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The impact of consumer animosity on consumer behavior in the U.S., China, Japan, Kor
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Consumer animosity has negative influence on the attitude towards products and bra
nds. The purpose of this study is aimed at exploring the nature of consumer animosity in the United States
, China, Japan, Korea, and Taiwan. Also, this study seeks to confirm a new animosity model. The results su
ggested that the new analysis framework is a reliable measure across the countries considered in the resea
rch, and there were evidences that support the validity of these results. Moreover, the study found that t
he determinants of consumer animosity might vary from country to country. From these findings, some manage
rial implications are considered, together with the identification of future research directions.



Animosity

Klein et al. 1998
military
political economic
antipathy
remnants

Klein et al.(1998)

(Klein et al 1998; Klein and Ettenson 1999;
Klein 2002; Nijssen and Douglas 2004;
Shimp et al., 2004; Shoham et al.,2006

( 2008)
Klein et al.(1998) Shimp and
Sharama 1997 CETSCALE  Consumer

Ethnocentric Tendency Scale

( )

Klein et al.(1998)

(  2005)

21 22 B

50%



Kleinetal. 1998

Roth and
Romeo 1992 1990

Hui and Zhou 2003
2005

90 6

2005

Papadopoulos et al.1987
Parameswaran and Yaprak 1987; Guhan-Canli
and Maheswaran 2000

Netemeyer et
al.1991 Durvalsula et al 1997 Balabanis
et al 2001

Klein et al. 2006

Klein et al. 1998

Kleinet al. 1998

Kleinetal. 1998

2012



3

2014
64
6 1

2013b
Animosity

2013 10 26
2013a

2013 10
2012 253

o 0

o 0

@
PARK, Jeongsoo

19

2014

47




