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ABSTRACT

Consumer Animosity and Purchase Behavior:
The Role of Corporate Social Responsibility

by

ZHANG Chun

Master of Philosophy

Consumer animosity may have a negative impact on consumers’ purchase
behavior for foreign products. The consequences of the negative influence include
boycotting and reluctant to purchase. This study explores the research on consumer
animosity and focuses on how to attenuate the negative effect of consumer animosity
towards consumers’ purchase behavior. Corporate social responsibility (CSR) is
considered to have a moderating effect on the relationship between consumer
animosity and purchase intention. In addition, individual thinking styles are expected
to influence the moderating role of CSR. In this study, a 2 (consumer animosity: high
vs. low) x 2 (CSR: high vs. low) x 2 (thinking style: holistic vs. analytic)
between-subjects factorial design was conducted. Participants were recruited in
mainland China. Hypotheses were all supported by the results. The higher the level
of CSR, the weaker impact of consumer animosity has on the purchase intention.
Furthermore, when the holistic thinking style is dominant, the moderating influence
of high (vs. low) CSR on the effect of consumer animosity is stronger. In contrast,
when the analytic thinking style is dominant, the moderating influence of high (vs.
low) CSR on the effect of consumer animosity is weaker. Managerial implications
and limitations of the study are discussed.
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Chapter 1 Introduction

1.1 Background

Tensions between countries are common nowadays. Disputes between two nations
can be actuated for different reasons, including historical, political, and economic
cues. For instance, in recent news, the tension between the Philippines and Taiwan
due to a Taiwanese fisher’s death elicited anger from Taiwan. Taiwan imposed
economic sanctions to seek an apology from the Philippines. As in this case,
activities at the national level are one way to respond. Often, reactions to these
disputes can be observed in the international market. For example, following the
collapse of the relationship between two countries, consumers from one country will
react exclusively towards the offending country. Animosity, a feeling of anger, is
studied as a construct related to this offending phenomenon. And this phenomenon is
pervasive across nations.

In the summer of 2012, anti-Japan protests flared in some large cities in China
for historical reasons as well as recent events. Despite the enmity between China and
Japan in World War 11, the anger of Chinese people was escalated to the highest level
after the Japanese government announced the planned purchase of the Diaoyu Islands
(Senkaku Islands in Japan). Thereafter, the biggest anti-Japan protests erupted. At
least 12 cities in China, including Beijing, Chengdu, and Shenzhen, were reported to
have staged anti-Japan protests by BBC News on 15 September. As the tension

became more severe, more unexpected and unhappy events occurred. At the very



beginning, the Chinese vented their irritation by attacking Japanese people in their
communities. Toyota cars were smashed and destroyed in many cities. Then, rage
turned to the Chinese people who use Japanese brand products. Even some Chinese
Toyota drivers were hurt. The protests ended in a violent way, with many
Japanese-brand supermarkets and restaurants attacked and burned.

News did not end with what the Japanese experienced at that particular time; it
continued for Japanese companies and anything related to Japan. One of the most
affected industries was automobile manufacturing, which witnessed a sharp drop
after the protests. According to Bloomberg data (October 2012), Toyota and Nissan
suffered drops of 49 percent and 35 percent. Some Chinese even stopped buying

Japanese cars because they were afraid of violent attacks.

1.2 Rationale of the Study

This is an example of the influence of consumers’ angry feelings in their purchase
behavior. Anger has been studied as an important emotional factor that affects
consumer choice and decision making (Gardner, 1985). In the international market,
this negative feeling may exist among consumers in specific countries towards
another target nation. Historical, political, and economic issues were possible reasons
originally proposed by Klein, Ettenson, and Morris (1998) in their study of

animosity.



Most previous animosity studies pay attention to stable animosity, e.g. war
animosity (Klein et al., 1998; Leong et al., 2008 ). Among these works, scholars
demonstrate that the influence of stable animosity runs from product judgment,
evaluation, and attitude formation to purchase behavior (Hoffmann, Mai, &
Smirnova, 2011; Hong & Kang, 2006). Situational or temporal animosity, which is
somewhat different from stable animosity, has not been fully explored and this is
gaining more attention among researchers. Lee and Lee (2013) suggest that in
addition to war-based and economic-related animosity, other dimensions such as
political animosity should be considered according to its frequency and sensitivity in
the modern international marketplace. From their point of view, political and other
short-term issues can be categorized into situational animosity. Other scholars (Nes,
Yelkur, & Silkoset, 2012) also voice their concerns by demanding research on
political issues, suggesting that political animosity has not yet been fully understood
and studied in the animosity literature. Whether political issues work similar to other
animosity dimensions needs to be researched. For the further study of animosity,
Lwin, Stnaland, and Williams (2010) recommend using experimental methods to
capture the causal relationship between animosity and influencing factors. This study
is the first attempt to study political animosity in the modern Chinese context.
Different from previous research, this study employs experimental manipulations of
animosity and other variables to compare the differences between treatment groups.
The problem for companies is how to deal with negative events. In the face of angry

consumers, what can companies do to deal with them? One thing we know is that
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this angry feeling has a damaging impact on sales. Will the suspension of business be
helpful during this special time? What actions can minimize losses or save the
business?

In the previous literature, consumer animosity is found to have significant
negative effects on consumers’ purchase behavior (Klein et al., 1998; Fong, Lee, &
Du, 2013). This effect is not limited to small or certain groups of countries.
Consumer animosity does not only exist between developing country consumers and
those of industrial countries, such as Chinese consumers towards Japan. This
phenomenon has also been reported in developed countries, for example the US to
Japan (Klein & Ettenson, 1999) and the Netherlands against Germany (Nijssen &
Douglas, 2004). The negative impact can be elicited as long as consumers experience
the negative feeling (antipathy feeling). Even though consumer research examines a
variety of aspects to allow researchers and marketers to better learn about consumers,
and some researchers are even investigating different factors linked to consumer
animosity, few studies have attempted to understand the effect of consumer
animosity.

How to reduce animosity has been raised in many pieces of work and
documented as a direction for future research (Jimenez & Martin, 2010; Klein et al.,
1998; Shoham, Davidow, Klein, & Ruvio, 2006). Researchers indicate that learning
the impact of animosity is essential for a comprehensive understanding of animosity;
however, finding a way to diminish animosity is more desirable for marketing

practices. Yet, this area has remained under-researched in the animosity literature so
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far. Only in some research conclusions has building reputation been suggested to be
one of the possible methods for mitigating the negative impact of consumer
animosity (Jimenez & Martin, 2010). In supporting this argument, Leong et al. (2008)
suggest that companies may engage in cause-related or community activities. Both
these studies point out the possibility of corporate social responsibility (CSR)-related
activities reducing the negative influence. In contrast to the negative consequences of
consumer animosity, CSR has been proven to make consumers positively evaluate
and predict the performances of companies (Sen & Bhattacharya, 2001). Nowadays,
it is unsurprising to find out that most firms are engaging in and organizing charity
events. Companies are using CSR strategies to insulate their businesses from
damaging source and to build up a good reputation, which does work in some
marketing practice. However, the question is whether CSR can reduce or enhance the
negative impact of consumer animosity. To the author’s best knowledge, few studies
have directly investigated methods to decrease the negative effect of animosity. This
study is the first work to answer this question. It studies possible effective variables
and tests the interaction effect between the specific variables and consumer animosity.
To be specific, CSR is first introduced into animosity studies and cast as a valuable

moderator that can diminish consumer animosity.



1.3 Research Questions

The objective of this study is to contribute to the consumer animosity literature by
exploring useful factors that can mitigate negative effects of consumer animosity.
Despite increasing attention on consumer animosity, recent research focuses on
antecedents and consequences. For example, demographic information can predict
different levels of consumer animosity (Bahaee & Pisani, 2009). Regarding
consequences, willingness to purchase and product judgments are mainly studied as
dependent variables in previous research (Klein et al., 1998; Witkiowski , 2000).
Very few researchers examine factors that can attenuate the negative effect of
consumer animosity on purchase behavior.

The first research question of this study is thus: what factors play a role in
reducing the negative effect of animosity? Does CSR association influence consumer
purchase intention towards foreign products from hostile nations? If it does have an
impact, does it increase or decrease the consumer’s negative reaction towards
consumer animosity? This study aims to address whether CSR association interacts
with consumer animosity in the purchase process. CSR association can reduce the
influence of consumer antipathy towards purchase intention in specific countries.

The second question is: does CSR association work differently in different
situations? If we consider psychological factors, does CSR association work
differently for different individuals? In this study, different individual thinking styles
are considered to influence the working effect of CSR. Holistic and analytical

thinking are the two basic styles in information processing studies (Choi, Dalal,
6



Kim-Prieto, & Park, 2003). Because holistic thinkers have higher potential to take
account of more related information and react to negative information differently
compared with analytical thinkers, we expect to see differences among people with
different thinking styles. Specifically, CSR association works differently for different
thinking styles. Further, CSR association affects the relationship between consumer
animosity and purchase intention stronger for people with holistic thinking styles
than for analytical thinkers. For analytical thinkers, CSR information may not reduce
the negative effect of consumer animosity, which may still have a low purchase
intention even after receiving positive information.

Thus, the objectives of this research are (1) to test the effect of consumer
animosity on the purchase intention of the hostile country for foreign brand products;
(2) to study the moderating effect of CSR and examine whether CSR diminishes the
negative effect of consumer animosity on purchase intention; and (3) to examine the
influence of different thinking styles on the moderating role of CSR and test how the
interaction between consumer animosity and CSR works differently for different

thinking styles.

1.4 Significance of the Study

This study contributes to the consumer literature and animosity theory and explores
the significance of CSR strategies in the consumer animosity literature. It provides

practical guidance for international companies to plan reasonable CSR strategies for



different international markets and consumers in different cultural contexts, and
helps them to figure out what dimensions of CSR associations they should introduce.
Few studies have explored the attenuating factors for consumer animosity. This study
enriches the consumer animosity literature by investigating the interaction between
consumer animosity and CSR association. It illustrates the moderating role of CSR in
the relationship between consumer animosity and purchase intention towards foreign
products from hostile countries. In addition, the current study pays attention to more
practical issues for managers in the animosity environment and demonstrates that
CSR association could be an effective way to deal with animosity dilemmas.

Besides finding useful factors at play in the relationship between consumer
animosity and purchase behavior, this study makes a further contribution by
distinguishing situations in which CSR association has different impacts. This study
applies Choi et al.” s (2003) study of individual thinking styles to illustrate CSR’s
moderating role and predicts that CSR association has a different influence on the
effect of consumer animosity towards purchase intention for different thinking styles.
This broadens researchers’ understanding of both consumer animosity and CSR as
well as the interaction between them. In addition, since previous research examines
individual thinking styles in the cultural context and finds that this is highly related
to cultural differences, this study contributes by linking the study of culture to
consumer animosity research. Choi et al. (2003) argue that cultural reasons cause the
different responses between Easterners and Westerners. Normally, Easterners are

more likely to be categorized as holistic thinkers and Westerners as analytical
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thinkers. Based on their findings, the current study can be implied in the cultural
context, which will further benefit the study of cultural influence on consumer

behavior.

1.5 Organization of the Study

In this thesis, a framework of the interaction between consumer animosity and CSR
and different thinking styles is introduced as well as the effect of their relationship on
purchase intention. The moderating effect of CSR association is tested. Individual
thinking style is examined as the second moderator. The thesis is organized as
follows. Chapter one introduces the research background, research questions, and
significance of this study. It provides basic knowledge about why this research topic
is worthy of study. In chapter two, the literature related to consumer animosity, CSR,
and individual thinking styles is reviewed. Following the literature review, the
theoretical framework and hypotheses are presented in chapter three. The study
design is illustrated in chapter four with a detailed description and materials. Stimuli
and the experimental process are covered in this section. The results of the study are
presented in chapter five. Chapter six discusses the findings and conclusions.
Managerial implications are also mentioned in this chapter. At the end, limitations

and future research are discussed.



Chapter 2 Literature Review

2.1 Animosity

During the purchase process, many factors can contribute to consumers’ evaluative
and purchase behavior. Consumer animosity is a construct originated from the
country-of-origin (COO) literature which focuses on the micro level. The place
where the product is made can be used as a cue for consumers to make a purchase
decision. In particular, COO is found to work as a halo cue to help consumers make
easier purchase decisions when sources are limited or detailed analysis infeasible
(Hong & Kang, 2006). Hence, COO cues can be the only information to help make
decisions during the purchase process. COO may influence a consumer’s perception
of product quality. For the same country where a product is manufactured, it may be
perceived as low quality by developed countries, but as superior by developing
countries (Amine, Chao, & Arnold, 2005). Different values of COO image can also
have a different influence on the consumer’s evaluation and purchase decision. When
a brand is associated with a positive COO image, people are more likely to have a
positive judgment of the brand, and regard it as high quality, which in turn leads to
higher purchase intention (Edwards, Gut, & Mayondo, 2007) and vice versa.
Following a negative evaluation, there could be a lower willingness to buy and even
boycotting (Klein et al., 1998; Shimp & Sharma, 1987).

Although most COO research tests its effect on indirect paths, some scholars
study the more interesting direct effect of consumer affect. By testing the direct

negative emotional effect within the COO context, Klein and colleagues (1998)
10



create a new construct “animosity” and define it as “the remnants of antipathy related
to previous or ongoing military, political, or economic events” that “will affect
consumers’ purchase behavior in the international marketplace” (p. 90). Huang, Phau,
and Lin (2010) use realistic group conflict theory to illustrate the hostile emotion
among countries in the international marketplace. By judging a certain group as
“in-group” or “out-group”, negative feelings can exist towards the country sharing
different beliefs. Although the concept originates from the COO literature, animosity
IS a construct based on the consumer behavior field, while COO pays more attention
to the macro-level marketplace (Amine et al., 2005). This might explain why an
increasing number of researchers are testing the concept and effective variables by
using the concept “consumer animosity” to stand for the consumer behavior focused
on animosity.

Consumer animosity, despite its negative emotion towards “out-countries” and
negative influence on purchase behavior, is quite similar to ethnocentrism or
patriotism. For example, Klein et al. (1998) distinguish the animosity concept from

others when they introduce animosity.

2.1.1 Animosity and Ethnocentrism

In Klein et al.’s (1998) study of animosity, war animosity and economic animosity
are two important sub-constructs to predict animosity. Consumer animosity normally

exists because of certain military, political, and economic reasons. A hostile feeling is
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observed mainly towards a certain country. Animosity makes people choose domestic
products not because of pride in their own country, but due to antipathy towards
another country. By contrast, consumer ethnocentrism is defined as a moral belief to
prevent inappropriate purchase behavior, and immoral behavior is believed to
damage the domestic economy (Shimp & Sharma, 1987). Klein et al. (1998) believe
that consumer animosity is about the action to a certain country, while consumer
ethnocentrism points against any other excluded countries. To be clearer, consumer
animosity makes people choose between foreign countries, while consumer
ethnocentrism asks consumers to decide between their own country and others (Klein,
2002; Edwards et al., 2007). Ishii (2009) explores whether psychological constructs
can predict ethnocentrism, such as exclusionism, patriotism, and internationalism.
The study examines consumer ethnocentrism among Chinese consumers and finds
that patriotism can positively influence consumer ethnocentrism. What’s more,
patriotism is shown to have a negative relationship with consumer animosity. Anime
et al. (2005) argue that consumer animosity and consumer ethnocentrism work in
different occasions. For example, consumer animosity is more likely to play a
significant role when no products are available in the domestic category, while
consumer ethnocentrism accompanies the decision process when domestic products
compete with foreign ones. When using Josiassen’s (2011) The Consumer
Attraction-Repulsion Matrix for categorizing, consumer ethnocentrism is put into the

upper left-hand box, which is characterized as an attraction-domestic country.
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Consumer animosity exists in the lower right-hand box labeled as a repulsion-foreign
country.

