wellbeing between respondents with 
different prayer frequency. Three dependent variables 
were used: happiness levels, distress levels and fear 
levels. The independent variable was prayer frequency.  
There was a statistically significant difference between  
respondents with different prayer frequency on the 
combined dependent variables, F (15, 12168) = 4.289, p 
= .000; Wilks’ Lambda = .986; partial eta squared = .006. 
When the results for the dependent variables were 
considered separately, all the three dependent variables 
reached statistical significance using a Bonferroni 
adjusted alpha level of .017. 

Rq 5. Is there a difference 
regarding distress levels between 
individuals with different prayer 
frequency? 

Yes 

Rq 6. Is there a difference 
regarding fear levels between 
individuals with different prayer 
frequency? 

Yes 

 
Source: SPSS output  

 
5. Conclusions 
 
     This paper has analyzed the relationship between religiosity and certain psychological aspects 
such as happiness, distress and fear levels. The underlying idea was that respondents who are very 
religious would experience lower levels of distress and fear and higher levels of happiness because 
religion would act as a protective buffer against negative feelings. When it came to church 
attendance, surprisingly the only significant difference was obtained regarding distress levels as the 
results showed that people who attend religious gatherings more frequently experience higher distress 
levels than respondents who attend religious gatherings less often on not at all. The results are 
surprising to say the least and are in contrast with other findings that portrayed religiosity as a coping 
mechanism in periods of uncertainty. Moving on to prayer frequency, another powerful construct of 
religiosity, we observe similar results. More exactly, people who pray more often experience higher 
levels of fear and distress compared to respondents who pray less frequently or not at all. Again, the 
results are in contrast with other findings.  
     So it appears that religiosity could be increasing people’s anxiety and fear levels. But why is that? 
One answer could be that people who pray and attend church more often put forth in their prayers 
and church gatherings their feelings and anxieties, thus making them more salient. Thereby they 
could exhibit higher levels of these feelings. But on the other hand, they could also feel more at peace 
knowing that their God is in control. Exploring these relationships in more depth could be an avenue 
for further research. One of the important implications of the current research is that it contributed to 
the underresarched area of religion and consumer behaviour by analyzing large data sets from one of 
the largest longitudinal panels in Europe. Even though more variables and more detailed analysis 
could have been undertaken the results are intriguing and relevant for the current times. 
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