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ABSTRACT: This study investigates the sources underlying consumer animosity in Slovenia
and the effects of country-specific negative attitudes on foreign purchase behavior. The
empirical data were collected via 82 semi-structured, face-to-face, in-depth interviews us-
ing maximum variation sampling. Transcripts of the interviews were then content ana-
lyzed in a two-stage approach applying within-case and cross-case evaluation. The top
hostility-evoking countries identified included Hungary, Croatia, Italy and the US. The
most important sources of animosity related to the dimensions of the people, politics and
personal experience. Consumer animosity was found to influence purchase behavior in
selected product categories. Based on these results, theoretical and managerial implica-
tions are offered.
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1. INTRODUCTION

The consumer animosity construct was introduced in the marketing literature in the late
1990s to offer insights into consumer attitudes to buying foreign products (Klein, Etten-
son & Morris, 1998; Klein & Ettenson, 1999). Consumer animosity relates to individu-
als’ negative feelings and attitudes toward a specific foreign country that are often devel-
oped by various triggers, such as traumatic historical events, economic disputes (Klein et
al., 1998), or basic differences in cultural norms and values (Riefler & Diamantopoulos,
2007). The consumer animosity models posit that the antipathy toward a country and
its people will translate into a refusal to buy products and services originating from this
country, irrespective of judgments on product quality.

1 University of Ljubljana, Faculty of Economics, Ljubljana, Slovenia, e-mail: lejla.perviz@ef.uni-lj.si
2 University of Ljubljana, Faculty of Economics, PhD Student, Ljubljana, Slovenia, e-mail: tinagec@gmail.com
3 University of Ljubljana, Faculty of Economics, Ljubljana, Slovenia, e-mail: irena.vida@ef.uni-lj.si

4 University of Ljubljana, Faculty of Economics, Ljubljana, Slovenia, e-mail: tanja.dmitrovic@ef.uni-lj.si



134 ECONOMIC AND BUSINESS REVIEW | VOL. 16 | No. 2 | 2014

Apprehension regarding buying products that originate from a particular country can be
detrimental to the business interests of international companies. Therefore, the concept
of consumer animosity has quickly gained the attention of marketing scholars and practi-
tioners (Cai et al., 2012). Over the past 15 years, many studies have investigated the ante-
cedents and consequences of consumer animosity and tested its scale validity. The initial
two-dimensional consumer animosity model proposed by Klein et al. (1998) captured
war-related and economic animosity but was later extended to other domains. Several
new dimensions and drivers of animosity were proposed, e.g. people animosity and politi-
cal/government animosity (Nes, Yelkur & Silkoset, 2012), implicit animosity (Cai et al.,
2012), perceived threat, antithetical political attitudes, and negative personal experiences
(Hoffmann, Mai & Smirnova, 2011).

Hoffmann et al. (2011) suggested managers would benefit if a universally applicable ani-
mosity scale were developed that allows a cross-national comparison of animosity levels
to facilitate decisions regarding new market entries. However, alternative conceptualiza-
tions based on studies conducted in various country and product settings lent support to
the conjecture that the domain of the construct was more context-specific than universal.
The contextual nature of animosity precludes precise generalizations across markets; thus
each country market must be analyzed to understand which nations are animosity targets,
what are the underlying reasons for that animosity, and for which product groups animos-
ity factors into the buying process. Only after this insight is obtained it makes sense to
measure the level of animosity and its influence on purchase behavior in that particular
market. Hence, in animosity studies the emic approach should be adopted and quantita-
tive research should be preceded by a qualitative study in the same research setting.

In this study we explore consumer animosity in Slovenia. Since consumer animosity has
not yet been investigated in this setting, we conducted a comprehensive qualitative study
to gain in-depth insights into the studied phenomenon in this particular context. A large
majority of extant studies engage in quantitative research where it is the researchers them-
selves who predetermine the animosity targets and the reasons for animosity. Recently,
however, there have been several calls to address consumer animosity in a different man-
ner. Riefler and Diamantopoulos (2007) and Nes et al. (2012) stressed the need to conduct
exploratory research to determine the actual domain, animosity targets and reasons for
animosity. To date, only a handful of studies have employed qualitative methods such as
ethnography (Amine, 2008), in-depth interviews (Podoshen & Hunt, 2009), experiments
(Hong & Kang, 2006), scenario-based research (Fong, Lee & Du, 2014) and case studies
(Amine, Chao & Arnold, 2005).

To acquire a deeper understanding of consumer animosity in the Slovenian context, 82
in-depth interviews were conducted with individuals residing in various geographical re-
gions in the country. The key research questions addressed in this study included: (1)
Which of the animosity dimensions identified in previous research apply to the Slovenian
context; (2) Which countries are animosity targets and what is the intensity of the animos-
ity sentiment toward these countries; and (3) What is the role of animosity in consumer
foreign product purchase behavior and which product and service categories are affected?
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In the next section, we provide a review of the country-of-origin and consumer animosity
literature. We then report on the methods used to address the aforementioned research
questions and discuss the techniques utilized to analyze the large set of primary qualita-
tive data. Following this, we present the findings and discuss the main results. Finally, we
elaborate on the theoretical and managerial implications and note the limitations of our
study along with suggestions for future research.