Given that consumer animosity and consumer ethnocentrism are two different
constructs, much research has examined the relationship between them (Jimenez &
Martin, 2010; Nissen & Douglas, 2004). Some studies examine the relationship
between both concepts and consumer purchase behavior, and find a correlation (Ishii,
2009). Ethnocentrism and animosity can exist concurrently for predicting different
consumer behaviors. Hong Kong consumers are categorized as low
ethnocentrism/strong animosity in Lwin et al.’s (2010) study. What’s more,
ethnocentrism is found to be a predicate variable for animosity and affects the
relationship between consumer animosity and product evaluation as well as purchase

behavior (Jimenez & Martin, 2010; Nissen & Douglas, 2004).

2.1.2 Dimensions of Consumer Animosity

The tension caused by consumer animosity can be triggered by different kinds of
events or issues. War-based and economic-based animosity are included in Klein et
al.’s (1998) study as two distinct dimensions. War-related animosity comes from
historical war reasons, such as the strong feeling of exclusion of Nanjing people
towards Japan after the massacre during World War II. War animosity can be
observed in various countries such as between the United States and Japan.

Economic-related animosity exists because of the unfair trade between two countries.
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Although many studies have supported Klein et al.’s (1998) model and replicated the
findings in different countries, more questions are raised for enriching the consumer
animosity concept. Based on the observation, we may find that tensions exist
between countries because of not only history, war, or economic reasons, but also
recent political reasons. For example, the territory disputes between India and
Pakistan and between China and Japan contribute to consumer animosity. What’s
more, animosity relates to authoritarian governments, government regulations,
political systems, and so on has been raised in recent studies (Nes et al., 2012). Nes
et al. (2012) broadens the animosity construct by introducing four dimensions:
economic  animosity, people animosity, military/war  animosity, and
politics/government animosity. Similarly, four other dimensions are proposed by
scholars to classify the animosity dimension: stable vs. situational and national vs.
personal dimensions are new ways that scholars interpret the animosity construct
(Ang et al., 2004; Jung et al., 2002; Leong et al., 2008). Among these dimensions,
war-animosity and economic-animosity have been fully studied in different contexts,

while the political-based one needs more exploration.

2.1.3 Antecedents of Consumer Animosity

Given that consumer animosity can be classified into different dimensions, it is
obvious that factors related to dimensions may shape consumer animosity. By

focusing on psychological predictors, Ishii (2009) argues that exclusionism,
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patriotism, and internationalism are the three variables that are either positively or
negatively related to consumer animosity. Hoffmann et al. (2011) explore consumer
animosity’s predictors in their pretest. The answers from 32 participants show that
three concepts could serve as antecedents, namely perceived threats, antithetical
political attitudes, and negative personal experiences. Military, political, and
economic reasons are included in the perceived threats category. Political reasons
broaden Klein et al.’s (1998) interpretation of animosity, in which only war-based
and economic-based animosity are studied as first-order constructs. After examining
Jewish Israelis’ attitude and purchase behavior, Shoham et al. (2006) indicate that
dogmatism, nationalism, and internationalism are possible predictors of consumer
animosity. However, when examining what may influence personal animosity,
personal economic hardship and normative influence are regarded as effective
predictors. Consumers in Taiwan have been found to have higher levels of animosity
when they encounter a higher perceived economic threat as well as when under the
influence of reference groups (Huang et al., 2010). The influence of social norms is
also stronger in a collectivism society (Maher & Mady, 2010; Sutikno & Cheng,
2011).

Demographic characteristics have been proposed as predicting factors for
consumer animosity, including income, educational level, and job occupation (Huang
et al., 2010; Ishii, 2009; Klein & Ettenson, 1999; Nakos & Hajidimitrious, 2007;
Smith & Li, 2010). Gender and age are paid much more attention. Ishii (2009)

illustrates that gender predicts different purchase decisions towards Japanese
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products among US consumers. This difference has been confirmed by other scholars.
Sutikno and Cheng (2011) find that women show a higher animosity level than men
within the political and economic context. Conflicting findings are provided by
Nakos and Hajidimitrious (2007), who find no significant difference between gender
groups. The phenomenon could be explained by the increasing interaction among
international marketplaces and mixed cultures as well as universal education.
Regarding age, older people in Nanjing are expected to have higher antipathy
towards Japan than the younger generation because older people have suffered harder
times. This prediction was tested to be true. Klein and Ettenson (1999) find that older
consumers have higher animosity towards the United States; however, no significant
difference is observed in other studies. For example, Klein et al. (1998) do not find
any difference according to age. Some studies even report the opposite findings.

Younger people are found to have higher animosity in Taiwan (Huang et al., 2010).

2.1.4 Consumer Animosity and Consumer Behavior

Previous research has demonstrated that consumer animosity influences consumers’
affect, cognition, and behavior (Brkic, Corbo, & Berberovic, 2011; Chan, Chan, &
Leung, 2010; Fong et al., 2013; Leong et al., 2008; Klein et al., 1998; Klein, 2002;
Riefler & Diamantopoulos, 2007). Some previous studies find that animosity can
decrease consumers’ trust towards certain brands from that hostile country; the

angrier consumers feel about a country, the less they trust foreign companies (Brkic
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et al., 2011; Jimenez & Martin, 2010). In addition, Chan et al. (2010) illustrate that
consumers’ perceived antipathy affects brand images from certain countries. A
company’s reputation will suffer the same impact during the transferring process
(Fong et al., 2013). Further, a negative influence can be observed in psychological
affect, actual product ownership, and loss of sales (Edwards et al., 2007; Nes et al.,
2012). Among this research, the largest proportion explores the effect of consumer
animosity on purchase behavior, namely willingness to buy (Hoffmann et al., 2011;
Hong & Kang, 2006; Klein et al., 1998; Leong et al., 2008).

Klein et al. (1998) test the impact of animosity and find that consumer
animosity can have a direct impact on purchase behavior, which leads to a lower
willingness to buy foreign products from hostile nations. Similar results are observed
in Amine et al. (2005) and Hoffmann et al. (2011). They also conclude that people
have lower intentions to buy products from countries that consumers are angry about.
Moreover, consumer animosity is examined to have a negative impact on purchase
behavior at moderate or even low levels (Klein, 2002). This negative effect is stable
across different animosity dimensions. Leong et al. (2008) test the animosity effect
under both stable and situational animosity and indicate that both significantly
influence consumers’ purchase intentions. What’s more, the effect is demonstrated to
extend into boycott, product judgment, and so on. More specifically, Lee and Lee
(2013) update the finding on animosity’s effect by distinguishing historical animosity
and contemporary animosity. They argue that animosity’s effect is attenuated over

time. Although both animosity dimensions are found to be related to consumers’
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willingness to buy foreign products, the effect is stronger during the dispute rather
than after.

Thus, the animosity effect is stable in a variety of categories and industries.
Consumer animosity has been shown to influence consumers’ selection for all goods,
even food. In addition, the negative effect could be extended to the services market
(Klein et al., 1998; Riefler & Diamantopoulos, 2007). Further, the industrial market
also reports similar results, albeit with less pronounced effects (Edwards et al.,
2007).

Scholars have aimed to validate the animosity construct in different countries.
Not surprisingly, consumer animosity plays a negative role in consumers’ purchase
behavior between countries such as China and Japan (Klein et al., 1998), Iran and
America (Bahaee & Pisani, 2009), and Australia and France (Ettenson & Klein,
2005).

Accompanied by research on purchase behavior, many scholars also test the
impact on product quality perception. Klein et al. (1998) report no impact of
consumer animosity on product judgments, which is replicated in other studies, too
(Maher & Mady, 2010). However, not all scholars accept that animosity cannot
contaminate peoples’ judgment and evaluation. Some evidence is provided. Owing to
the emotional core of consumer animosity, it will influence affective evaluation of
products. Moreover, depending on the effect of animosity on purchase behavior,
consumers may be so angry that they devalue the product quality from hostile

countries (Leong et al., 2008; Rose, Rose, & Shoham, 2009).
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Previous studies have focused mainly on the consequences of consumer
animosity, and most of them show to us how the consumer purchase behavior have
been influenced. However, as stressed in the introduction section, few works pay
attention to how to solve the problem. There is possibility for the research direction.

Although animosity has been studied as a stable and extreme emotion that
cannot be changed in a short period and found to have a strong impact on purchase
behavior, the previous literature shows some possible and meaningful points for

research on diminishing consumer animosity.

2.1.5 Longitudinal Study of Consumer Animosity

Klein et al. (1998) point out that consumer animosity is so strong that its effect could
last for more than 50 years after the dispute. Some scholars replicate this finding by
using a similar measure in their studies (Amine et al., 2005; Fong et al., 2013;
Hoffmann et al., 2011; Klein, 2002). However, some findings demonstrate that
consumer animosity does decrease over time. In a longitudinal study, Ettenson and
Klein (2005) find that Australian consumers have a lower animosity level at the
second time point than at the first one. Riefler and Diamantopoulos (2007) are also
curious about scholars overestimating consumer animosity. Therefore, researchers
argue that time issues should be considered in the study of consumer animosity
(Lwin et al., 2010) and that animosity may not always be intense and can even

disappear (Lee & Lee, 2013; Maher, Clark, & Maher, 2010). Thus, here | propose
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that time could be the reasons for lower level of consumer animosity, some other
factors may also possibly influence consumer animosity, or diminish its negative

impact.

2.1.6 Factors to Reduce Consumer Animosity

In order to neutralize the negative influence of consumer animosity on consumers’
evaluation and purchase behaviors, we need to determine variables that can
positively influence these factors. This could help us find effective ways to mitigate
consumer animosity’s negative effect. Many ways are expected to be workable, such
as communication strategies, localized position, and reputation building to enhance
brand quality interpretation (Amine et al., 2005, Hong & Kang, 2006; Klein et al.,
1998). Jimenez and Martin (2010) argue that managers can build consumer trust to
increase purchase intention and counteract the negative influence of consumer
animosity. From their point of view, high consumer trust can insulate a brand from
negative impacts, and reputation is helpful to build trust. By applying an appropriate
marketing strategy, such as getting a tight connection with local partners or making a
contribution to the local community, companies can lower the negative effect of
consumer animosity by introducing and spreading positive news. In practice,
companies choose to engage in CSR activities to build their reputation. Thus, CSR
would be one direction for further investigation. Furthermore, Wagner, Lutz, and

Aweitz (2009) state that CSR is useful to maximize positive influences as well as to
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minimize negative effects. CSR makes people focus on the positive aspects and
distracts consumers from negative parts (Monga & John, 2008). Based on cognitive
dissonance theory (Festinger, 1957), in the face of new information that challenges
people’s original beliefs, they may “reduce the importance of opposing beliefs” or
“introduce new beliefs in order to change their balance” (Brkic et al., 2011). In this
way, a consumer may diminish his or her original animosity by introducing new
positive information, such as positive communication and reputation building

through CSR.

2.2 CSR

CSR has been paid increasing attention in the marketing literature as well as drawing
the notice of consumers recently. Many corporations are engaging in socially
responsible behaviors to advance in the marketplace. Data shows that 63.7% of
interviewed Chinese in 2010 believe that they care about CSR. In a survey of the
automobile industry, 76.7% of surveyed consumers would like to take a company’s
CSR performance into consideration when making purchase decisions (Zhao, 2010).
Not only consumers, but also company leaders indicate that CSR is an important
issue for them to do business (Sen & Bhattacharya, 2001). In particular, some
well-known companies are trying to adapt their marketing strategies to this new
market demand. For example, McDonald’s claims in its advertising and promotion

that it cares about people’s health. Not surprisingly, taking social responsibility is one
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of the communication fashions among companies. More than 4700 companies have
established related standards across different categories (Wagner et al., 2009), which
is consistent with consumers’ perceptions nowadays.

Many different definitions of CSR are given by scholars in the literature.
Although they focus on different aspects and argue different things, the majority of
these definitions mentions companies’ role in benefiting themselves as well as
society (Bhattacharya & Sen, 2004; Bowen, 1953; Brown & Dacin, 1997; Davis &
Blomstrom, 1975; Turker, 2009; Wood, 1991). In its early stages, CSR was regarded
as activities that “are desirable in terms of the objectives and values of our society”
(Bowen, 1953, p. 6). Wood (1991) clarifies this understanding by applying the term
corporate social performance, which is argued to be “a business organization’s
configuration of principles of social responsibility, processes of social responsiveness,
and policies, program, and observable outcomes as they pertain to the firm’s societal
relationships” (p. 2). After that, Brown and Dacin (1997) introduce a conclusive
definition: an “organization’s status and activities with respect to its perceived
societal obligations” (p. 68). Bhattacharya and Sen (2004) suggest a definition
corresponding to the changing market environment and again point out the
importance of stakeholders and societal obligations. This definition is consistent with
the broader concept introduced by Davis and Blomstrom (1975). They argue that the
construct is “the managerial obligation to take action to protect and improve both the
welfare of society as a whole and the interest of organizations” (Davis & Blomstrom,

1975, p. 6). Recently, Turker (2009) defines CSR as “corporate behaviors which aim
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to affect primary social, secondary social, primary nonsocial and secondary nonsocial
stakeholders positively and goes beyond its economic interest” (p. 413). To be
distinguished from corporate association , which focuses on companies’ abilities

related to products, CSR mainly deals with the relationship issues of a corporation.

2.2.1 Dimensions of CSR

Similar to the definition, various dimensions of CSR are provided by different
studies. Different criteria are used to classify CSR. Overall, all these classifications
are based on five basic dimensions, which are environment-based, community-based,
diversity-based, employee-based, and human rights-based (Dawkins & Ngunjiri,
2008). Similarly but more concisely, Castaldo, Perrini, Misani, and Tencati (2009)
classify the CSR construct into three dimensions, namely the environment dimension,
the consumer dimension, and the employee dimension. To be more specific, more
dimensions of CSR are included in this concept, such as corporate philanthropy,
cause-related marketing, minority support programs, socially responsible
employment, manufacturing practices, sustainable development, and ‘green’
company (Bhattacharya & Sen, 2004; Luchs, Naylor, Irwin, & Raghunathan, 2010;
Sen & Bhattacharya, 2001). The Corporate Social Ratings Monitor illustrates its
classification in a more systematic way. It addresses six broad domains for CSR:
community support, diversity, employee support, environment, non-US operations,

and products. Most of these domains have been operationalized as experiment
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materials in past research (Brown & Dacin, 1997; Brunk & Bluemelhuber, 2010).
Among these, environmental issues and community events rank as the most popular
topics (Dawkins & Ngunjiri, 2008).

