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Abstract. This paper delves deeply into the complex relationship between geo-
political risks and consumer behavior against the backdrop of deepening global-
ization. Geopolitical risks occur frequently, and their impacts on the international
order and consumer decision - making are becoming increasingly evident.
Emerging social media has become a new driving force for geopolitical changes
and influences consumer behavior. Geopolitical events of different "severities"
such as wars, diplomatic disputes, and sanctions have diverse effects on consum-
ers. Consumer heterogeneity caused by social and cultural backgrounds and per-
sonal factors leads to a variety of consumer responses. Theories such as social
identity explain the mechanisms of these impacts. Therefore, differential market-
ing strategies are proposed for multinational groups, small and medium - sized
enterprises, and domestic enterprises to help enterprises adapt to the changes.
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1 Introduction: Historical Evolution and Current Situation of
the Geopolitical Situation Worldwide

In the era of deepening globalization, geopolitical risks are on the rise. The United
States dominated the global political and economic stage twenty years ago. Emerging
countries rose rapidly ten years ago, and the global power balance began to change
significantly. The influence of emerging economies in international affairs is constantly
increasing, and the international pattern is being reconstructed at an accelerating pace.
In 2025, global geopolitical tensions have further increased, with nearly a quarter of
respondents seeing armed conflicts as the top risk [1]. Compared with the past, a re-
markable difference is that emerging social media has risen strongly and deeply inter-
vened, reshaping the dissemination path of geopolitical information, the formation
mechanism of public cognition, and the interaction mode of international relations. As
Chinese enterprises "go global," geopolitical risks impact their overseas interests. Stud-
ying the relationship between geopolitics and consumer behavior is crucial for enter-
prises to adapt to market changes, adjust marketing strategies, and enhance brand im-

ages.
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2 Emerging social media: A New Engine Driving Geopolitical
Changes

Emerging media provides consumers with a large amount of geopolitical information,
influencing consumers' cognition and attitudes, and thus changing their purchasing de-
cisions. It can also trigger public opinion and group effects, prompting consumers to
form consistent attitudes and behaviors towards specific brands or products. The fol-
lowing will analyze the impact of the dissemination of geopolitical information by
emerging media on consumers.

2.1 Impact on Consumers' Attitudes and Purchase Intentions

In terms of information dissemination and cognitive change, emerging media such as
Weibo and other social media have the characteristics of rapid and extensive infor-
mation dissemination. In events such as the "Xinjiang Cotton Incident,”" the "ERKE
Donation Incident," and the Russia-Ukraine War, the hot topics and discussions on
Weibo and the relevant content on social media enable consumers to quickly understand
the events (Han, 2024) [2]. Research shows that there is a significant positive correla-
tion between social media use and the fear of the Russia-Ukraine War, that is, the more
consumers use social media, the higher their fear of the war, and this fear further affects
their attitudes and purchase intentions towards related products (Obada et al., 2024) [3].

2.2 Differences in the Impact on Different Consumers

After geopolitical events occur, emerging media provides consumers with a social in-
teraction platform. Different consumer groups have different reactions to information.
For example, the Generation Z, who grew up in an environment of the Internet and
social media, has unique characteristics in information acquisition, social interaction,
and consumption concepts. The social function of digital media enables Generation Z
tourists to obtain information about boycott or support for purchase campaigns related
to tourism through online social networks and participate in relevant discussions. Re-
search points out that the social environment of social media is highly connected to
political participation, promoting the dissemination of information and the formation
of collective actions, making consumers more likely to participate in political consump-
tion behavior (Seyfi, 2023) [4].

2.3 Theoretical Mechanism of Influencing Consumer Behavior

Emerging media will likely trigger public opinion and form group effects that influence
consumer behavior. Public opinion on Weibo guides consumers to support domestic
products and boycott relevant foreign brands. Consumers will adjust their behavior un-
der consumer ethnocentrism (Fazli-Salehi, 2021) [5]. When seeing many netizens' re-
marks and actions supporting domestic products, consumers who were originally on the
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fence about domestic products may be influenced and join the ranks of supporting do-
mestic products, increasing their purchases of domestic brands.

