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The Effect of Animosity Type on Consumer Cognition and
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Abstract

The purpose of this study aims to investigate how consumer awareness and purchasing behavior are
affected by the type of animosity against the nation. This study classified animosity into three
categories: sociocultural, economic, and war-based. Additionally, the consumer's cognition toward
animosity was split into two categories—empathic concernt and personal distress—and the direction
of consumption behavior was split into two categories—individual brand avoidance behavior and
collective bandwagon behavior. The concept of Fear of Missing Out (FoMO) was introduced for the
direction of consumption behavior, further validating the moderating impact. Structural equation
modeling method was used to measure the general consumption behvior of Korean consumers’
animosity. The results were analyzed using a total of 279 samples. As a result, animosity motivated
by war and by economics had a substantial impact on empathic concern, while animosity motivated
by socioculture had a significant impact on personal distress. Personal distress had a good impact
on an individual's brand antipathy behavior, which in turn led to brand dislike and avoidance.
Empathic concern also had a positive impact on the phenomena of group sympathy, which leads to
identification of conduct and social conformity. Also, it was proven that the group that had a high
level of FoOMO reacted strongly to the phenomenon of group collective behavior.
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Table 1. Previous Studies on Animosity

Key contents Researcher
The association between ethnocentrism and animosity toward other nations
was discovered through an analysis of Chinese consumers' intentions to Klein et al.
pay for foreign goods, and the impact of payment intention on product (1998)
ownership was confirmed.
It has been established that customer animosity against a certain nation L
S . : " eong et al.
has a negative impact on purchase intention as well as a cognitive and (2008)
emotional impact on the products made there.
In order to understand individual consumer hostility or prejudice against a
Russell and

particular country, it was verified how the combination of countries of
origin could increase their brand attitude and actual purchase behavior.

Russell (2010)

Economic, political/governmental, military/war, and human-related exclusive
emotional types for other nations were categorized, and the causal

relationship between each type of hostility affecting customers' Ne(séO?tQ)al.
psychological attitude shift and buy intention of other countries was

examined.

This study concentrated on the differences between foreign companies' Fong et al
methods of market entry and the relationship between consumer antipathy (801 2) )
and brand purchase intention.

According to the company's foreign direct investment method, there was a Fong et al
discrepancy between customer animosity toward Japan and brand (8015) )
purchase intentions for consumers in China and Taiwan.

It was confirmed that Chinese customers' attitudes toward Japanese goods Cheah et al
and their ethnocentrism had an impact on their willingness to pay for (2016) ’

those goods.

It has been established that customer perceptions of a country's
stereotypes have a greater influence on product evaluation than do
consumer perceptions of inconsistent brand positioning.

Magnusson et al.
(2019)

It was determined that animosity at the national level influences product
assessment more than animosity at the individual level by splitting
animosity into national and individual scenarios and looking at the impact
on product quality and purchase intention.

Bae Sung-ju and
Chae Myung-su
(2022)

Aw7HA o] AT Aol whE Al 7l 3L o, ofoll wbA 2 Aol &HAF A

olr, Bl gt i & AuEe A i 35 484 Az Gituational animosity)
7} F2 olFojtt. v, Azt f3S T} A &2 A7 (stable animosity) & & U
OFs AR dFdx ARSlEstd d4d 5 ojA, A Az AAA 7wk Az
2o g3k AHoizto] nx|E AvdEe digh (economy-based animosity), A}3] - £312 7]
A77E F=eleh. 2Elal AlE Feief st HF Aot (social/cultural based animosity) 2
Bl Hx g JrHE dolxA a5 2, A&7 Aoz A4 71 Aoz (war-
X3 AHdE T2 A2 gk At 1 based animosity) 22 TE3}](Nes et al,,
o 7]Rlshk= 4Rk AlefEi el theh A= 2012), zkzte] Hdizto] An|Ate] 1A} AH]

ALE), sb ZAeh 719lshs A= At

Hesjr), Azl 2ua Age A B BEOR ololxt BRE sl uwA gk
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£ =31t} (Batson and Ahmad, 2001),

Elol QA el FAo| sk T A 1%
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HISE (Consumption Behavior
Direction)
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Reinforcing Conformity Behavior)
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S A|H(identification) @ o3l Z 2o} H
@ YeollA FAdEC] Heldez s fd
wAE Fske AL vt (Mael and
Ashforth, 1992). 7H4 9] o]} A=y A5
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Fig. 1. Result of Research ModelResearch Model