Besides the classic dimensions, some scholars interpret CSR in their own ways.
Becker-Olsen, Taylor, Hill, and Yalcinkaya (2011) categorize CSR into global CSR
and localized CSR and argue that global CSR programs are more effective than
localized ones. In addition, implicit vs. explicit is another criterion for distinguishing

different dimensions (Hiss, 2009).

2.2.2 Influencing Factors of CSR

In the CSR literature, different kinds of variables have been tested. Oberseder,
Schlegelmilh, and Gruber (2011) summarize both central and peripheral factors that
affect CSR perception. They report that financial situation is the most important
factor to be considered. At the same time, peripheral items may include, for example,
the credibility of CSR initiatives, company image, impact on peers, information
available, and personal concern. Perceived CSR is also found to be predicted by
corporate-related factors, namely a company’s perceived financial performance,
perceived quality, and ethics statement (Stanaland, Lwin, & Murphy, 2011). Studied
as another corporate-related factor, top management teams (TMTSs) are considered in
the CSR field to test its effect on CSR performance. In their study, Wong, Ormiston,

and Tetlock (2011) explore how TMTs affect CSR performance and argue that there
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Is a positive relationship between TMT integrative complexity and CSR performance.
The more TMTs decentralize their power, the better the CSR performance expected.
Demographic variables have been tested in previous studies. Gender influences
CSR perceptions. Women are believed to rate CSR higher than men (Assiouras ,
Siomkos, Skourtis, & Koniordos, 2011). However, no linear relationship is found

between age and CSR perception (Tian, Wang, & Yang, 2011).

2.2.3 CSR and Consumer Behavior

CSR’s effect on consumer behavior, especially its influence on decision making, has
been given a large proportion of attention in marketing research. Given the
mechanism of working under the stimulus-organism-response line, Lii and Lee (2012)
illustrate how CSR information works towards different aspects. CSR initiatives are
first elicited and then recognized by receivers, which are then converted into the
consequent behavior or outcome. Different findings on the CSR effect are reported.

Most research indicates a positive effect. CSR information is found to not only
increase a consumer’s attitude (Becker-Olsen et al., 2011; Bhattacharya & Sen, 2004;
Brunk & Bluemelhuber, 2010; Lichtenstein, Drumwright, & Braig, 2004), evaluation
(Assiouras et al, 2011; Bhattacharya & Sen, 2004; Fong et al., 2012; Brown & Dacin,
1997), perception of well-being, positive word-of-mouth, support for the company
(Bhattacharya & Sen, 2004), and consumer loyalty (Gurhan-Canli & Batra, 2004),

but also have a great impact on increasing purchase behavior and patronage to
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products (Castaldo et al., 2009; Sen & Bhattacharya, 2001; Tian et al., 2011; Wagner
et al., 2009). More studies report positive examples in the field of reducing perceived
risk, increasing brand awareness, brand trust, publicity, brand identification,
consumer—corporate connection, and financial performance (Castaldo et al., 2009;
Fong et al., 2013; Perez, 2009). If a company does really well in CSR, consumers
may switch brands and choose new ones with higher levels of CSR initiatives
(Assiouras et al., 2011). Some of them would even pay extra money to reputable
CSR companies (Castaldo et al., 2009; Lin, Chen, & Lee, 2011). The effect of CSR is
reasonably stable and this has been confirmed in various of industries, from FMCG
to durable products, such as food, furniture, and machinery (Krumwiede, Hackert,
Tokle, & Vokurka, 2012). In addition, the effect is found in many countries, such as
in Greece, Mexico, South Africa, the US, Hong Kong, and China (Assiouras et al.,
2011; Bechker-Olsen et al., 2011; Dawkins & Ngunjiri, 2008; Luchs et al., 2010;
Ramasamy, Yeung, & Au, 2010).

Nevertheless, the CSR effect is not always positive. Some studies report no
influence on certain items. For example, Gurhan-Canli and Batra (2004) find that
environment-based and community-related CSR activities do not influence the
perception of quality. Similar findings are shown for the diversity dimension (Sen &
Bhattacharya, 2011). In addition, corporate financial performance and consumer
purchase behavior are indicated to have no relationship with CSR in some studies
(Pullig, Netemeyer, & Biswas, 2006). The situation mentioned here could be true,

because no one is sure that CSR can always be perceived as that “good”, especially
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when consumers show no support (Krumwiede et al., 2012). Or there may be
“hypocrisy”, which means “the belief that a firm claims to be something that it is
not”. Consumers may be curious about the real motivation behind CSR activities,
which might not be as charming as initially supposed.

The role of CSR is even further claimed to be negative in some instances.
Previous studies have illustrated that CSR can reduce sales, lower consumers’
purchase behaviors, and decrease donations (Bhattacharya & Sen, 2004; Lichtenstein
et al., 2004; Sen & Bhattacharya, 2001). The effect is more obvious in a situation
with high product quality. Here, consumers may have a belief that companies are
sacrificing quality to become better known.

Given that CSR may have either positive, negative, or no effect on purchase
behavior, no research has been done on its working effect of reducing the negative

impact of consumer animosity. This is the main concern of the present study.

2.2.4 Influencing Factors for the CSR Effect

Both company-based and consumer-based factors have been found to influence the
CSR effect. The fit between CSR association and the company as well as consumer
support for the company are addressed in previous studies as two moderators. The
more support from consumers, the more favorable they perceive CSR. Similarly, the
higher the fit between CSR initiatives and a certain company, the more positively

consumers react towards the company (Bhattacharya & Sen, 2004; Oberseder et al.,
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2011; Sen & Bhattacharya, 2001). When looking from the consumer’s side, specific
factors can affect the CSR impact in different ways. For example, when a consumer
has more CSR information at hand (Oberseder et al., 2011), a higher processing level
of the information, with higher awareness of CSR activities (Tian et al., 2011), and
positions higher relevance towards the company (Lin et al., 2011), the CSR effect is
stronger. In addition, CSR value has been proven to be influenced by different
information processing styles. Multi-country research predicts
individualism/collectivism differences in CSR values (Dawkins & Ngunjiri, 2008).
Individualism and collectivism are two important characteristics for classifying
Westerners and Easterners. The results are confirmed by Ramasamy et al. (2010),
who report a higher demand level of CSR by Asian consumers, given that Asian
people are labeled “collectivists” in the literature as well as holistic thinkers. That is
why this thesis predicts that different thinking styles affect CSR, namely there is a
difference between consumers with different thinking styles (holistic and analytical
thinkers).

Since CSR’s effect is dissimilar in all situations, as illustrated above, there is
one possibility that people are more sensitive to negative information; thus, negative
CSR is believed to asymmetrically influence consumer judgment (Bhattacharya &
Sen, 2004; Lin et al., 2011; Sen & Bhattacharya, 2001). For the same CSR
associations (in this study positive CSR associations), different consumers have
different perceptions. Normally, the effect of CSR is stronger for those who regard

CSR as more important (Klein & Dawar, 2004; Sen & Bhattacharya, 2001). From
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Tian et al.’s (2011) understanding, these people are women, with a high education or
income, that have hope and gratitude (Giacalone, Paul, & Jurkiewicz, 2005).
Accordingly, in Klein and Dawar’s (2004) study, the CSR effect influences the
consumer behavior of those individuals who perceive to be CSR important rather

than those who do not.

2.3 Thinking Style

Given that CSR is useful to diminish the negative impact of consumer animosity, one
question needs to be answered: does this work for global consumers? It is possible
that consumers react differently towards the same CSR associations. Therefore, CSR
associations may work better at mitigating the negative influence of consumer
animosity for some groups than others.

Consumers today are exposed to a vast variety of information during the
purchase process. They make decisions by relying on the sources. As introduced in
the previous section, boycott and low purchase intention are consequences of
consumer animosity, and anger (animosity) is triggered from certain information (e.g.
historical, military, and political information). A consumer cannot be angry for no
reason. For instance, consumers access reports on the news that make them angry.
Not only is the information information, but also feelings can work as information

based on the feelings-as-information theory (Wyer & Carlston, 1979). Even anger
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can serve as information to help people make decisions, including purchase
decisions.

Given that animosity is associated with information, CSR is also related to
information. According to the definition of CSR, it refers to the welfare of both firms
and society (Sen & Bhattacharya, 2001). What companies engage in and what they
report form their CSR activities. CSR tells consumers a firm’s actions related to
community support, diversity, employee support, the environment, non-US
operations, products, and so on. Therefore, for consumers, CSR is a type of
information that they rely on to make judgments. Whether these activities are
organized well is a valuable resource that could be used as information to influence
consumer behavior.

Considering that both consumer animosity and CSR are information, how
individuals process information influences the interaction between consumer
animosity and CSR. According to information processing theory, the
systematic/heuristic dual process (Chaikens, 1987) engages in two process routes:
one is more contextualized, while the other one is more decontextualized.
Contextualization promotes people to rely on the contextual background and to
consider more related information (holistic thinking). By contrast, decontextualized
processing refers to considering a problem in a more controlled, context-independent
way, which is labeled as “analytical” processing (McElroy & Seta, 2003). Therefore,
holistic and analytical thinking styles are selected to examine its influence on

information processing, specifically information on consumer animosity and CSR.
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Nisbett, Peng, Choi, and Norenzaya (2001) define ‘“holistic thinking” as
“involving an orientation to the context or field as a whole, including attention to
relationships between a focal object and the field, and a preference for explaining
and predicting events on the basis of such relationships” (p. 293). They believe that
holistic individuals focus on relationships, connections, and broad areas. By contrast,
the definition of “analytical thinking” is as “involving a detachment of the object
from its context, a tendency to focus on attributes of the object to assign it to
categories, and a preference for using rules about the categories to explain and
predict the object’s behavior” (p. 293). Analytical thinking promotes people to focus
on attributes and concrete components. Holistic thinking makes people focus on the
contextual connection between objects, while analytical thinking makes people pay
attention to attributes and categories (Monga & John, 2007). Differences are also
found embedded in the cultural context. Holistic thinking is dominant in Eastern
culture, while analytical thinking is more pronounced in Western society (Choi et al.,
2003; Monga & John, 2007, 2008).

Complex causal theory explains the difference between holistic and analytical
thinkers. It is believed that since holistic thinkers have more complex beliefs about
causality, they consider more information during a thinking process than analytical
thinkers (Choi et al., 2003). This phenomenon is also documented in the cultural
context. The self-construal literature indicates that when a person needs to depict his-
or herself, there are two paths: one is interdependent and the other is independent

(Kuhnen, Hannover, & Schubert, 2001). Interdependent individuals are frequently
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observed in Eastern culture, and they define identity based on social self-description.
In this way, people consider more related things, which this consistent with holistic
thinking . By contrast, an independent person only uses autonomous characteristics,
which normally isolate him or her from the whole field. That’s why more holistic
thinkers are observed in Eastern society, while analytical thinkers are dominant in
Western culture. Experiments demonstrate that when looking at a picture, Eastern
people focus on the whole picture including the background, whereas Westerners

only pay attention to the focal objects (Monga & John, 2007).

2.3.1 Differences in Thinking Styles

Previous studies have found that holistic thinkers process more information and
consider more situational context factors when making decisions (Choi et al., 2003;
Kuhnen et al., 2001); they also focus more on background information than
analytical thinkers (Monga & John, 2007; Nisbett & Miyamoto, 2005). This is
confirmed by Choi et al.’s (2003) exclusion experiment, which finds that during the
exclusion process, holistic thinkers exclude less information and have more resources
left than analytical thinkers. Moreover, holistic thinking interprets things as whole,
while analytical thinking considers them to be separate.

Some variables have been found to influence thinking styles. Even though
holistic/analytical thinking styles are regarded as highly related to cultural issues as

well as reasonably stable, holistic/analytical thinking can be elicited. McElroy and
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Seta (2003) argue that personal relevance plays a role in promoting different thinking
styles. For instance, in a high personally relevant situation, people adopt an analytical

thinking style. Holistic thinking is dominant when no relevance exists.

2.3.2 Thinking Style and Negative Publicity

Normally, people are more sensitive to negative information, which influences
consumer decision processes to a certain extent. Based on cognitive dissonance
theory (Festinger, 1957), a conflict exists when a person is exposed to inconsistent
information. He or she has to decide which is more important and which to use to
make the final decision.

In today’s market, a frequently observed phenomenon is negative publicity.
Companies can sometimes experience negative events and consumers can access this
negative information easily. According to cognitive dissonance theory, how the
information is perceived may lead to different results. Although previous research
has addressed factors to reduce the negative effect of negative publicity, such as
brand commitment and positive brand communication (Monga & John, 2008), this
thesis suggests that different thinking styles play an important role. Monga and John
(2008) believe that holistic thinkers are less sensitive to negative information if a
brand suffers negative publicity and fewer alternative attitudes exist. Because holistic
thinkers take more situational factors into consideration, they are more likely to make

external attribution and think the brand is less responsible for the negative result.
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Combined with the reviewed literature, even though animosity is a negative
emotion experienced by consumers, it is elicited and triggered by negative
information. At the same time, CSR information is regarded as positive. Different
thinking styles are believed to affect the processing of these different values of

information, which contributes to decision-making and consumer behavior.
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Chapter 3 Research Framework and Hypotheses Development

3.1 Framework

Based on the literature review in chapter two, the research idea is presented in the
proposed framework (Figure 1). It proposes to examine the effect of consumer
animosity. The primary purpose of this study is to find whether the negative effect
can be mitigated by considering other factors, such as CSR information and different
thinking styles. Firstly, 1 propose that consumer animosity has a direct effect on
consumer purchase intention. There is a negative relationship between these two
variables. CSR information has a moderating effect on the relationship between
consumer animosity and purchase intention. A high CSR level diminishes consumer
animosity’s negative effect. More importantly, different thinking styles influence the
effect of CSR on the relationship between consumer animosity and purchase

intention. This chapter addresses the relationship in more detail.
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Figure 1 Conceptual Framework

3.2 The Impact of Consumer Animosity on Purchase Intention

Different emotion types have been studied in the psychology literature. Different
impacts have been observed related to different emotions. Based on causal attribution
theory (Folkes, 1984), anger is highly associated with the internal locus of control,
highly stable, controllable attributing behavior. In addition, this attribution behavior
leads to complaints, revenge, and so on. In marketing, frequently observed behaviors
for consumers’ angry emotions are negative word-of-mouth, lower purchase intention,
and even boycott (Nyer, 1997). Consistent with the negative effect of anger, Klein

et al. (1998) argue that people have a lower willingness to purchase products from a
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certain country if they have feelings of animosity. Given the statement above, here is
the hypothesis:
H1: Consumers with a higher (lower) level of animosity towards a hostile

country have a lower (higher) intention to buy products from that country.

3.3 The Moderating Role of CSR

According to corporate identity theory (Balmer & Soenen, 1999), CSR is an effective
way for companies to promote positive images to consumers. CSR information can
help consumers identify the connection between themselves and companies. Even
though Bhattacharya and Sen (2004) address the negative effect of CSR information
on consumer purchase behavior, most previous research demonstrates CSR’s positive
effect. This study also attempts to examine the valence of the effect. Based on the
previous literature reviewed in chapter 2, many studies report the positive effect of
CSR. This effect is documented by a positive word-of-mouth, favorable evaluation,
sense of well-being, and support for the company.