This article will conduct in-depth and detailed discussions based on the above back-
ground. Firstly, it will analyze the differential impacts on various enterprises and brands
in detail for different geopolitical states and sort out the influencing mechanisms and
changing rules. Secondly, from the perspective of consumer heterogeneity, it will ac-
curately distinguish the reactions of various consumer groups when facing geopolitical
events and use psychological theories to deeply explain the psychological motivations
and decision-making processes behind these political consumption behaviors. Finally,
closely combined with the widespread popularization of new social media in this era,
it will tailor corresponding marketing strategies for different types of enterprises to help
enterprises seize opportunities and deal with challenges in the complex geopolitical
environment.

3 Consumers' Attitudes under the Influence of Different
Geopolitical Situations

The following are some examples of how geopolitical situations influence consumers'
behavior to varying degrees. This can help us gain a deeper understanding of the dif-
ferent impacts of geopolitical events on the economy, society, and consumer behavior.

3.1 War - High Severity Event

Wars, such as the Russia-Ukraine conflict, profoundly impact consumers. Some studies
have simulated the changes in regional GDP under different circumstances after the
intensification of the Russia-Ukraine conflict: as the scope of sanctions against Russia
expands, the obstacles in the global energy supply chain become more prominent, and
the global economic losses caused by the Russia-Ukraine War keep increasing (Cui,
Lianbiao, et al., 2023) [6].

3.2  Diplomatic Disputes - Medium Severity Event

Diplomatic disputes, like the Diaoyu Islands Incident, have led consumers to prefer
domestic products and boycott foreign brands. According to statistics from the China
Association of Automobile Manufacturers, during this period, the sales volume of Jap-
anese cars in China declined, while the sales volumes of European and American brands
increased. This illustrates how geopolitical events at the diplomatic level can reshape
international trade through consumers' choices.

3.3  Sanctions - Low Severity Event

Consumers' behavior will be affected locally during local sanctions, such as the China-
US trade friction. Huawei's being sanctioned has inspired Chinese consumers' enthusi-
asm to support domestic products, and as a result, Huawei's market share in China has
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increased [7]. According to the data from the market research institution Counterpoint,
in the fourth quarter of 2024, Huawei ranked first in terms of market share [8].

4 Differences in Consumers' Reactions to Geopolitical Events
Due to Consumer Heterogeneity

The previous text analyzed the direct impact of geopolitical events on consumers' be-
havior. However, consumers are not homogeneous, and their responses vary signifi-
cantly due to social, cultural, and individual factors. Exploring these differences helps
to understand the complexity of the impact of geopolitics on consumers' behavior and
provides support for enterprises to formulate marketing strategies. The following text
will conduct an in - depth analysis from the perspective of consumer heterogeneity.

4.1 From the Social Level: Differences Based on Social Culture and Economic
Development Level

Under different social and cultural backgrounds, geopolitical sensitivity varies between
collectivist and individualist cultural groups. In the United States, a typical individualist
culture, consumers focus on closely connecting personal characteristics with brands,
highlighting the uniqueness and individuality of brands. In contrast, China, with an in-
tense collectivist cultural atmosphere, sees consumers more inclined to associate rela-
tional characteristics with strong brands, emphasizing the social responsibility and col-
lective value of brands (Li, Chenchen et al., 2019) [9]. In countries dominated by col-
lectivist culture, geopolitical events are likely to trigger group emotional fluctuations,
prompting consumers to form a “behavioral resonance” of boycotting foreign goods.
For example, during the China-South Korea “THAAD Incident,” in March 2017, the
topic related to “THAAD” on Weibo quickly became popular, with 8 million views and
8,666 discussion posts. Protests were carried out nationwide, and numerous protesters
demonstrated outside the local Lotte store (Liao & Grace, 2023) [10].