Type of animosity Consumer’s cognition

Empathic
concern

War-based
animosity

Economic-based
animosity

Social / Cultural
based animosity
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Nationality level - judgement
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Consumption direction from the animosity

Process of reinforcing conformity behavior

Behavioral H8

7 identification

Social compliance
with others

N Blind hatred
toward the brand H10

Brand avoid

Process of reinforcing brand hostility

Brand level - judgement
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(52%), B3 13473 (48%) o= Wepge}, ARl
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Table 2. Measurement ltems

Construct Measurement ltems Researcher
| get angry when | think about the past toward that
W country
Anailrrng;ts; d | am angry that Koreans have been sacrificed in the past
as a result of war against that country.
It is not desirable to increase this country's military power.
Trade between nations is significantly more profitable for
) this nation.
'Ec.onon.nc This nation frequently has an adverse impact on our Nes et al.
nimosity
economy. (2012)
It is unjust to trade with this nation.
With this nation, Korea tends to be socially and culturally
stimulated.
Social/Cultural This country has a tendency to diminish our cultural
Animosity heritage.
Through Internet news and social media, this country tends
to exaggerate Korea's negative image.
) | cam strongly feel what other people feel.
Empathic | am compassionate person Batson and
Concern P P ' Anhmad (2001)
It upsets me to see people suffer.
| sometimes feel helpless when | am in the middle of a
Personal very emotional situation. Trommsdorff et
Distress | tend to lose control during emergencies. al. (2007)
Being in a tense emotional situation scares me.
] | believe my actions are consistent.
Behavioral | usually feel unified in my actions Mael and
identification y tee y actions. _ Ashforth (1992)
| try to act in accordance with how | feel and think.
Bind Hatred I'm not interested in that country's brand. Haloerin et al
ind Hatre . . alperin et al.
toward brand Brar]ds associated with the country make. me feel uneasy. (2011)
| think the brand of that country is unbelievable.
I'm very curious about what people around me buy.
Social IOtlrl]I;erSthe brands that have been recommended to me by Cobb and
Compliance : Hoyer (1986)
| am easily moved by the brand recommendations of those
around me.
| purposefully avoid brands associated with that country.
Brand | want to resist the brand with that countr Les Ol
Avoidance y (2009)

| don't buy specific brands from a country on purpose.

Fear of Missing
Out

When my acquaintances or coworkers know something |
don't, | often feel anxious.

I'm afraid I'm not familiar with the brands that are popular
among my friends/colleagues.

| believe that having a good relationship with my
friends/colleagues is important,

Przybylski et
al.
(2013)
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Table 3. Demographic Characteristics

ltem Characteristics Frequency Ratio
Male 134 48.0%
Gender Female 145 52.0%
Total 279 100.0%
20's 76 27.2%
30's % 34.4%
40's 60 21.5%
Age ‘
50's 34 12.2%
60's 13 4.7%
Total 279 100.0%
Businessmen 132 47.3%
Student 47 16.8%
Civil Servant 27 9.7%
Occupation Housewife 36 12.9%
Self-employment 16 5.7%
etc. 21 7.5%
Total 279 100.0%
Table 4. Correlations Among Constructs
@ @ ©) @ ® ® @ ® ®©
WA 841
EA 463" .835
SCA 136" 237 819
EC 536 515 249 .825
PD 185 163 316 254" 811
Bl A 299 .069 15 342 .48
BH -.012 .051 .015 .078 295" 391 .865
SC .064 .166™ .106 155 139" 508 269" .888
BA .052 .040 .098 -.031 136" 65 407 232 .864
FM -.003 .071 .021 .092 .045 359 250" 555 128 1
Mean 3498 354 3.160 3304  3.446 3444 3636 3.458 3.655  3.490
Std .635 574 .630 .562 .541 572 .640 750 .806 .755

Key to abbreviated variables : MWar-based Animosity(WA), @Economic—-based Animosity(EA),
®Social/Cultural based Animosity(SCA), @Empathic Concern(EC),
®Personal Distress(PD), ®Behavioral Identification(Bl), @Blind hatred
toward the brand(BH), ®Social Compliance with others(SC), @Brand

Avoidance(BA), ©®FoMO(FM)
Notes: *p{.05, *p<0.01, Bold numbers are the values of AVE square.