According to cognitive dissonance theory, when people encounter information
that challenges their prior attitudes or beliefs, they lower the importance of conflict
information, add useful information, or reduce the conflict information (Festinger,
1957). People engage in this cognitive path to balance information. Hence, when
faced with the conflict of dual information processing, individuals apply the

cognitive dissonance process and make adjustments to achieve a balanced situation.
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For consumers with animosity, new positive information may affect the original
negative effect of the negative emotion. Specifically, since consumer animosity
comes from the negative resource, and CSR is also a type of information for
consumers, | predict that CSR information alters or reduces the negative effect of
consumer animosity on purchase intention.

Attribution theory can explain the mechanism. According to causal attribution
theory (Folkes, 1984), attributing behavior is composed of three dimensions: the
locus of control, whether attribution is internal or external; controllability, whether
the effect is controllable by actors; and stability, whether the impact is unchanging.
Folkes (1984) demonstrates that angry people regard things as internal, controllable,
and stable when encountering negative events. In other words, consumer animosity,
an angry feeling, makes consumers believe that negative events (historical, military,
and other reasons for consumer animosity) are controllable by hostile countries and
the impacts are stable. In this circumstance, everything related to the actors are
regarded as attributing objectives. Thus, the hostile country and companies from that
country are held responsible for the negative consequences. However, Klein and
Dawar (2004) illustrate in their study that CSR’s halo effect could spill over to
consumers’ product judgments or even their attribution behavior. The attribution
behavior of consumers with animosity could be altered by CSR. CSR associations
help consumers divert companies from hostile countries and make consumers believe
that CSR companies are disassociated with what the hostile country has been

responsible for. In this case, CSR association alters the internal, controllable, and
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stable attribution to an external, uncontrollable, and less stable one. Moreover, the
subsequent product judgment and purchase behavior is then counteracted. For
instance, if consumers believe that a company is responsible for a negative event in
the intentional market together with the hostile country, they are more likely to make
an internal, controllable, and stable attribution for that company. After receiving CSR
information, consumers like to believe that negative things happen outside the firm’s
control. Since external attribution can reduce the impact of negative events (Klein &
Dawar, 2004), this helps insulate firms from negative outcomes such as consumer
animosity. Consequently, the animosity effect is diminished by CSR associations.
Different perceived levels of CSR have different effects on consumer animosity. The
hypothesis is thus proposed as below:

H2: CSR moderates the relationship between consumer animosity and purchase

intention. The negative effect of consumer animosity on purchase intention is

decreased under high CSR rather than low CSR.

3.4 The Moderating Effect of Different Thinking Styles

Holistic thinkers consider more external and contextual information, and thus they
are more prone to external attribution. Therefore, they are less sensitive to negative
information. For consumers with animosity, holistic thinkers attribute negative events
to external uncontrollable factors; they do not think companies should take serious

responsibilities, so they are less sensitive to negative events. On the contrary,
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individuals with analytical thinking styles process information in different ways.
When encountering negative information, analytical thinkers pay less attention to
contextual or external factors; rather, they care about internal attributes. Thus, angry
people that have a dominant analytical processing system are more likely to make the
internal, controllable, and stable attribution when encountering negative
consequences, just like the normal case of people with angry feelings.

Following the arguments of cognitive dissonance theory and attribution theory
above, different information processing routes could influence the way of processing
information. According to the Heuristic-Systematic Model (Chaikens, 1987), people
may focus on either central or peripheral resources when comprehending certain
information. To be more specific, when facing different types of information, people
focus either on the whole or on part of the whole. This leads to different thinking
styles: holistic versus analytical. Then, people with different thinking styles have
different constructions of positive and negative information. Specifically, consumers
with different thinking styles weight animosity and CSR differently for purchase
decisions. Since holistic thinkers are believed to be less sensitive to negative
information and consider things as a whole (Monga & John, 2008), this group of
people weight CSR information more compared with analytical thinkers. By contrast,
analytical thinkers believe that firms’ activities on good aspects are separate from
negative events, and doing good cannot be helpful for companies. Analytical thinkers

still believe that firms should take responsibility for negative results, and CSR

40



associations are not useful for diminishing the negative influence of consumer

animosity. Therefore, | give my hypothesis as:
H3: Different thinking styles (holistic vs. analytical) influence the moderating
effect of CSR on the relationship between consumer animosity and purchase
intention. When the holistic thinking style is dominant, the moderating
influence of high (vs. low) CSR on the effect of consumer animosity is stronger.
By contrast, when the analytical thinking style is dominant, the moderating
influence of high (vs. low) CSR on the effect of consumer animosity is weaker

or it has even disappeared.

41



Chapter 4 Methodology

4.1 Exploratory Study

4.1.1 Design

The exploratory study aims to obtain preliminary knowledge about the research topic
and to test the proposed study design. It aims to test the framework to find out the
problem in manipulating materials. By uncovering the weak points of the study
design, it can be beneficial for the improvement of later study designs.

A 2 (consumer animosity: high vs. low) x 2 (CSR: high vs. low) x 2 (thinking
style: holistic vs. analytical) between-subjects factorial design was carried out. Japan
has been shown in most studies as a hostile country because of its complex
relationships with other countries in the global market (Riefler & Diamantopoulos,
2007); thus, this study chooses Japan as the target country. Canon was selected
among 13 Japanese brands for its high familiarity among consumers based on the
pretest results. Canon should be able to stand as a representative brand to test the
effect of consumer animosity. The camera was selected because it is affordable and
easily accessible to our subjects. To manipulate animosity into a high level,
participants read a piece of information regarding the relationship between China and
Japan. Here, the specific case was the Diaoyu Islands dispute. The low level of
animosity was treated by giving subjects a basic geographic knowledge of Japan. In
order to obtain different levels of CSR, Canon’ s goal and philanthropic activities

were used to prime the high CSR level, while only basic introduction on Canon’s
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goal was used to prime the low CSR (see Appendix A for information). Different
thinking styles were measured directly by using Choi et al.’s (2003) measurement
scales. After testing the reliability in the pretest and in order to simplify the

questionnaire, only section (b) of the measurement was adopted here.

4.1.2 Procedure

Since this study is an exploratory study, its objective is to assess whether the
framework is workable and to test the research method and experiment materials. In
total, 122 adult consumers were recruited from an online survey pool. It was a
scenario-based computer-type experiment. Subjects first read two paragraphs: one
provided information on consumer animosity and the other CSR information. They
read both materials at the same time for each construct. Each construct was
manipulated with either a high or low level. Then, they were asked to answer
questions about consumer animosity, CSR, holistic/analytical thinking styles, and
purchase intention. Three items from Tian et al.’s (2011) study were used to measure
consumer purchase intention. Three items from Klein et al.’s (1998) study were used
to test consumer animosity. To measure CSR, Brown and Dacin (1997)’s three-item
measurement scale was used. Choi et al.’s (2003) three-item scale was used for

thinking style measurement.
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4.1.3 Findings

The manipulation check for consumer animosity was successful. Participants in the
high consumer animosity group have higher animosity (M = 6.16, SD = .84) than
people in the low condition (M = 5.48, SD = .90, F (1, 120) = 18.25, p = .000). The
consumer animosity level for both high and low groups are pretty high, because the
test was carried out in November, 2012 when the tension between China and Japan
was still very strong. The manipulation check for CSR is also successful. There is a
significant difference between high CSR (M = 5.01, SD = .1.05) and low CSR (M =
4.30, SD = 1.16, F (1, 120) = 12.824, p = .000). Consumer animosity has a marginal
significant impact on purchase intention, while higher consumer animosity lead to
lower purchase intention (Muanimosity = 4.29, SDHanimosity = 1.35; Muanimosity = 4.65,
SDvanimesity = .82, F (1, 120) = 3.156, p = .078). There is a significant moderating
effect of CSR on the relationship between consumer animosity and purchase
intention in the exploratory study (F (1, 118) = 3.664, p = .058). However, no
significant results were obtained for the moderating effect of different thinking

styles.

4.1.4 Summary

This exploratory study confirms the negative effect of consumer animosity on
purchase behavior. It also demonstrates the moderating effect of CSR on the

relationship between consumer animosity and purchase intention. However, there are
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some weak points in the study design. Firstly, the manipulation for consumer
animosity and CSR should be improved. Because participants are exposed to both
manipulating materials at the same time, there may be contamination between
manipulations. A more rational process should be designed to provide different
treatments beyond subjects’ consciousness. This will be helpful to ascertain a true
causal relationship. In addition, there is no treatment for different thinking styles in
this exploratory study. The literature indicates that thinking styles may be embedded
in the culture. Therefore, even though split groups were used for the analysis, it is
possible that most participants have holistic thinking styles and that splitting the
groups cannot perfectly distinguish the difference between them. That may be the
reason for the non-significant results of the moderating role of different thinking
styles. This exploratory study uses online adult consumers to do the experiment.
There is possible noise raised. For example, no time constraint is applied.
Participants answer the questionnaire without the author’s control. To reduce the
noise of the subjects, more homogeneous subjects and a stricter experimental

procedure should be employed in the formal experiment.

4.2 Experiment

4.2.1 Design

Study 1 provides inspired results for the framework; however, based on the summary

of the weak points, Study 2 aims to fix the problems by improving these aspects. The
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present study uses a scenario-based lab-type experiment to test the hypotheses. A 2
(consumer animosity: high vs. low) x 2 (CSR: high vs. low) x 2 (thinking style:
holistic vs. analytical) between-subjects factorial design is conducted

Consumer animosity composed two levels in this study, high vs. low. This is
slightly different from previous research on consumer animosity. In the first study of
consumer animosity, Klein et al. (1998) test the animosity effect by supposing that
animosity truly exists and researchers just measure it directly. However, longitudinal
studies (Ettenson & Klein, 2005) argue that consumer animosity cannot always be
that strong and decreases over time. Scholars may have overestimated the negative
effect of consumer animosity in recent research (Riefler & Diamantopoulos, 2007).
Therefore, in this study | manipulate animosity into two levels, high vs. low. The
results are as expected by comparing the differences of the two groups. Another
variable in this study is CSR. Previous studies have demonstrated that a different
value of CSR would have a different influence. Here, the study operationalized CSR
into two different levels: high vs. low. It is expected that different levels of CSR have
different impacts on the negative effect of consumer animosity. Different thinking
styles contain holistic and analytical dimensions in this study, which is consistent
with the literature. Only one dependent variable in this study - purchase intention - is
measured. Since purchase intention is one of the most important variables for
studying consumer behavior in marketing, we examine how consumers react towards

animosity in terms of purchase intention in different situations.
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4.2.2 Subjects

Because of the concern about the online adult survey pool as mentioned in the
previous section, the present study uses a student sample to increase homogeneity
and reduce sample noise. A total of 225 university students from Guangzhou (Sun
Yat-Sen University, Guangdong University of Business Studies, and Guangdong
Pharmaceutical University) were approached in this study. Participants were asked to
voluntarily participate. Those who participated received either 10 RMB or a souvenir
to take part in the experiment. Thirteen questionnaires were either not finished or had
obvious careless answers (all questions were answered with the same value, for
example). These were excluded from the data analysis pool. leaving 212

questionnaires included in the final analysis.

4.2.3 Stimuli and Pretest

Selection of Country

In the previous literature, Japan has been selected most frequently for animosity
studies followed by the United States and Germany (Riefler & Diamantopoulos ,
2007). Not only historical reasons make Japan the most worthy country for study
(with the most complicated diplomatic relationships with other countries); its
unceasing conflict with China makes it urgent to test the recent animosity among
Chinese people. More importantly, it is meaningful to examine what factors play a

role in attenuating the negative effect of consumer animosity. Therefore, this study
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chooses Japan as the target country. In addition, | aim to put the study into a more
recent era and focus on political issues, which is different from previous war-based

and economic-based studies.

Selection of Product and Brand

After choosing Japan as the target country, a highly recognized product should be
used. By randomly interviewing students from Lingnan University, the camera was
pronounced most when they were asked “When talking about Japanese products,
what first comes to mind?” I believe the camera is a very good choice because it is
affordable to young adult consumers. Then, a pre-test was conducted to select a
suitable brand. A total of 54 online survey members was recruited for this test. They
were invited to complete the questionnaire in return for online shopping coupons as
well as other rewards. Thirteen Japanese camera brands were included in this pretest.
The brands were Sony, Nikon, Canon, Toshiba, Ricoh, Panasonic, Casio, Olympus,
Pentax, Hitachi, Sanyo, Fujifilm, and Sigma. Participants were firstly exposed to the
brand name as well as the logo, and then they were asked to answer multi-choice
questions. They could select as many as brands according to their knowledge. The
pretest reported Canon as the most recognized brand (selected 48 times) followed by
Nikon (37 times) and Sony (36 times). Canon was also reported as highly associated
with Japanese culture, highly recognized in advertisements, and frequently heard

from friends. Therefore, Canon is the appropriate brand to be used in this study.
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4.2.4 Stimuli Materials Used in the Study

At the stimuli designing stage, there was a special period because of the severe
dispute between China and Japan. The conflict between China and Japan was
provoked by the Diaoyu Islands issue (called Senkaku Islands by Japan). Chinese
consumers reacted strongly to this territorial dispute. A large number of
demonstrations spread throughout the majority of the big cities in China. The Diaoyu
Islands issue was thus selected as the high animosity manipulation, and news was
gathered from websites
(http://news.163.com/12/0911/11/8B49C7UV00014JB6.html). This resource was
selected because it reported news in an objective tone. No additional strong emotion
was expressed in the paragraph to minimize the contamination of priming materials.
In order to get usable materials for manipulating the high versus low level of
consumer animosity, 53 participants from the online survey pool were invited to
answer questions about their attitudes towards the news. First, they read a paragraph
on the Diaoyu Islands issue and then were asked to indicate their agreement from
among “I don’t like Japan”, “Japan should keep its hands off Diaoyu Islands”, and “I
feel angry for what Japan has done on the Diaoyu Islands issue”. These were adopted
from the measurement scale in a previous study of animosity (Witkiowski, 2000).
Participants indicated a high score on the scale for this news, which was believed to
be used as a trigger for high-level animosity in the study stimuli. A similar method
was used to find a relatively low animosity level resource. Different kinds of

information were included, such as the dispute on the Kuril Islands between Japan
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and Russia, the attack of the torch relay in Japan, and visiting the Yasukuni Shrine.
By using same procedure as above, the attack of the torch relay in Japan was finally
selected to operationalize low consumer animosity. Compared with the other two
pieces of information, the torch relay attack was recognized as a political issue
between Japan and China.

In order to ascertain appropriate CSR information, | used the original report
from a news website (http://tech.qg.com/a/20080514/000465.htm).  Minor
modifications were made to ensure the information was suitable for manipulation.
The news is good for using as high CSR-level materials, because it includes many
positive words to appraise Canon’s CSR activities. I created a fictional scenario to
stand as the low level by changing the donation number from 11 million RMB to 1
million RMB. | expected the 10 times difference to cause some differences in CSR
level.