Consumers in regions with different economic development levels also behave dif-
ferently in geopolitical events. Consumers in economically developed areas have high
incomes, mature and diverse consumption concepts, attach importance to product qual-
ity, brand value, and personalized services, and are insensitive to prices. When geopol-
itics triggers market fluctuations, they are more willing to express their positions
through political consumption. Research shows a significant positive correlation be-
tween economic development level and political consumption behavior (Zhang X,
2015) [11]. Political consumption behavior is more common in countries with high per
capita GDP, such as Sweden, Australia, and Switzerland. High income provides an eco-
nomic foundation for such behavior. Moreover, in developed regions, the political sys-
tem is stable, citizens enjoy a high degree of freedom, and the globalized consumption
environment makes consumers more concerned about global issues, leading them to
consider broader social impacts when consuming.
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4.2  From the Individual Level: Differences Based on Age and Political
Orientation

Age significantly affects consumers' reactions and behaviors when facing geopolitical
events. Young consumers are highly receptive to new things, pay close attention to
international affairs, have strong nationalist sentiments and social responsibility, often
express their values and political attitudes through consumption, and use social media
to expand their influence. In contrast, older consumers are more restricted by traditional
consumption habits, make conservative consumption decisions, and focus on the prac-
ticality and stability of products. Research shows that in eight countries, including Ger-
many, the young group aged 15-34 has a higher tendency towards political consumption
(Ferrer-Fons & Fraile, 2013) [12]. Consumers aged 30 - 64 are more likely to boycott
or support certain goods, while those aged 65 and above show no apparent tendency
(Vazquez & Vicente Cuervo, 2024) [13].

Political orientation also influences consumers' behavior. Consumers with a strong
nationalist tendency show strong patriotic feelings during geopolitical conflicts, ac-
tively support domestic products, and boycott products from enemy countries. Con-
sumers with a neutral political stance pay less attention to geopolitical events, focus on
product quality and cost-effectiveness when purchasing, and consider multiple factors
rather than just political stance. Researchers conducted a joint survey in the United
States and India. They found that consumers are 2% - 6% less likely to choose goods
from "hostile" countries than those from "neutral" or "friendly" countries (DiGiuseppe
M, Barry C M, 2022) [14]. A YouGov survey shows that in 17 international markets,
70% of consumers will boycott a brand due to improper behavior of the brand or its
leader [15].

With a specific economic foundation, young consumers have easier access to emerg-
ing media and are more inclined to express their political stances through consumption
behavior. Consumers with a strong nationalist tendency will boycott the brands of hos-
tile countries. Consumers with a collectivist cultural background are more likely to
form group boycott behaviors. Some psychological theories will be used to analyze the
possible reasons for these behaviors and provide suggestions.

5 The Deep Influence of Geopolitics on Consumer Behavior
from a Theoretical Perspective

By analyzing consumers with different ages, political orientations, social and cultural
backgrounds, and economic development levels, we can see the specific manifestations
of consumer heterogeneity in geopolitical events. Behind these differences, there are
deep psychological and social factors at play. With the help of psychology, we can gain
insights into the motivations behind consumers' behavior, clarify the formation process
of consumers' decisions, and thus provide more in-depth and forward-looking sugges-
tions for enterprises and policymakers.
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5.1  Social Identity Theory

Social identity theory indicates consumers tend to express and strengthen their social
identities through purchasing behavior. When geopolitical events impact group identi-
ties (such as national identity), consumers may be more inclined to support domestic
brands or boycott brands of other countries. This theory reveals that consumers' pur-
chasing decisions are not only based on the products' attributes but also closely related
to their perception of their social roles. In a complex geopolitical environment, brands
have become an essential medium for consumers to express their group belonging and
values.

Taking the relationship between South Korea and Japan as an example, in 2019,
political disputes arose between South Korea and Japan due to historical issues and
trade frictions, and the national emotions of the South Korean people were aroused.
South Korean consumers integrated their support for the country and their dissatisfac-
tion with Japan into their consumption behavior. By refusing to buy Japanese goods,
they expressed their support for their country's position and their protest against Japan's
related behaviors. According to a survey conducted by the South Korean public opinion
polling agency "Real Meter" in July 2019, among 504 adult respondents nationwide,
on July 24, 62.8% of the respondents said they were participating in the boycott of
Japanese goods. The proportion of participation in the boycott was rising rapidly (the
survey results on July 10 and 17 were 48% and 54.6%, respectively) [16]. This phe-
nomenon fully reflects the core view of social identity theory. When geopolitical events
touch consumers' social identity, they often strengthen their group belonging and values
by supporting domestic brands or boycotting brands of other countries. Understanding
this theory helps enterprises accurately position their brands in the international market
and cater to consumers' social identity needs.