7R Az §80] £ul Axleh 2)AE Wl WAL 9% TRTERY 2AENS FHo= 331

Table 5. Confirmatory Factor Analysis Results

. _ Standardized
Construcs ltems Estimates S.E t-value Estimates AVE C.R.
Warbased  WAT 1.000 - - 741
Animosity WA 1154 A01 11.389 787 708 879
(WA) WA3 1105 100 11.015 747
Economic EAT 1.000 - - 704
Animosity EA2 1.099 107 10,274 769 698 874
(EA) EA3 1.030 106 9.702 699
Social/Cultura ~ SCAT 1.000 - - 718
| Animosity SCA2 1.079 109 9.878 .800 .671 .859
(SCA) SCA3 0.873 093 9.384 679
Empathic ECH 1.000 - - 667
Conercem EC2 1.006 106 9.503 712 680 .86
(EC) EC3 1.038 106 9.786 746
Persondl PD1 1.000 - - 572
Distress PD2 1.489 191 7783 749 657 850
(PD) PD3 1520 198 7.683 705
Behavioral BIf 1.000 - - 74
identification B2 1116 099 11.286 N 79885
(BI) BI3 0.9% 089 10.453 700
_ BHI 1.000 - - 684
B"”‘?B':"’;‘”ed BH2 1.262 A1 11.352 809 78 898
BH3 1.330 115 11.579 854
SOCial SC1 1000 - - 863
Compliance  SC2 0.908 058 15.651 799 789 918
(SC) sC3 1.015 058 17.473 881
Brand BA1 1.000 - - 871
Avoidance BA? 0.975 060 16.214 85 47 89
(BA) BA3 0.967 064 15.430 805

3. SN0 AR AU Bl A= (Table. 5)°ll*] yehd upe} o] SHAx=
AR B, FEedEw 2 EaE
s=eto] T3S gust

B ATieE SAET 2 FE(measurement EREFIIES T
items) 2] 212|437} AL 8915ty ¢35t Ao g YEpdth gk, (Table, 4) o] Kol
stelz] @ ¢l&-X (confirmatory factor analysis) HaEEE a4y Agde] Jad d5E
& ANER WFERAe) A9, mEsigt  h vIEste] 2 glom veht dhuetd ol
o] 5ol 7ol ol mikHgh, WERars: SR SRR ik B4 Bt A=y
(AVE) .5017¢, 7id 412 % (Construct Reliability, o] HS ATt

C.R.) .70]%o]edoF 3tc}(Hair et al., 2006).
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Fig. 2. Result of Research Model

Consumption direction from the animosity

Type of animosity Consumer’s cognition
Process of reinforcing conformity behavior
Behavioral S58x* Social compliance
Wa.r-ha.sed :42"k A2 T identification with others
animosity g Empathic p
concern RI=18 R2=35
Economic-based
animosity
lziersonal N R=13 R'=23
istress E
Social / Cultural [ \ .
Process of reinforcing brand hostility
Notes: *p{.01
Model Goodness of Fit Indexes : CMIN/DF = 1.606, RMSEA = .047, CFl = 940, IFI = 941,
4, FPSTE o QAL A g ez Jesthoh
A1, 2 A8, 713 A17h, AIA 256 A
B o7 Auzhe] whe 2n|xje] olx] @ < A= Zir%‘o XVMHJ ﬁzﬁlﬂk‘@ ]
2H8E Wake] AZS ¢Jake] spss 23. oJJr tharelr Fg= AR B AR YEs
AMOS 23.0¢] ¥/ Zza3g 83k ¥ ™, AH8], 34 7]eke] ﬂﬂl 7 QS v 1
A, ATEE o] A= (fit of SEM model)S 4F © Ae® YEHTH(34, ponHdo A=
HEH, CMIN(*2)=496.349, df=309, RMSEA=.047, 714, 5 717h). ol& F3l Au|Ake] X‘Oﬂ*ﬂ
NFI= 857, RFI=.837, CFI=.940 S0 vept  A&H Az} 432 Aoigre] Lvjzte] <l
T}, CMIN/dfe] gke] 3o]ato]a, RMSEAE 05 A &Rl mlA= %= 7&%‘6‘ F Ak
o]3}, NFI .900]4, RFI 900|124, CFI .900]4-2 Zehztell thgk 2=n|ake] QIAGEo] AHF
Tz mEo]l Hie Aom PRy  F FF vAE IFE AvRY, I4H &
(Hair et al,, 2006), 24 Z3lro] ZAE Az} }?:]% Pz s G Fofn|gt JFF
A3 53} B e RES Ao (42, pLODE HIAR Eelel E ALalH 5
2 Age A, S Al A9 A, S2 A ZHA(S8, ploDLR olefxth7hd7, 8 A
e A2 70 AJE 2|57} 7R 2o g), ok, g5 FUAlE B 3T o