Thinking styles are believed to be the main driving forces behind cultural
differences on consumer judgment and purchase behavior. Although these
characteristics are stereotypes, Choi, Nisbett, and Norenzayan (1999) argue that the
difference between holistic and analytical thinkers lay in their different weighting of
contextual factors. Consistently, other scholars conclude that thinking styles can be
influenced by contextual factors (Monga & John, 2007, 2008). Therefore, it can be
manipulated for people with dominant thinking styles (e.g., Chinese people are
believed to be holistic thinkers and Westerners are believed to think in an analytical

way). In order to manipulate different thinking styles (holistic and analytical), Monga
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and John’s (2008) procedure was adopted. Some psychological pictures (which can
trigger both holistic and analytical thinking styles) were downloaded from the
Internet. For each picture, people can find different things when focusing on either
the “whole” or on the separate “part”. Choi et al.’s (2003) thinking style
measurement scale was used to examine the effect. Unfortunately, no significant
difference was found in this manipulation method in the first stage for distinguishing
holistic thinkers from analytical ones. The images may have been difficult for people
to find certain things under the time constraints. Therefore, | tried another way.
Based on the argument in the thinking styles literature, holistic thinkers emphasize
relationships, while analytical ones pay attention to independent characteristics.
Kiihnen et al.’s (2001) method was thus considered. I picked out seven pairs of
words that stand for independent terms in order to elicit the analytical thinking style
from each of the different animosity-level paragraphs; seven other pairs of words
from the same paragraph were picked out after minor modification. Different from
Kiihnen et al.’s (2001) study, I changed the selected words into wrong but similar
characters to make sure that participants read the materials carefully. Participants
were asked to circle and write down the correct phrases. In order to make the
manipulation successful, this study combines the two methods together. First, a
simple picture was given to trigger different information processing systems (holistic
vs. analytical) and then participants had to circle certain wrong characters and correct

them.
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4.2.5 Procedure

Professors or class monitors announced the experiment recruitment at Sun Yat-Sen
University, Guangdong University of Business Studies, and Guangdong
Pharmaceutical University. The classes were told that a student from Lingnan
University was doing her MPhil thesis project and would like to recruit participants
for the study. In addition, the study was pencil and paper-based and would take about
10-20 minutes to complete. Those who wanted to participate would get either 10
RMB or a souvenir as a reward. After reporting that they would like to participate in
the experiment, the students were gathered in a classroom on the experiment day.
Before distributing the questionnaire, they were told again that the study is for
my MPhil thesis and there will be no personal questions referring to privacy. They
should be honest in giving their answers. They were told that there were two separate
studies. The first study was about thesis data collection, which aimed to examine
young people’s knowledge about the suitable usage of Chinese characters. The
second one was created by a professor (fictitious name) from Lingnan University,
who wanted to understand consumers’ reactions to Canon’s communication program.
Subjects were asked to remain silent during the whole process; no discussion was
allowed. After receiving the experiment materials, participants first read a paragraph
of introduction. Then, a picture of thinking style manipulation was shown to them.
During the experiment, participants were asked to view the picture (Figure 2) to help
them to be calm and concentrate on the following steps. A black and white picture

was printed on paper and both the holistic and the analytical groups looked at it.
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Some participants were asked to concentrate on the whole picture and tried to
examine what English characters they could find. In this situation, participants were
encouraged to look at things in a holistic way. If they use the supposed right strategy,
they would have seen the word “LIFT”. Others were told to focus on the third of the
five black polygons and write down how many lines they observed for that polygon
(the correct answer was 12) in order to represent an analytical thinking style.
Moreover, a second step of thinking style priming followed, making the combined
operation work. Following that was the character correction section. After finishing
that, they were thanked for participating in the first part and asked to have a break
before the second section. This was aimed to make participants believe that the two

experiments were separate to reduce the demanding effect.

Figure 2 Picture Used in the Experiment

At the beginning of the second section, introductions were again given to make
participants believe that they were joining in a market survey for Canon. In this part,
they firstly read a paragraph introducing CSR activities (which were used to
manipulate different CSR levels). Then, they were asked to respond to the questions
about purchase intention and the reaction to CSR information. The manipulation

check questions for animosity were also included. Some measurement scales for
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product quality and loyalty were tested in the questionnaire, which were outside the
scope of this study. A couple of demographic questions were also asked. After

completing the questionnaire, the participants were debriefed and thanked.

4.2.6 Independent Variables

Consumer Animosity

Political issues between China and Japan are thought to be suitable for
operationalizing animosity levels. In this study, there are two dimensions for
consumer animosity: high versus low level. Based on the pretest, the Diaoyu Islands

9 ¢¢

dispute is selected as the high animosity stimulus. News about Diaoyu Islands’ “sales

contracts” are ascertained online
(http://news.163.com/12/0911/11/8B49C7UV00014JB6.html). This is considered to
be appropriate because it illustrates the news objectively, with no subjective and
strong emotion imbedded. In addition, different from that encountered in the pre-test
when the tension between the two countries is still very high, participants react
towards Japanese-related issues in this stage more appropriately. The purchase
money as well as nationalizing policy of Japan towards Diaoyu Islands are enough to
elicit high animosity, meaning that the tested results of high animosity are more
realistic and reasonable here. The low animosity level is the torch relay attacks.
Original material is also obtained online
(http://news.qq.com/a/20080426/001505.htm). To remain consistent with the
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animosity news and keep a similar cognitive loading, the original CSR news is

simplified to a similar length as the animosity material.

CSR

As mentioned above, philanthropic information is selected to stand for CSR levels.
The final version for the high CSR level comprises community concern as well as
donation information. A table also shows Canon’s contribution to the Sichuan
Earthquake relief effort compared with three similar electronics companies. For the
high CSR level, Canon ranks top of the four corporations. In the low CSR level, no

community concern information is provided, while Canon’s donation is ranked third.

Thinking Style

In order to encourage participants to think in a holistic way, the words “household,
whole, stable, with, ownership, between, and relationship” in high animosity scenario
and “thousands, they, organization, some, chain, protect, and whole” in the low
animosity scenario are rewritten with similar but wrong characters (please see
Appendix B for details). These words are tested in a pretest to show the holistic
characteristics, which is useful to trigger a holistic thinking style. From the same
resources, “lord, member, government, self, private, he, and avoid” are selected from
the high animosity resources for promoting analytical thinking and “few, one,
destination, part, individual, and separate” are chosen from the low animosity

material. In each condition, there are seven rewritten characters. Similar words are

55



selected to keep the test consistent in the different conditions. For example,

consistent with “they” in the holistic priming materials, “he” exists in the analytical

group.

4.2.7 Measurement

Most scales used in this study are adopted from the previous literature, with only a
little revision. The original scales are in English, so a back-translated method is
employed. Bilingual colleagues help me translate the scales into Chinese and then
back-translate the scales into English (Bhalla & Lin, 1987). This process makes sure

the scales are accurate.

Consumer Animosity

Consumer animosity scales are used in this study to check the manipulation process.
Most studies of consumer animosity use the measurement proposed by Klein et al.
(1998). However, the measurement does not include any information about political
issues. In a later study, political-related animosity is directly measured by Witkiowski
(2000). The original version includes six items to measure US consumers’ animosity
towards China. Two of them are suitable for this study context and are chosen with
slight revisions. The two items are “Japan should keep its hands off Diaoyu Islands”
and “I feel angry towards what Japan has done on Diaoyu Islands”. Together with the

general animosity, “I don’t like Japan”, three items are used to measure consumer
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animosity. After testing in the pretest, the results show that including Diaoyu Islands
in the measurement scale may contaminate the manipulation. Hence, a final
seven-point bipolar scale is used to measure consumer animosity. Participants are
asked to rate their opinion on “Your attitude towards Japan” (1= dislike very much,
7= like very much), “You think what Japan has done on the affairs of other countries
is” (1= too little interference, 7= too much interference), and “You feel towards what
Japan has done on the affairs of other countries” (1= not angry at all, 7= angry very
much). Because the first item rates animosity level lower with a higher score, which
is opposite to the other two, this causes problems when participants were answering
questions. Thus, the first item is inconsistent with the other two items. Some subjects
believe that they should indicate dislike to Japan with a high score, and thus they
answer the first question with higher scores to indicate a higher dislike. In order to
carry out the analysis, | have to recode the first item to keep it consistent with the
other two. After recoding, all three items predict high animosity with a high score.
The Cronbach’s alpha for these three items is .652, which is lower than the
acceptable level (.70). When | use the answers of the first item before recoding, the
Cronbach’s alpha goes to -.012, which is low. After screening the data, | find some of
the participants misunderstand the scale, while others give the right answers. This
makes the whole scale reliability low. Therefore, I choose two of them to be included
in the following analysis. The Cronbach’s Alpha for the second two items is .736,

which is acceptable (Nunnally, 1978).
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CSR

The measurement of CSR is adopted from Brown and Dacin (1997). Participants are
asked to indicate their agreement on three items on a seven-point Likert scale. They
have to report to what extent they agree on “Canon is a socially responsible brand”,
“Canon is more beneficial to society’s welfare than other brands”, and “Canon
contributes something to society” (1= strongly disagree, 7= strongly agree). The
Cronbach’s Alpha for CSR is .725, compassing the acceptable value (Nunnally,

1978).

Holistic/ Analytical Thinking Styles

Choi et al.’s (2003) measurement for holistic/analytical thinking styles is used in the
pretest. Choi et al. (2003) categorize the original 10-item scale into two groups, a and
b. To make the scale shorter, this study includes only group b with four questions.
Participants are required to indicate to what extent they agree with the questions “It’s
not possible to understand the pieces without considering the whole picture”, “The
whole is greater than the sum of its parts”, “Paying attention to the field is more
important than paying attention to its elements”, and “A marker of good architecture
1s how harmoniously it blends with other buildings around it” (1= strongly disagree,

7= strongly agree). This selected four-item Cronbach’s Alpha is .723.

Purchase Intention
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Purchase intention is selected as the dependent variable in this study. Since previous
studies of consumer animosity have focused on the effect on this type of behavior,
the present study aims for consistency with previous research. Moreover,
ascertaining more knowledge about consumers’ purchase decisions and behaviors has
practical significance. In order to measure purchase intention, Tian et al.’s (2011)
three-item measurement scale is adopted. The slight change is made according to the
context of the present study. Participants are asked to show to what extent
(1=strongly disagree, 7=strongly agree) they agree with the statement: (1) If you
were planning to buy a camera, would you choose Canon? (2) Would you purchase a
Canon camera? (3) If a friend were looking for a camera, would you advise him or

her to purchase Canon? The scale had a Cronbach’s alpha of .835.

Measures Number of Items Cronbach Alpha
Consumer Animosity 2 736
Corporate Social Responsibility 3 725
Thinking Styles 4 723
Purchase Intention 3 .835

Table 1 Measurement Scales for Main Study
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Chapter 5 Results

5.1 Manipulation Check

According to the experimental procedure, subjects’ holistic/analytical thinking styles
are manipulated by the priming materials via two stages. To assess whether the
different thinking styles is primed successfully, a t-test is carried out. The t-test
results demonstrate that the manipulation process is successful for different thinking
style groups. There are differences between holistic and analytic priming conditions.
Participants for holistic group indicate a higher score (M = 5.35, SD = .93) on the
scale than people from the analytic condition (M = 4.97, SD = 1.06, t (210) = 2.814,
p <.05). That means after seeing the picture and reading the news report, subjects in
holistic group process information more holistically, while analytic group
participants perceive things in a more analytical way. Also, the similar technique is
used for manipulation check of consumer animosity and CSR. The t-test is also
conducted for them. The consumer animosity manipulation is assessed on two items
(see Chapter 4 for a description). Analyzing results indicate that subjects who in the
high animosity group perceive the consumer animosity level to be higher after
reading the news (M = 5.46, SD = .98) , meanwhile people in the low animosity
condition react with lower animosity to the news (M = 4.94, SD = 1.10), the
manipulation check is successful for consumer animosity ( t (210) = - 3.624, p
=.000). CSR is also primed into two levels by stimulus materials. Different donation

money (11 million vs. 2.5 million) and different information loading (combined two
60



types of CSR information vs. single type of CSR information) is used for CSR
operationalization. | find different donation money and different level of CSR
information loading together helps to give successful priming. There is a significant
difference between the high and low CSR groups. In the high CSR group, people
perceived the CSR activities of Canon to be higher (M =5.13, SD = .75) than people

in the low CSR group (M =4.36, SD =.93, t (210) = - 6.737, p = .000).

5.2 Hypotheses Testing

5.2.1 The Impact of Consumer Animosity on Purchase Intention

To assess the main effect of consumer animosity on purchase intention, one-way
ANOVA is conducted. The testing results reveal a significant difference in purchase
intentions between the two animosity conditions (F (1, 210) = 5.681, p < .05). The
purchase intention score in the low animosity group is higher (M = 4.86, SD = .91)
than in high animosity group (M = 4.53, SD = 1.13). People with higher consumer
animosity have comparatively low willingness to buy product from the offending
country. The first hypothesis is supported. So, consistent with earlier literature, in
recent China, consumers react to political-related animosity in the same way as the
previous study observed. The angrier a consumer feels, the less possible he will buy
products from the hostile nation. Consumers who have a higher animosity level
toward a certain country, they will have lower intention to buy products from that

country.
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5.2.2 The Moderating Role of CSR

Based on the literature review and the argument in the hypotheses developing part,
the hypothesis 2 is proposed to test the CSR moderation effect. The moderating test
of CSR aims to find out whether different CSR levels will have different impacts for
the effect of consumer animosity. In order to test this hypothesis, a two-way ANOVA
is done. The changing of the purchase intention score reflects an interaction of two
levels of consumer animosity (high, low) and two levels of CSR (high, low). Results
demonstrate that the moderating role of CSR is observed (F (1, 208) = 6.121, p
< .05). There is a significant difference in the consumer animosity’s negative effect
of different CSR levels. The negative influence of consumer animosity on purchase
intention is diminished in high CSR condition compared to the low CSR. Under the
low CSR condition, there is a relative difference of purchase intention between high
consumer animosity (M = 4.07, SD = 1.27) and low (M = 4.70, SD = .80). High
consumer animosity leads to a significant low willingness to buy. If we look at the
high CSR group, there is almost no different between the high animosity (M = 5.00,
SD = .71) and low animosity consumers (M = 4.97, SD = .97), even a slightly
increase in purchase intention is obtained. That means under low CSR condition,
consumers react in the same pattern as when no CSR information is considered. In
this condition, consumer animosity plays a great role in predicting consumer

purchase intention. The relationship will be different when considering the high level
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of CSR information. Under the high CSR condition, there is no difference to the
effect of consumer animosity on purchase intention between high and low animosity.
The CSR information attenuates the negative effect of consumer animosity. So,
hypothesis 2 is supported, respectively. The way of diminishing consumer
animosity’s negative influence is found and supported here. If a consumer has a
certain level of animosity, no matter high or low, adequate information about a
company’s highly engaged CSR activities will be useful to increase the consumers’

buying intention.