5.2  Emotion-Driven Behavior Theory

The emotion-driven behavior theory posits that geopolitical events will likely trigger
intense emotions among consumers, such as anger, pride, and fear, directly influencing
their consumption decisions. Geopolitical and diplomatic disputes are highly stimulat-
ing and can quickly arouse public emotional resonance, causing consumers' behavior
to deviate from the rational choice model.

After the outbreak of the Russia - Ukraine conflict in 2022, the orientation of West-
ern media led Western consumers to develop negative emotions towards Russia. Anger
prompted them to boycott Russian brands. German supermarkets removed Russian
products from their shelves, the Fédération Internationale Féline (FIFE) banned cats
bred in Russia from participating in competitions, energy giants Shell and BP withdrew
their investments or sold relevant shares, the French oil and gas group Total stopped
funding new projects in Russia, the Society for Worldwide Interbank Financial Tele-
communication (SWIFT) expelled seven Russian banks from its system, and VISA and
MasterCard blocked many Russian financial institutions. These actions fully demon-
strate the impact of emotions on consumption decisions and international trade. The
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phenomenon of boycotting Japanese goods triggered by the Diaoyu Islands dispute be-
tween China and Japan in 2012 is also a powerful example of this theory. According to
an online questionnaire survey released by the Japanese Kyodo News Agency on Jan-
uary 5, 2013, 66% of Chinese people said they would not buy Japanese products due to
the Diaoyu Islands dispute, 95% believed that anti-Japanese sentiment in China was
high, and 67% said they did not want to travel to Japan because of the Diaoyu Island
dispute [17]. This emotion-driven consumption behavior significantly affected the sales
of Japanese brands in the Chinese market.

This theory reveals the direct effect of emotions triggered by geopolitical events on
consumers' decisions. When facing geopolitical risks, enterprises need to pay close at-
tention to changes in consumers' emotions and adjust their market strategies in a timely
manner.

5.3 Consumer Ethnocentrism

Consumer ethnocentrism refers to the tendency of consumers to prefer domestic prod-
ucts over foreign products, and geopolitical events often strengthen this tendency. In
the context of increasingly complex international relations today, geopolitical conflicts
have become an important factor stimulating consumers' ethnocentric emotions and
profoundly affecting their brand choices and purchasing behaviors.

Research shows that boycott behavior significantly impacts consumer goods, espe-
cially goods with high brand awareness, such as Japanese cars. Relevant data shows
that during the boycott of Japanese goods in China in 2012, the movement to boycott
Japanese goods spread in China, Japanese cars were smashed during anti-Japanese pa-
rades, and Japan's exports to China declined to a certain extent in the short term. Con-
sumers associated their emotions towards the Diaoyu Islands issue with their attitudes
towards Japanese brands, believing that supporting domestic products is a manifesta-
tion of safeguarding national interests and national dignity, thus reducing their pur-
chases of Japanese brands. Heilmann's (2016) research further shows that ethnocen-
trism plays an important role in consumers' brand choices under the influence of geo-
political events [18].

The social identity theory emphasizes that consumers strengthen their group identity
through purchasing behavior, the emotion-driven behavior theory focuses on the direct
impact of emotions on consumption decisions, and consumer ethnocentrism highlights
the influence of national identity on consumers' brand choices. These theories are in-
terrelated and have their own emphases, jointly influencing consumers' purchasing de-
cisions.