ekt Ed mde deE.
Wggke] ARRA Asg
Au, el (Fig 2)% 2ok WA A
} £ aulAe] AFES Ain
JIe e A7 3
g A 420p<0DF AAH S5
W A2p(ODSE 71 EA el fo
37l Viehow, AbslEsA sluke] vz

= 2o B & o

= Aoz Yehgthra1l 72, o=

s BEeh el mz.a%ﬂ—a e 9

ol

7111}91 A&

£ =7t e B5H do3ts
7}(.35, pCODAIZI L B =7}
o tigt 3]9)( 48, p(.01E 3}/



7R Az §30] £u1R Qxeh 2ulE Wl AL 9% 1UTERY) 2AERE FHom 333

Table 6. Result of Hypothesis Test(Moderating Result)

Path Analvsis Cross—Group Path coefficient Model Result
i : u
Y High FOMO Group Low FoMO Group ~ Comparison
Behavioral identification
— Social .630" 435 g Supported
Compliance(H13-1) A x2=8.912
Blind Hatred Ad=9 Not
ind Hatred — . o
Brand Avoidance(H13-4) 515 460 Supported

Notes: *p{.01

Free model : x2=921.841, df=618, Constrained model : x2=930.752, df=627,

F AATHEIE9, 10 A&, 7Hd12 712}, o]&=
71&e AFNE BlstgEe] EHT}
3t Ffole] Aol FFH o Bt tf
g ukto 2 JehgS e1d & QI ol &

&l Azl theh ujake] A7} v dE

o vo= © gFE& wA=A A
% 5 olgrh. 53 2nAe] 2vAE B
o] SN AuRE, 2ulae] QIA oA

2]
A7 gilo] HudE, S-S Bk

L7} %

[Cha=les!

sulaEoe, el nEL HAsd o
-6:] =

= =

£ dFoE AR mE 54 2 R/RE
AR 7] 95ke] FUHPHEH o) (common method
bias) ZAFE AAISFEE. CMF(common method
factor)9] A9t WS whEolA 7|&9] BEF

ek (factor loading)7x ¥ CMFE 53 U2 &

Azsglont, #At goles syl
w3, AT AFE Yste] REAE
Z

AH2,0003], HH¢=R)S AArEa 3t
I BAL 2A] AT} 90% FrolFE WollA
7t gl B3

Moo o2 oo F
b

2 o

HoO a— = [ |
2 A7 izl tigk 2ujate] 2AHgE
Wk = FxgEy BAd= uigkgEd s}
o aPF 2] vA= 2HEAE el
fte] FetAs AABEnk ol& fIEf 279
7he] FEo| wE FAEHM=3.49)S 7IE

(mean-centering) &2 ©o|&3} F}=
(dichotomizing)& E38le] nHFTFEZ o] =
HAk(High FoMO Group)¥} L HFE7}o]
S FH(Low FoMO Group) 2 T-83}4tt.
T2 28] AFEd(free model) A
ok dl(constrained model)S FA3Fe] 7}o]A|
H(*2) #& EE3HL AT W EEA T,
BAE 9ielE) BE24S v sk

7P 1159 FEA-BAE 3)9), 7Hd
12(852 Fo—ERIFe] ALSH F2)71 7]
Zhgel wet 2daddd gt HEe 7
13-1( 52| TUA-ERITL] AL Fx2)e}
71d13-4(B 82 e B 3]3)d tfs]A]
gtk 13-2, 13-3 712h). AFr R
AlerRdlztke] vlulol| wel 1Y FE | w2
ZAaI7E FRl=N o, P5e] FLAL EF
el ARS|H FR(OM13-D) 287 &
ofn|gt ztolE YelH o, WEH o}
W= F]T)d v|x= JFge g 1HTEZ
z2Aade gulgles Aolg YeRNA X3
SO 13-1 A9, 7 134 712D, &, A3
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