Dependent Variable: Purchase Intention

CSR
Consumer
High Low
Animosity
M SD M SD
High 5.00 71 4.07 1.27
Low 4.97 97 4.70 .80

Table 2 Results of 2 x 2 Analysis of Variance: Means Standard Deviations
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Figure 3 The Moderating Effect of CSR on the Relationship Between Consumer

Animosity and Purchase Intention

5.2.3 Three-Way Interaction of Consumer Animosity, CSR, and

Holistic/Analytic Thinking Styles

Previous literature shows that different information processing system may have
different impact on people’s purchase behavior, to be specific in this study, the
purchase intention. According to the literature, the interaction of consumer animosity
and CSR may have different results for different individual thinkers. To examine the
moderating effect of different thinking styles, a three-way interaction ANOVA is
used to help to find the impact. A significant difference is found between the
different think groups for the CSR moderating role in the relationship between
consumer animosity and purchase intention (F = (1, 204) = 3.698, p = .056). The

effect of CSR on the relationship between consumer animosity and purchase
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intention is stronger for holistic thinkers than for analytic thinkers. When holistic
thinking style is dominant, higher CSR has a stronger influence on attenuating the
negative effect of consumer animosity. It will increase the purchase intention
significantly. To be specific, for the holistic thinkers, when the CSR level is low, the
negative effect of consumer animosity is not affected. Higher consumer animosity (M
= 4.17, SD = 1.30) lead to lower purchase intention compared with low consumer
animosity (M = 4.81, SD = .88); when CSR is high, it can increase the purchase
intention dramatically even when there is high consumer animosity (Muanimosity =
5.24, SDpanimosity = .70; Mianiomisty = 4.82, SDianimosity = .96). When analytic thinking
style is primed, the effect of CSR on the relationship between consumer animosity
and purchase intention is weak or even disappeared. Specifically, for analytical
thinkers, the difference between the purchase intention for high versus low consumer
animosity is not significant in both high CSR (MHranimesity = 4.63, SDHanimosity = .57,
Manimosity = 5.13, SDranimosity = .97) and low CSR conditions (Muanimosity = 4.02,
SDHanimosity = 1.26, Manimosity = 4.53, SDranimosity = .64). The hypothesis 3 is supported,

respectively.
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Purchase
Intention

Dependent Variable: Purchase Intention

Consumer Animosity

High Low
Different
Thinking High CSR Low CSR High CSR Low CSR
Styles
M SD M SD SD M SD
Holistic 524 70 4.17 1.30 96 481 .88
Analytic 463 57 4.02 1.26 97 453 .64

Table 3 Results of 2 x 2 x 2 Analysis of Variance: Means Standard Deviations
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Figure4 Three-way Interaction of Consumer Animosity, CSR, and Holistic/Analytic

Thinking Styles

5.3 Summary

All the hypotheses are supported in this study. The main effect of consumer
animosity on purchase intention is confirmed. It indicates that by exposing to the
political dispute information, consumers are likely to have a certain level of
political-based animosity. This is the first time, for the author’s best knowledge, to
operationalize the consumer animosity by using priming materials. The present study

primed participants into high and low consumer animosity. So, this study avoids the
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overestimating problem (Riefler & Diamantopoulos, 2007). And it provides very
clear evidence for consumers’ different purchase behaviors under different animosity
levels. This study also provides other confirming evidence for the effect of CSR on
consumers’ purchase behavior. Previous studies have not reached an agreement on
the CSR’s effect on purchase behavior. Either positive, negative, or no effect has
been reported previously. This pieced of work adds another example to the positive
effect of CSR on purchase intention. More importantly, the basic contribution of this
study is hypothesis 2. It is the first piece of work to investigate the moderating role of
CSR on the effect of consumer animosity. The supported results illustrate that there is
potential for the consumer animosity to be attenuated. Corporate social responsibility
is a useful variable. High level of CSR can play a significant role in altering the
negative impact of consumer animosity. It can mitigate the bad influence of
consumer animosity on purchase behavior. By providing a high degree of positive
CSR information, consumer animosity may reduce its negative impact on people’s
willingness to buy product from the offending country. Another interesting finding of
this study could be the part when taking thinking style into consideration. None of
the previous research has related consumer animosity to people’s different thinking
styles. Because CSR is studied as the type of information in this study, and consumer
animosity also originated from negative news, the information processing way-
holistic/analytic thinking style is introduced. Results report a significant finding for
the three-way interaction. Different thinking styles (holistic/ analytic) moderate the

CSR’s effect on the relationship from consumer animosity to purchase intention.
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Normally, analytical thinkers are believed to be context independent, so their
animosity will be consistent across different contexts. In this study, the consumers’
angry feelings are observed across different CSR levels. In contrast, holistic thinkers
take into as much as information into consideration, and they are more sensitive
toward CSR information, so their decision will be influenced by different things,
which work together to influence people’s final decision. Thus, the interaction
between consumer animosity and CSR information works differently for holistic
thinkers compare to the analytical ones. For holistic thinkers, the CSR information is
more pronounced for them, and they are less sensitive to the negative information
(Monga & John, 2008; Ramasamy et al, 2010), so CSR’s moderating effect is
stronger for them. However, analytical thinkers process information in a more
decontextualization way, CSR information will have weak influence or no influence
for them. In this situation, CSR has weak or no influence on attenuating consumer

animosity’s negative effect.
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Chapter 6 Discussions and Conclusions

The first question of this study is thus: is it possible for companies to do something
to reduce the bad influence of consumer animosity? If so, how so? This study
proposes that certain variables influence how consumer animosity affects consumer
purchase behavior. The findings illustrate that CSR can decrease the negative effect
of consumer animosity on consumer purchase behavior. Thus, companies can reduce
the bad influence of consumer animosity by using CSR communication information.
More interestingly, holistic/analytical thinking works as a second moderator in the
study to influence the interaction between consumer animosity and CSR. For
different thinkers, CSR works differently for them. The company’s CSR strategy may
work efficiently for holistic thinkers while having no effect for analytical ones. The
results confirm the proposed hypotheses. The data analysis and results show how |
collected the data and ran the analysis. This chapter summarizes the results and
discusses the important findings. The contributions of the research are also
mentioned. Implications, limitations, and future research are finally included.

A series of statistical analysis are conducted to test the hypotheses. ANOVA is
used to examine the main effect as well as the interaction effect. The results help us
expand our understanding of consumer animosity as well as the role of CSR. If the
anger level is higher, namely if consumer animosity is higher, purchase intention is
lower compared with low animosity. The negative emotion can have a direct impact

on people’s willingness to buy. If a consumer perceives a certain country to be an
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offending target, then he or she will have a low probability of buying products from
it (Klein et al., 1998; Shoham et al., 2006). Two-way ANOVA is used to examine the
interaction between consumer animosity and CSR. The results show the respective
support for the hypotheses. If the high CSR level is adopted, the negative influence
of consumer animosity diminishes and purchase intention increases. The role of
holistic/analytical thinking is also documented. This study indicates that the CSR
effect works differently for different thinkers. Analytical thinkers consider CSR
information in the same way as predicted, namely it has a weak impact on the
negative effect of consumer animosity. Holistic thinkers consider the problem in a
more context-based way, take more possible information into consideration, and are
less sensitive to negative information. Therefore, despite a high consumer animosity
level, they still place much weight on CSR information when they make decisions.
By introducing new positive information, holistic thinkers reorganize the weighting
of positive and negative information, which means their antipathy is not stable across
different contexts (high versus low CSR level). Thus, the moderating effect of CSR is
more pronounced for holistic thinkers rather than analytical thinkers. Briefly, this
study provides more knowledge about holistic/analytical thinking styles, which can

contribute to both research and practice.
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6.1 Theoretical Contributions

This study contributes to research in different aspects, from its theoretical concept to
its methodology. First, it enriches the consumer purchase behavior literature,
providing insights into understanding consumers in different ways. Second, the
consumer animosity literature is extended into political-specific animosity for
Chinese consumers. Previous research on Chinese consumer animosity pays attention
to war- and economic-based animosity, whereas the present study focuses on political
issues. Third, CSR information has been introduced to the research area of consumer
animosity to better understand both concepts. Finally, individual thinking style plays
an important role in understanding the interaction relationship of consumer animosity

and CSR.

Recent Consumer Animosity in China

The most original and established study of consumer animosity was carried out in
1998, which is 15 years ago. Therefore, the findings of that study cannot represent
the situations faced by Chinese consumers nowadays. Even though most consumer
animosity research pays attention to the tension between China and Japan, very few
studies investigate the political-based animosity between China and Japan. Although
the political-related concept is included in Klein et al.’s (1998) animosity construct,
there is no direct measurement of the political-specific issue in that study. Most
research adopts their measurement scale directly, meaning that very few researchers

thus far have seriously examined political animosity. Witkiowski (2000) directly
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mentions political animosity and measures it in the US context. This study seeks to
analyze American consumers’ political animosity towards China. Therefore, this
thesis particularly focuses on the political issue between China and Japan.

In addition, previous studies emphasize consumer animosity on the prerequisite
that high animosity must exist among consumers. Riefler and Diamantopoulos
(2007) point out the problem and document the limitation of previous survey
methods. In the present study, | give different participants with different treatments;
therefore, after manipulating consumer animosity into high and low levels, the
observed difference in purchase behavior could be subject to different consumer
animosity levels. This study provides strong evidence of animosity among Chinese
consumers. More importantly, it reflects Chinese consumers’ reactions towards
recent political disputes (because the experiment scenario comprises real political

issues).

Interaction of Consumer Animosity and CSR
One significant finding of this study is the empirical validation of the moderating
role of CSR on the relationship between consumer animosity and purchase intention.
Previous studies report conflicting results for the role of CSR initiatives, whereas this
study confirms the positive effect of CSR, which can help reduce consumer
animosity’s negative impact.

Therefore, the biggest contribution of this study is on the moderating role of

CSR. This study firstly considers CSR’s role in consumer animosity. Different from
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previous studies, which primarily focus on the antecedents and consequences of
consumer animosity, this study does not keep the same track of the mainstream, but it
is rather organized based on practical marketing problems and demands. No
theoretical work has been performed on attenuating the negative effect of consumer
animosity and no conclusive suggestions are offered in the animosity literature.
Therefore, this work is the first to contribute to this field. Based on cognitive
dissonance theory, and confirmed by the experimental results, CSR is shown to be an
effective factor when encountering the consumer animosity effect. Given more
emphasis on the relationship, different thinking styles are included to make more
empirical contributions. Previous studies have argued that different thinking styles
influence consumer decisions and judgments. However, the findings have not been
implied in the research on consumer animosity. The present study distinguishes the
moderating role of CSR for different people. For holistic thinkers, CSR information
is perceived as more effective for reducing the negative influence of consumer
animosity. However, for individuals with an analytical thinking style, CSR has no
effect on diminishing consumer animosity. Further, holistic/analytical thinking has
been studied in the cultural context. However, Easterners and \Westerners are
believed to process information in different ways, and thus this study also contributes
to the cultural study to a certain degree.

Overall, the series of tests contribute to the understanding of consumer animosity.
They not only stress what variables can help reduce the negative effect, but also

elaborate on different work situations, e.g. holistic and analytical thinkers. Therefore,
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many useful aspects can be implied for practical businesses and to help managers

formulate reasonable marketing strategies.

6.2 Managerial Implications

An increase in the awareness of consumer animosity has been prompted by firms that
indicate that this angry feeling is essential when dealing with foreign markets.
Nonetheless, political issues have not been fully examined. The present study
demonstrates that political-related animosity can influence consumers’ purchase
behaviors just as other dimensions in China. Managers are encouraged to stay on
high alert for the tensions between the target marketing country and their own
country. This tension may arise not only from war and historical issues, but also from
political disputes. Keeping insulated from the damage of emotion, morality, or
whatever other reason helps companies survive in the competitive environment.
Therefore, it is better for managers to stay sensitive towards the political issues in the
international market, since some may hurt their company and brands. The results of
this study suggest that once animosity exists in the target market, managers should
consider examining the animosity level and then planning carefully a coping strategy.
Having the right coping strategy can help achieve better outcomes as well as save
costs.

Regarding a possible coping strategy, this study provides additional support for

the positive effect of CSR. It gives managers more convincing reasons for them to
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engage in CSR activities and offers reasonable support for communication programs.
Including CSR information in advertisements or other multimedia may help increase
purchase intention. Although most of the previous literature supports the possible
effect of CSR in dealing with crises, the significant moderating role of CSR in this
study suggests that different CSR inputs work differently towards various levels of
animosity. It is also important to note that only high CSR can explain consumer
animosity. In addition, managers should actively monitor their CSR associations
composed with multiple sources rather than single dimensions. For example, inspired
from this study, philanthropy and community-card associations together work better
than when philanthropy is adopted alone.

Most importantly, this study provides theoretical evidence for using CSR when
encountering consumer animosity. Managers can choose to communicate CSR
information to consumers if consumer animosity is observed. Delivering positive
information to consumers may mitigate negative results. When animosity level is
decreasing after a dispute, CSR communication could be utilized as a recovery
program. Compared with the low CSR level, high CSR can play an effective role.
Based on the experimental results, high CSR can improve purchase intention
markedly. However, managers have to be careful about their CSR strategies for
different marketplaces. For example, the CSR communication program may be
successful in one place but not work in another market. To be specific, given the
study’s results, highly promoting the CSR program may be useful for holistic

thinking consumers, but may get no payback in a market with analytical consumers.
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Therefore, it is encouraged to promote positive CSR communication with those
consumers who place high weight on relationships. However, if doing business in an
analytical marketing environment, paying too much attention to CSR activities could
be a waste of time and money. Therefore, when doing business in different markets
with different cultures, managers should invest more resources in Eastern markets. In
addition, how to adopt a CSR strategy in markets characterized by analytical thinking

styles still needs to be discussed for managers.

6.3 Limitations and Future Research

Some limitations accompany this study. Student samples were used in the experiment.
Even though homogeneous samples can help ascertain experimental results and
prove the robustness of the research findings, future research may use adult samples
to increase the generalization of the study. A real brand is used in this work. However,
although it better captures consumers’ reactions in a real marketing environment,
previous experience may contaminate the experimental results for some subjects. In
addition, Japanese brands seem to monopolize the camera industry; consumers
considered no alternatives. Thus, the camera category may not stand for the whole
picture of consumer behavior.

Future research may remedy these limitations. For instance, in future research,
an adult sample may be used to increase validity. Samples from different cultural

contexts (some from collectivism societies, while others from individualism cultures)
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may help identify the role of thinking style without manipulation. This is also a way
to test the framework within different contexts. Different product categories would
also provide interesting findings by considering durable goods as well as FMCG
products. Furthermore, in this study only two dimensions of CSR were included in
the test materials, namely philanthropy and community care. More dimensions
should be considered in the future. For example, diversity, minority-care, and
environmentally friendly could be tested as a single factor representing CSR in the
first stage, and then in the following part, a combined CSR strategy may also be
tested to find out the difference between different strategies. That will be more
helpful for practical implication. Not only the combination of different CSR
strategies, but also the match between the dimensions of animosity and CSR would
be more meaningful. For instance, examining whether community-care CSR works
better for political animosity than others contributes in practice. To test the
moderating effect of CSR, many factors could influence the process, such as
sensitive to CSR, support from consumers, and so on. Future research should
consider these factors.