6 Differential Marketing Strategies for Enterprises under
Geopolitics: Coping Strategies Based on Consumer and
Enterprise Stratification

The development of emerging social media provides a new path and perspective for
enterprises to deal with the impact of geopolitics. Whether it is a multinational group
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with a global business scope, a small and medium-sized enterprise with relatively lim-
ited resources, or a domestic enterprise rooted in the local area with unique advantages,
these enterprises of different scales and natures have different strategic needs in dealing
with the impact of geopolitics due to the differences in their environments and their
own characteristics. According to the influencing mechanisms analyzed above, the fol-
lowing will conduct in-depth discussions from multiple dimensions, including differ-
ential marketing strategies for consumer groups, coping strategies for multinational
groups, risk resistance strategies for small and medium-sized enterprises, and develop-
ment strategies for domestic enterprises.

6.1  Differential Marketing Strategies for Consumer Groups Based on Social
Media

After geopolitical events occur, enterprises can leverage the dissemination characteris-
tics of social media to formulate differential strategies for different regions, age groups,
and groups influenced by specific consumption concepts. This helps to defuse potential
brand crises, achieve in - depth interaction with consumers and the positive transmis-
sion of brand value, and even turn crises into opportunities.

For consumers in different regions, Coca - Cola integrated elements of traditional
Chinese culture, such as the Spring Festival, into its marketing in the Chinese market,
which resonated strongly with consumers. Regarding the young consumer group, after
the "Xinjiang Cotton Incident", they quickly obtained information through social media
platforms like Weibo and Douyin, firmly boycotted foreign brands involved in the in-
cident, and actively chose domestic brands (Han, 2024) [2]. Enterprises can operate
social media to win their purchase intention.

In the face of geopolitical events, enterprises can also attract collectivist groups or
those greatly influenced by national consumerism. During the "THAAD Incident" be-
tween China and South Korea, many enterprises, such as Jumei Youpin, JD.com, Tmall,
and Weilong, responded to the boycott of Lotte through social media. This not only
conformed to consumers' patriotic feelings but also transformed nationalist emotions
into traffic and profits (Liao & Grace, 2023) [10]. It shows that enterprises can connect
with consumers at the emotional level through social media, resolve potential negative
impacts of conflicts on brands, and transmit positive brand value.

6.2  Geopolitical Coping Strategies for Multinational Groups

Multinational groups have a global business presence, and there are significant differ-
ences in different countries' political systems, diplomatic policies, and trade rules. Ge-
opolitical conflicts are likely to hinder the business of multinational groups in some
regions, such as encountering trade barriers and policy restrictions, which will affect
local operations and the reputation and market share in other regions.

In order to effectively deal with the above severe challenges, multinational groups
must adhere to the principle of adapting measures to local conditions and formulate
flexible and practical coping strategies. Research shows that the image of the country
of origin will increase the uncertainty of Pakistani consumers' purchase of Chinese
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high-tech products. In contrast, a good brand image can alleviate this negative impact
and promote purchase intentions (Islam & Hussain, 2022) [19]. Taking Huawei as an
example, as of 2017, Huawei had entered more than 170 countries and regions, estab-
lished seven regional departments, and had more than 100 representative offices or
branches. The localization rate of overseas employees was about 70%. It had set up 14
research institutes and 36 joint innovation centers globally, which were distributed in
the United States, the United Kingdom, Germany, France, Russia, and other countries
for basic research and development. The localization rate of the R & D team was nearly
80% (Liu & Lin, 2018) [20]. Through this localization strategy, Huawei has effectively
integrated into the local market, reduced geopolitical risks, and enhanced its brand com-
petitiveness in the international market. Multinational groups should attach importance
to brand building, improve brand images, and, at the same time, promote localized op-
erations to adapt to the complex and changeable geopolitical environment.

6.3  Risk Resistance Strategies for Small and Medium-Sized Enterprises

Small and medium-sized enterprises (SMEs) have limited resources and weak risk-re-
sistance capabilities. A sudden adjustment of trade policies may plunge SMEs' origi-
nally stable import and export businesses into difficulties. Moreover, the instability of
the regional situation may also lead to a significant shrinkage of market demand, se-
verely squeezing these enterprises' survival space.

Establishing an agile response mechanism is crucial for small and medium-sized en-
terprises. Taking the strategies of 12 small and medium-sized enterprise exporters in
Australia and New Zealand during the Sino-US trade war as an example, in terms of
export market selection and international procurement location selection, enterprises
can reduce political risks by constructing institutional buffers, choosing markets similar
to their own country's institutions or avoiding threatening markets; they can also use
institutional pluralism to seek opportunities outside the conflict area and balance risks
and returns (Ren et al., 2024) [21]. When geopolitical factors disrupt the supply chain,
causing price fluctuations or supply shortages, small and medium-sized enterprises can
choose strategies according to their control over the supply chain. When the control
over the supply chain is high, buffer strategies can be adopted, such as increasing in-
ventory, the number of suppliers, and manufacturing capacity; when the control is low,
bridge strategies can be adopted, strengthening relationships with supply chain partners
and improving information processing capabilities (Hassan et al., 2024) [22]. Small and
medium-sized enterprises should actively establish an agile response mechanism and
flexibly adjust their business strategies to cope with the risks brought about by geopol-
itics.

6.4 Development Strategies for Domestic Enterprises

Domestic enterprises have a deep-rooted cultural foundation in the local market. They
are familiar with the local geopolitical environment and consumers' habits. The con-
sensus on geopolitical culture provides them with unique advantages in marketing. By
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strengthening local cultural symbols and quality commitments in product research, de-
velopment, and promotion, domestic enterprises can enhance consumer loyalty.

Domestic enterprises can deeply explore and integrate local culture into product de-
sign and marketing. For example, after the 2008 Beijing Olympics, Li - Ning seized the
opportunity for development. In 2009, its sales revenue increased by 25.4%, and its
market share rose to second place in the domestic market (He, 2013) [23]. During geo-
political events such as the "Xinjiang Cotton Incident," domestic brands quickly took a
stance, firmly safeguarded national interests, and won the attention of consumers. They
enhanced their brand images by improving product design and quality standards and
fulfilling social responsibilities. Anta's sales volume exceeded that of Nike during the
"Double Eleven" shopping festival of that year (Han, 2024) [2].

In the face of trade barriers brought about by geopolitics, domestic enterprises should
actively respond to challenges. After DJI was listed as a "military enterprise" by the
United States, it faced market restrictions and technical export controls. DJI actively
responded to the lawsuit, demonstrated the civilian nature of its technology, and con-
tinued to invest in research and development. With its technological and after-sales
service advantages, it leads the global consumer-grade drone market, setting an exam-
ple for domestic enterprises to meet challenges [24].

7 Conclusion

Against the backdrop of the intertwining of globalization and geopolitical risks, this
paper delves deep into the impact of geopolitical events on consumer behavior and the
coping strategies for enterprises. Geopolitical events, through the dissemination of
emerging social media, can rapidly transform consumers' cognition, attitudes, and pur-
chasing decisions. The impacts vary significantly depending on the types of events,
consumer heterogeneity, and cultural backgrounds. Geopolitical events of different "se-
verities," such as wars, diplomatic disputes, and sanctions, profoundly impact the mar-
ket pattern and reshape consumer behavior.

Consumers' responses to geopolitical events are diverse and comprehensively influ-
enced by age and political orientation. Young consumers tend to express their political
stances, consumers with a strong nationalist inclination boycott brands from hostile
countries, and consumers in a collectivist cultural context are prone to form collective
boycotting behaviors. The social identity theory, emotion-driven behavior theory, and
consumer ethnocentrism theory explain the internal mechanisms of these complex be-
havior patterns.

The impact of geopolitics on consumer behavior is multi-dimensional and dynamic.
Enterprises need to gain insights into the motivations and psychological mechanisms
behind consumer behavior and formulate flexible strategies. This paper proposes a dif-
ferential marketing approach. Multinational groups reduce geopolitical risks through
localized operations and brand building; small and medium-sized enterprises construct
an agile response mechanism to flexibly adjust their business strategies; domestic en-
terprises leverage local cultural advantages and technological innovation to enhance
consumer loyalty and expand their international market share. In the future, enterprises
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should continuously monitor market dynamics and strengthen brand building and social
responsibility to better respond to the challenges and opportunities brought about by
geopolitics.
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