The present study does not consider any mediator in the framework. It directly
tests the moderating role of certain variables. Therefore, future research might
introduce meaningful mediators to improve the framework. For example, attitude and
perceived risk are interesting factors to be studied.

Previous studies of consumer animosity are carried out from one side of the two

countries. However, tensions always happen between countries, so it would be more
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Interesting to test animosity levels from both sides at the same time. For instance, in
order to examine consumer animosity between Japan and China, both consumer
animosities from Chinese consumers towards Japan and from Japanese consumers
towards China can be examined at the same time. This would be more contributable
for scholars to better understand the animosity phenomenon. Future studies may also
examine the interaction between consumer animosity and CSR in other fields, for

example, their effects on brand attitude.
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Appendix A: Stimuli Used in the Exploratory Study

Consumer Animosity

Low Level

Original Chinese Version

EREORETHA, HARSE, BTREESR, SR EF AR
MAALR, SRRk HARELIRIRE ALK AR TR, 4EEERR,
M [ B UK O IEFRAHT R TEFE

Translate Version

Canon is a brand from Japan, which is an island nation, with a maritime climate.
Japan’s climate changed complex because of its mainly influenced by Pacific
Monson and Ocean Currents. The shape of Japan narrowed from east to west, and
with sub-tropical, temperate as well as sub-arctic climate from south to north.

High Level

Original Chinese Version

Rk E THA, ARG AERE, 95 11 H B4 116 (R E 10 1)
A, HARBUNSHEBFAER “ 837 RFEFERIENRSEE 7B “XEE
A7, “TSE” g#UN 20.5f2H T (A6 1L TRANRTD. HIk, HAZHRFEX
Byt By SERt R ¢ A ARETTEIEUE T RGO,

Translate Version

Canon is a brand from Japan. According to Japanese Media Report on September
11th at 11.00am (GMT 10.00am), the Japan Government formally signed the
“sales contract” of the Diaoyu Islands with so-called “Island main Kurihara
family” with a total of 20.5 billion yen (about 170 million yuan). Since then, the
Japanese authority on the Diaoyu Islands “nationalization” illegal approach was
officially inaugurated.
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CSR

Low Level

Original Chinese Version

HEREA T B BN, MR A& A s oy A=t B, ARz 3L
18] 2 JeAC AT A BRAL A i o R RE R ZF AL TS B0 38 H0AS B0 S AR AL . /NS AR AL
SNBSS . BB, miss B AL, MisRITEINL. NI
ITEIHL. BOEHL. BB B RIEHLSE .

Translate Version

Starting from its establishment, Canon kept pursuing the goal of creating
world-class products, actively promote the development itself with diversification
and globalization. The main product profile includes Digital SLR Camera,
Compact Digital Cameras, Interchangeable Lenses, Digital Video Camcorders,
Inkjet Multifunction Printers, etc.

High Level

Original Chinese Version

RN A HADNL LR, 8 LLEIE TR — ™ dhov A F Hbs, BUkaEsh Sl
7 22 T AN R BRAL A JE o A RETR RN AL 1) JiE B AN T AR 2 U SCRE, THINS 9 A
HAIFEVRHE, AR iEscildtm. A, Ao ERmnt, AR
o IR HIRRE, FERENARZ LI OIS, RS B A
Rk TAF. APy “Hpi 7, Km0k X R, EHb R R . 08 4]
I Rk & 08 4 5 H )1 i s Bt v, 8 2 O AR BE AAS W 4R 31 384,
i B RIXNRILEAEDR, 55 AT TS 4k 2 RO AL & 54 .

Translate Version

Starting from its establishment, Canon kept pursuing the goal of creating
world-class products, actively promote the development itself with diversification
and globalization. Canon knows very well it is impossible for corporations to
develop without the support from the community. When the society needs help,
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Canon never hesitates from the social responsibility. When face to the natural
disaster, Canon always actively took part in the recovering work with full of
enthusiasm. In fight against SARS, Southeast Asia tsunami disaster, Pu’er
earthquake, Canon cares with donated money and other type of help. It tried to
take the responsibility and be as good corporate.
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Appendix B: Stimuli Used in the Present Experiment

Consumer Animosity

Low Level

Original Chinese Version

IRERI i -PAER I S HAR AR 4 A 26 H 8 i 15 4 (AL 5Ti 18] 7 B 15
55) s AL BIE e KIESEANE 16 sh& B e H A K 46, HEIE H A RfE H
Jit 1A BT B B ARG K E, B3 R L AL R
{H UL H AR R 3 X3 9 B0 3t BAE KB AR IR I, AT KB
FHRIEI Rl — 24 B AR RER 320

HAA 328 KIETF A %4

PRI BB & KEBHRT RS AN, EKEFTA 18. 7 Tk
Xk AR LR, A 80 B KIEFHTT, WIBMARIE 85600 N. Aid, —LEH
AL T TR JIRAEB Y, BT T3, R RE KIEAE
Kl ——HBEAE, W EEHETFRT RS, PP <Rt dbn
WIZ” MHASG BN 3. Hia, AN94A RS T Hmdh E S %A
B2 TR E E b, AR EER, G20 4 [ EBEEAERN, s
BITLKEG. KEFBE GBS RET—ILER T 6 N, H4bF 4 40 E
B2 e S HARLG BT o b 245

KEFHEBTER IR, 26 H—KR, Wl Bz KRR E G PTisck E
FEIBIH AR REE U FRAE T i, — % E AT, 50kt
BEPE. HBIBARIE G RK, X 4% AIFA T,

Translate Version

Global times - the web news  On April 26, at 8: 15 am for the local time (at
7:15am Beijing time), the 16™ outside territorial stand of Beijing Olympic Games
torch relay started in Nagano, Japan. Chinese ambassador attended the ceremony.
Thousands of Chinese students came to welcome the torch, and the place became
a sea of the five-star red flag. But few Japanese rioters who were nationalists also
appeared at the scene of the torch relay. They threw things to the torchbearer and
made an international student's forehead wounded.

Japan's right-wing attack torchbearers and international students

According to organizing committee the torch relay for the Beijing Olympic
Games of Nagano city announced, in Nagano city’s 18.7 km of the torch relay
route, there were 80 torchbearers, and 85600 audiences along the way. However,
some Japanese right-wingers appeared at the scene of the torch relay, tried to
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interfere. At the end of the torch relay in Nagano, the park, part of the Chinese
students hand in hand to form chains, stop Japan’s right-wing groups who
shouting “against the Beijing Olympic Games” getting into the venue. During the
time, individual right-wing jumped on the Chinese students and grabbed the
Chinese flag. There are at least four Chinese students were injured during
protecting the national flag, with fortunately no big hurt. Nagano police have
arrested six people in the whole process. In addition, there are four Chinese
students were injured in the conflict with Japan's right-wings.

Nagano fire department said in 26th morning, there was a collision between
Chinese who were welcoming the Olympic torch and Japanese who showed
protest of the Olympic torch relay. A Chinese student’s forehead was injured, and
then was taken to hospital. Fire department officials said later that the student's
injury is not serious.

High Level

Original Chinese Version

CEABRPRIE Y 98 H ARG ARE, 9 H 11 H B 11 CIERNRE] 10 D) 72
A1, HABUR S840 5 Prig e« & 37 RIEFIRIEAEE 7 BI5 “ LRam
“TESE” GEN 20.5/HIG (LG LTROANRT. AL, HAESFEX
Sy SEptin) < EA” ARET IR E S AL,

PHANIK LG 11 HMRERE, 11 H LA, HARBUG A IR A R R
U w EIEARER M 2012 FEHUE R 2 2 20.5 12078 “Tl
Ky, DLSEIL R PR HZERER . 11 H B4 1AL,
HEOF EAS SRR XRA SR L&Y, bedsa HBUFR) “EAa” 5k
G

FAfEAA (B ) #E, HAEEKERNEECOE 11 EFRidE s R
gt CEA” TR R RSk CEAAT TR EMGE H AR TR EUR
R A BN T A [B], XS e R S5 AL — &R AL 25
B, X5 oAl [ ORI IX 2 [N 2% AL ARAT W L~ AR R I s, “ H 744
AT BIEEEm B P H R KR HAA EIRAG 7 I EE, B A D2
DA S SR H B2, “ HABUN @I SN ORIE 17 o7 PR 5 R H 7
HIAEAE L7

Translate Version

\ [ Huangiu Web Report] According to Japanese media reports, at about 11 o'clock
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on Sept. 11 (about 10 am for Beijing time), the Japanese government and so called
“island Lord” of Diaoyu island, Kurihara family, formally signed the “sales
contract”, the amount of “payment” is 2.05 billion yen (about 170 million yuan).
Since then, Japanese authorities’ illegal "nationalization™ policy on the Diaoyu
islands officially proclaimed.

According to Japan's NHK television, on 11st in the morning, the Japanese
government held a meeting among cabinet members. They officially decided to
take 2.05 billion yen out from the 2012 annual budget preparation costs to
“purchase” the Diaoyu islands, to realize the “steady and stable management” for
the Diaoyu Islands. At around 11 am on 11st, the government formally signed the
contract with Kurihara family, marked the effectiveness of the "nationalization”

policy.

According to Japan's “Yomiuri Shimbun”, that Japan's chief cabinet secretary
Fujimara claimed in the press conference in the morning of 11st for the
“nationalization” policy, saying: “the ‘purchase’ of the island and implementation
of ‘nationalization’ policy means that Japan's central government will have his
right to withdraw from private hands, and this is the necessary means to ensure the
island a part of ‘Japanese territory’. This should not cause any problems between
Japan and other countries and regions.” He also said, “Japan hopes it will never
affect the relations between China and Japan. Japan wants to obtain understanding
from China. It is very important to avoid unnecessary misunderstanding and
unexpected things”, “the Japanese government will acknowledge Japan’s attitude
and opinion in China through diplomatic channels in detail”.

CSR

Low Level

Original Chinese Version

2008 ££ 5 H 12 H'F, —ipsm bz agds 1 0014 SO B KRt X . i
XFRANE R 5, HERE A R g MK IXFEFR 200 57T, PIFEBIRIX AR
PRIEEAEIC . VNP RS E 07, ARFRAENS R, ERSE
T EPAT B DEFH WA KRB P EL A2, AERER AR AL
R MBIXARNE 50 50 N o 1 A [ 3 7 s A B i e 2 sh 5 HE BE A Bk i T
ffrly, HERESERIEEAE 5 H 14 HEA, HlEd HALHramhEIL 72
IBINIEME 200 JIu NIRRT, T FEWNZMIX 52 SREAR B RO e B TAF . £
RESR ML T Oy b= R X NSRBI AR T 250 JioT, JF HAFRREER
HERXTEDL, ROKIR S TS0 5.
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HERE R FAR [RI S Ak AR b 2638 s a4 L
PEIRERAE SR B R T ARSI i

0

o e ANRm) o ()
| 25369 240
15427 144
fERE 10050 97
P 9685 150

Translate Version

On the afternoon of May 12, 2008, a powerful earthquake struck Wenchuan
county of Sichuan province and surrounding areas. In the face of sudden disaster,
the Canon company decided to donate 2 million yuan to the stricken region to
help the people get through. As a member of Chinese society, President and chief
executive of Canon Mr Ozawa show tree came to the Red Cross society of China
at the very first time, donated 500000 yuan to the stricken region on behalf of the
Canon and the associated enterprises in China. And the employees of Canon also
care about the situation of China's earthquake disaster. Canon group headquarters
announced on May 14 that additional 2 million RMB will be donated by the
Japanese Red Cross to China Red Cross. It is used to assist the affected people in
the region for relief and reconstruction work. Canon group donated 2.5 million
RMB in total to China's earthquake disaster area people, and will continue to
focus on the disaster area, give maximum support and assistant.

Donation and Philanthropy Activities of Canon Compare to Other Companies

Average Donation Average Volunteered
Annually (Ten Activities Hours
Thousand RMB) Annually (Hours)
Hua Wei 25369 240
Haier 15427 144
Canon 10050 97
Siemens 9685 150

High Level

Original Chinese Version

VRN —Z AT 70 ZEEDLHIBR LR T, HEFEM 2009 FHEHE 30 1
‘Ao R IH 7, X R ERE “RBR AT IERIH . P,
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B HARESEERE L IBIRN, (R . BREOR, BHEE. RS A
G HhIC s A [ A B RO A AR R AR 5 SCAL I

BOEF] 2011 FFIR, HRECATE. R, REHICR T ER. ER. Ak,
PRI R AR S SO 28 e IR R 1 BT . XS SR IR
2 i B AR SO PR R T AR IS BT U R HLA IR RN, B e KT
AL TR RE S, DARSRIR 22 AR i) AR I8 DRI ) ik

2008 £F 5 H 12 H I, —ipsmflhiEagds 1 0014 SO B KR . i
X RANER I 5, HERE 2 7R E [F R XK 1100 378, IR IX AR
P HER . MNP EME 07, ERFREME -IEE, HEREH
HE EHRAT B DS WA KRB P EL A 72, AR SRR A
SERIXCIRIE 100 JI e NE T 1M RT3t 5 o 1 PR e B 22 335 g 4 ok 7
TRy, HREERBLEHAE 5 14 HEAN, Kl A AL ramfEILZ A+
SYIBINIEME 1000 e MR, T3 Bz X 52 SCRE A R f B i TAF .
EREER LUy R R X N AR AR T 1100 7378, JF HARFRFEE
RERXHITEOL, KBRS T SCRF 5 B XA 20 DY 1= 3R K
Al A AR B B B ATR OK T

R [F) HAt R S Al AR AR b 263 35 30t
PR IRR (Ie N B R T AR SRS

M) I (/D)
fERE 25369 240
IR 15427 144
R 10050 9
vaIF 9685 150

Translate Version

With 70 years of history and as a leading manufacturer of imaging
techniques, Canon launched the “intangible cultural heritage protection project” in
2009. This is the key project of the Canon “public image”: in China, the project
rely on the Canon professional team, use advanced technology of photographing,
video-taping to record representative intangible culture heritage of ethnic
minorities in scientific, systematic, in-depth and comprehensive way.

Until the end of 2011, Canon has recorded the giang and miao, bai, dai, yi
nationality's non-material cultural forms database completely, systematically, and
deeply to make the online museum. At the same time of donating to Chinese
intangible cultural heritage protection center for intangible research and protection
agencies, these resources also exhibited in large-scale cultural venues, to awaken
the public's the heritage protection consciousness.

On the afternoon of May 12, 2008, a powerful earthquake struck Wenchuan
county of Sichuan province and surrounding areas. In the face of sudden disaster,
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the Canon company decided to donate 2 million yuan to the stricken region to
help the people get through. As a member of Chinese society, President and chief
executive of Canon Mr Ozawa show tree came to the Red Cross society of China
at the very first time, donated 11 million yuan to the stricken region on behalf of
the Canon and the associated enterprises in China. And the employees of Canon
also care about the situation of China's earthquake disaster. Canon group
headquarters announced on May 14 that additional 1 million RMB will be donated
by the Japanese Red Cross to China Red Cross. It is used to assist the affected
people in the region for relief and reconstruction work. Canon group donated 11
million RMB in total to China's earthquake disaster area people, and will continue
to focus on the disaster area, give maximum support and assistant.
Donation and Philanthropy Activities of Canon Compare to Other Companies

Average Donation Average Volunteered
Annually (Ten Activities Hours
Thousand RMB) Annually (Hours)
Canon 25369 240
Haier 15427 144
Hua Wei 10050 97
Siemens 9685 150

Thinking Styles Corrected Characters

Holistic Thinking Style

For Low Consumer Animosity Level

BRI R-IAERPOE S HA A 4 26 H 8 I 15 73 (I RS E] 7 1 15
7),» AERTBRIE & KAEETAMER 16 vl e A A KE TG . A EEE H AR A
JE T AR A e BT [ B A A R K AE B R TR A (I
{HBLH A RO 32 S 00 D Hm] =25t AR JOEE IS, el kiR
TR R — 2 2B

H A FE& T KR F A 22

ERE A A RiE & 2 AR AE B i, ARETN 18.7 TKK
E AL L A 80 K KIETHR Sy, WM AL 85600 Ao ANid, —IEH
ATy 1k HE KIEARE B, AT T AERKEF RIS
Bp——HRAN, HohEEAEFRTRRER, MR R AE
Wig” WHAG RN . Hlal, A5 R 73 i E B 22 A 335
WA P [, AR R, A > 4 A E R, P
BT KEEETEAMESE SRS 3 7 6 A, i 4 4P E
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WA e 5 HARA B 7 R e i

KEFHPIAIIAR, 26 H— K, X Bz JCE R A B AR AR
Pt i) H AR RR 32 X 1R A T b, — A4 rp BBk T 0, Ja ik it
BBt THBTRAIE RRRAR, XAFE N HIFA .

Corrected Characters:
F>F, B4, #HIOH, K>, ES58, MR, >

For High Consumer Animosity Level

[EABRPRIE Y 8 H ARG ARE, 9 H 11 H B 11 CIERRE] 10 ) 72
A, HABURN S0 FTER “ 837 REFRIEAEE 785 “ LLEH”,
“TESE” GEN 20.5/HIG (LG LTROANRT. A, HAESFRXN M
Sy SEhtin) < EAL” ARET IR E S AL,

PHANIK HEM G 11 HYMRER, 11 HEA, HARBUGE ISR A R
=W EIERER N 2012 U R e 9 2 20,5 12H 78 “Tl
KRS, DLSEIUR Ry SRR H A EE . 11 H B 1IN A,
HEBOF ERIESR R KRG R LT, fedsa HBURR) “Ea” 5k
AR

FfEAA (B ) 8, HAEFKERNEEOE 1 B FRidE R
#tCEA” JTEAR: S RSk CEAAHT T EMGE H A R EUR
Re RN T AU el, Xt s OR S UsoN C AARGIE — & 52T
B, X5 oAl [ ORI IX 2 AN L 2% AEARA W L 7 AR R s, “ H 548
AT BIEAE R B H O KR HARA RIS 7 R ELR, 8 A 2
RN SR B, “ HARBUG 2l AU IE 7 5 VRl 5 /T H
A BRI

Corrected Characters

B, >4, F>F, 15>, H>F, W6, 2%

Analytical Thinking Style

For Low Consumer Animosity Level

IRERI - PR BRI S HAR SR 4 A 26 H 8 i 15 4 (AL HTi 8] 7 B 15
55) s AL BIE o KIEEANE 16 shZis e H A K 4. HEIE H A REH
J&8 T AR A . BT B A A SRR KHE, B3 N TR AR R
{H DL H AR R SCE N Al F 38 1 B K AE AL IE I, AT kAE
FP R I3 — B B R R 2 A
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H A FER KR T 22

PERE AL s & 22 AL HA N E G~ A, FEREFTTN 18. 7 KK
ARG E, A7 80 A KIETFHR T, WM ARIE 85600 N Aidf, —48H
ATy T ik MBUE KIEAE B, AT T AERKEF KUEAEIL
R —— & HAR, A E A TR TR, B SO E s
Wig” MHAGRAIKEEAN =Y. 8], BamlA 30740 a o B B 2 AR <F
W e A T b E g, R R R, A2 4 FhE AR, P
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KEFHPIAIIAR, 26 H— K&, WP EIE KR E AT E
P i) H A R = TR T i, L B2 AR BCR AT, e soset
EEBt. BB E G SRR, XA ARG A A E,

Corrected Characters
7&9;&’ %9%@?9?@, /ﬁj\eéj\’ Izl%e/l\’ %eéj\’ Zx%*

For High Consumer Animosity Level

[EABRPRIE Y 8 H ARG ARE, 9 H 11 H B 11 CIERRE] 10 D) 72
A1, HABUR S840 5 Frigp) « B RIEFRIEAEE 7 BI5 “ LLaH”,
“TSE” GEUN 20.5 /0T (AE LTRNRTD. Bk, HAMREXHE
Eyseiifty < EAL” ARE7 IR E S ROL

FEHANK LG 11 HU KRB, 11 H B, HARBUF BTSN &R A
U EIEGRER M 2012 SEE TSR W& A P &= 20. 5 12H 8 “Tl
KRS, DLSEIDR Y PR H A ERE . 11 H B 1IN A,
HBURF IER S RIFSAE & R LR, #nsdE HUERR) “BEAA 7 J7er ksl
G

AP AR EsEE) #E, AR EKERNEEEE 11 EFRidEs b
HtCEA” TR MR JRSEi R D5 ERE H A T R B
Re A RN T U], X OR B UER0y CHARSL — & i 25
B, X5 HAbE ZON X 2 18] AN N2 7 AR AR A fr) i B R R, “ H 544
AT BBREEm AT AR AKF . AR EREG TR, A5 2
DA S SRR 2L, HABUR I8 AN R [ b 5 VRS R H 5
HIAEAE L7

Corrected Characters

£> F, WO, E>EL E>8, AN, B>, #H->%k
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Appendix C: Sample Questionnaire Used in the Study

Original Chinese Version (Sample)

B, AT K¥iRr— AR

@ lngnaniii k@ % ROUETEET - TUER A bR

UnTversily TR, R Il A R A R AT T A

VA AN A8 1 B AL B AT ART 5o 445 1) i 2%

7SR EZIA I ), EARYE B OSSR, AT B R AT R . Wf

A [, EBER: FBEITHFILAK 8 S8 F K2 SEK 207, 7K4i. ME4H
chunzhang@ln. hk, HiiF: 00852-68434287. PB4 (IHC & !

OB TR, AEAATE RS R, TROARRE AR, FERH
1o J9 T BELLIEAE o T R A b AL T BE B E AT S RRIRAS, 1S FE — IR A BT A6
R R B, AR A BRATTRE A AT DA R R (8 4 R ORI Al L AR AR R T ORI
A H HLRE S IS 4T 1 K St

g, WEE NHLAROZWEHRE=A, O TEIE UG, 15 TR
FRERH=AROZUIVA LKL

BERECHEREERXE
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AR REAF O PR, AT UJHE T RS

KRR EA A B AT LA T A B BUAE AR AN T IR 7 (B RE L . B 2=,
RALZE 1) T AR ST #RAE W28 A LR SE A, B S5 P 28 SERITRITR A D - DR
RPN i = P11 157 A

BNRABOCy, BRI TR, 3 R BRI DS R 3K X S )

FRERAIR- TR BRI S B4 E i 4 B 26 B 8 &Y 15 % (JLIETE 7 6 15 %) |
JEFEE S KIEHEAE 16 SR BAKEFT A, FEEERAEHE T £EN
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ENEMORAEE CENENERBIG | 018 JEF RSN AAHE—E
£ SL 245,

AARGERTAEFNERE

BRETIIRERZLEINEBARZIRARLH ERKEHA 18.7 TARHEX/Z
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BOFEFFEFNFEARES  BAFR RNIERREHEFAARANKEAS
%, HEA , BAARD FIOPERZZLERTERZEFINTERE , #FRFEE
i, BED 4 BHEERERN , MEHTAB, <KBFEBEFEBRMIELSRES—
HEBETO6A, ZHNFA4BHTERFAEDZINEERRGE D FRPRPZA,

KEHBRERI1H , 26 B — KB, YPEE K ERY P E ARG WK IEEE L

BARRKENDFRETHE , CEFEFETIBITH , FREHER. HBHA
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1. VR AR T SO R Y IR A ) - AR R B SO IR AR TE S 1E R
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Translated (Sample)

Hello, I am an MPhil student studying in

Lingnon s ot 4 SR Lingnan University in Hong Kong. | am doing a
University study on youth’s usage of Chinese Characters.

Really appreciate your time for taking part in

the research, there is no question in the survey which could hurt your privacy and your
reputation, please answer with your truly thinking, and we will keep private for you. If you
have any questions, please contact: Chun Zhang, SEK 207, Lingnan University, 8 Castle
Peak Road, Tuen Mun, Hong Kong. Email: chunzhang@In.hk, phone: 00852-6843428.

Thanks again for your cooperation!

Psychological research shows that watching an appropriate picture can make people calm
down and be focus. In order to help you to be more focus and effective in the following test,
please look at the picture first, which can improve concentration. Then we believe you can
answer the questions very effectively. Hope you will get good results in the following test.

Ok, now please look at the third one of the five black polygons, watch it peacefully with few
seconds, and please tell us how many sides you see for the third black polygon.

Please write down your answer here
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After you think you are calm enough, we can start the task now.
This survey wants to learn how the young people familiar with proper Chinese characters
nowadays. In recent society, there is increasing number of studies and work to be finished by
internet and computers. With the development of internet words, more and more people have
no immunity toward the wrong characters.

Following there is a piece of small article with wrong characters in it. Please try your best to
find out these characters.

Global times - the web news  On April 26, at 8: 15 am for the local time (at 7:15am
Beijing time), the 16" outside territorial stand of Beijing Olympic Games torch relay
started in Nagano, Japan. Chinese ambassador attended the ceremony. Thousands of
Chinese students came to welcome the torch, and the place became a sea of the five-star
red flag. But few Japanese rioters who were nationalists also appeared at the scene of the
torch relay. They threw things to the torchbearer and made an international student
forehead wounded.

Japan's right-wing attack torchbearers and international students

According to organizing committee the torch relay for the Beijing Olympic Games
of Nagano city announced, in Nagano city’s 18.7 km of the torch relay route, there were
80 torchbearers, and 85600 audiences along the way. However, some Japanese
right-wingers appeared at the scene of the torch relay, tried to interfere. At the end of the
torch relay in Nagano, the park, part of the Chinese students hand in hand to form chains,
stop Japan’s right-wing groups who shouting “against the Beijing Olympic Games”
getting into the venue. During the time, individual right-wing jumped on the Chinese
students and grabbed the Chinese flag. There are at least four Chinese students were
injured during protecting the national flag, with fortunately no big hurt. Nagano police
have arrested six people in the whole process. In addition, there are four Chinese students
were injured in the conflict with Japan's right-wings.

Nagano fire department said in 26th morning, there was a collision between Chinese
who were welcoming the Olympic torch and Japanese who showed protest of the
Olympic torch relay. A Chinese student’s forehead was injured, and then was taken to
hospital. Fire department officials said later that the student's injury is not serious.

3. Please circle out the wrong characters in the paragraphs, and correct it with right phrases
here.

> > > >
> > > >

4. You feel the degree of difficulty for the test above is
Extremelyeasyl 2 3 4 5 6 7 Extremely difficult
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Then please take a rest.

The following part has nothing to do with the test in the previous part, and will not be
influenced by the results before. All your answers will be used only for research, and your
answers will be kept private and will not be released.

Professor Zeng in Lingnan University has corporate connection with Canon’s marketing
research department. The following survey is organized by Prof. Zeng and Canon marketing
research department. It wants to know the recognition of Canon’s business activities among
consumers. Canon wants to further improve its brand planning and promotion activities
through this marketing survey. Thank you for your cooperation, your opinion is very
important to us.

On the afternoon of May 12, 2008, a powerful earthquake struck Wenchuan
county of Sichuan province and surrounding areas. In the face of sudden disaster, the
Canon company decided to donate 2 million yuan to the stricken region to help the
people get through in the disaster areas. As a member of Chinese society, President
and chief executive of Canon Mr Ozawa show tree came to the Red Cross society of
China at the very first time, donated 500000 yuan to the stricken region on behalf of
the Canon and the associated enterprises in China. And the employees of Canon also
care about the development of China's earthquake disaster. Canon group
headquarters announced on May 14 that additional 2 million RMB will be donated
by the Japanese Red Cross to China Red Cross. It is used to help the affected people
in the region for relief and reconstruction work. Canon group donated totally 2.5
million RMB to China's earthquake disaster area people, and will continue to focus
on the disaster area, give maximum support and help.

Donation and Philanthropy Activities of Canon Compare to Other Companies

Average Donation Average Volunteered
Annually (Ten Activities Hours Annually
Thousand RMB) (Hours)
Hua Wei 25369 240
Haier 15427 144
Canon 10050 97
Siemens 9685 150
Strongly disagree Strongly agree
Canon is a socially responsible brand 1 2 3 456 7
Canon is more beneficial to society’s welfare than other brands 1 23 456 7
Canon contributes something to society 1 23 456 7
Very Low Very High
If you were planning to buy a camera, would you choose Canon? 1 2 3 4 5 6 7
Would you purchase Canon camera? 1 23 456 7
If a friend were looking for a camera, would you advise him or 1 23 456 7

her to purchase Canon?
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10.

11.

12.

13.

14,
15.

16.
17.

18.

19.

20.

21.

22.

23.

24,

How favorable is your judgment of Canon camera? 1 2 3 4

What do you think about the quality of Canon camera? 1 2 3 4
What do you think about the quality of Canon in comparison 1 2 3 4
with similar camera of other brands?

How high do you think the returns of Canon camera are for the 1 2 3 4
customer?

You say positive things about Canon camera to other people 1 2 3 4

You will recommend Canon camera to someone who seeks your 1 2 3 4
advice

You will encourage friends and relatives to do business with 1 2 3 4
Canon

Consider Canon your first choice to buy a camera 1 2 3 4
I am more likely to patronize Canon camera in the future 1 2 3 4

(6]

[ep]

~

Then we want to learn your own opinion, all of your answers will be used only for
the survey of market report, your answers will be keep secrete and will not be

released.

Your attitude toward Japan Dislike very much 1 2 3 4
You think what Japan has done onthe  Too little interference 1 2 3 4
affairs of other countries is

You feel towards what Japan has done Not angry at all 1 2 3 4
on the affairs of other countries

Strongly disagree
It is not possible to understand the pieces without considering 1 2 3 4
the whole picture

The whole is greater than the sum of its part 1 2 3 4
Paying attention to the field is more important than paying 1 2 3 4
attention to its elements

A marker of good architecture is how harmoniously it blends 1 2 3 4

with other buildings around it

Do you know the purpose of the survey?
O Know  [ODon’t Know

You think the purpose of this survey is to know:

We want to get simply know about you:

Gender : 0 Male  OFemale

Age : OO Under 18  [019-25 026-35 036-50 [51Above
Occupation : [JStudent 0 Work

School :
Major :

This is the end of the survey, thanks for participating!
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