2. CONSUMER ANIMOSITY

Consumer animosity describes the negative attitudes held by certain individuals toward a
specific foreign country. The construct was first conceptualized by Klein et al. (1998) who
defined it as “the remnants of antipathy related to previous or ongoing military, political,
or economic events” (p. 90). Theoretical and empirical extension of the concept in the
years that followed led to an expanded conceptualization. Nes et al. (2012) define con-
sumer animosity as “strong hostility toward a country due to that country’s previous or
ongoing military, economic, or political actions, or the perception of that country’s people
as being hostile with unsympathetic mentality” (p. 755).

The pioneer study carried out by Klein et al. (1998) paved the way for later researchers
who studied the impact of anger, dislike, or even hatred toward a specific foreign entity
on foreign purchase behavior. Animosity was studied in North America (e.g. Klein, 2002;
Little, Little & Cox, 2009), Europe (e.g. Amine, 2008; Jiménez & San Martin, 2010; Riefler
& Diamantopoulos, 2007), the Middle East (e.g. Bahaee & Pisani, 2009a; Mostafa, 2010)
and Asia (e.g. Ang et al., 2004; Huang, Phau & Lin, 2010a). The majority of studies fol-
lowed the original approach set out by Klein et al. (1998) and focused on animosity on the
country level, i.e. between two countries (e.g. Klein & Ettenson, 1999; Nakos & Hajidimi-
triou, 2007; Nes, Yelkur & Silkoset, 2012; Nijssen & Douglas, 2004; Russell & Russell, 2006;
Shin, 2001). However, some other studies focused on the animosity of a specific subgroup
toward a foreign country (Shah & Halim, 2011; Rose, Rose & Shoham, 2009; Podoshen &
Hunt, 2009), animosity between two subgroups belonging to different countries (Guido
et al., 2010), or animosity between subgroups within a single country (Shimp, Dunn &
Klein, 2004; Hinck, 2005; Shoham et al., 2006).

A number of authors chose to omit specific product categories from their inquiries either
because they examined the consequences of consumer animosity on products in general
(Hinck, 2005; Leong et al., 2008; Shin, 2001) or because their focus was not purchase
behavior (e.g. Little et al., 2009; Mati¢ & Puh, 2011; Shah & Halim, 2011). Other research-
ers applied consumer animosity to specific groups of products that ranged from durables
(Klein et al., 1998; Nijssen & Douglas, 2004; Shimp et al., 2004) to fast-moving consumer
goods (Guido et al., 2010; Shoham et al., 2006), apparel (Ettenson & Klein, 2005), luxury
goods (Amine, 2008) and cultural products (Russell, Russell & Neijens, 2011). Some stud-
ies investigated whether animosity holds consequences for the consumption of services
like tourism, restaurant services and car repairs (Guido et al., 2010; Shoham et al., 2006),
travel to the animosity country (Amine, 2008), and electricity, Internet and wireless cell
phone services (Shimp et al., 2004).



136 ECONOMIC AND BUSINESS REVIEW | VOL. 16 | No. 2 | 2014

2.1 Typology of consumer animosity

Jung et al. (2002) argue that animosity is a dynamic concept that stems from various
sources and is constantly updated through different events and experiences. To better
conceptualize how animosity is formed and then internalized, Jung et al. (2002) and Ang
et al. (2004) developed a typology that categorizes animosity within a grid depending on
its sources and its locus. Based on the sources of animosity, the authors distinguished be-
tween stable and situational animosity. According to the locus of manifestation, they then
defined national and personal animosity.

Situational animosity is driven by a specific event, whereas stable animosity accumu-
lates over a longer period of time due to historical events between countries, for exam-
ple, military or economic hostilities. Over time, situational animosity may evolve into
stable animosity characterized by a long-lasting and deeply-rooted general antagonistic
emotion toward a particular country. This evolution can transpire without an individual
actually having had any personal experience with the animosity target. Stable animosity
can be passed from one generation to another via formal (e.g. history texts) or informal
(e.g. word-of-mouth) channels (Jung et al., 2002). Little et al. (2009) showed that Ameri-
can animosity toward Vietnam stemming from the Vietnam War was passed from one
generation to another. The existence of situational animosity was confirmed by Ettenson
and Klein’s (2005) longitudinal study in which Australian consumers’ animosity toward
France was measured at two points in time, namely during France’s engagement in nuclear
testing in the South Pacific (the first measurement) and one year after that situation had
come to an end (the second measurement). The results confirm the notion that animosity
is a dynamic concept since the level of animosity was lower in the second study. Similarly,
Maher, Clark and Maher (2010) found that Americans’ feelings of animosity toward Japan
have gradually decreased since World War II and have been replaced by admiration.

At the macro level, national animosity refers to the perception of how much one’s country
was affected and suffered due to the actions of another country (Jung et al., 2002). Most
existing studies focus on national animosity (e.g. Hinck, 2005; Nijssen & Douglas, 2004;
Shimp et al., 2004; Shoham et al., 2006). At the micro level, personal animosity refers to
one’s resentment toward another country stemming from negative experiences with that
country or its people (Jung et al., 2002) or from personal feelings of dislike toward the
target country (Hoffmann, Mai & Smirnova, 2011). For example, Podoshen and Hunt’s
(2009) qualitative study revealed that American Jews who survived the Holocaust still har-
bor personal animosity toward Germany. One of the early studies focusing on the person-
al aspect of animosity was Ang et al’s (2004) research into personal animosity of five other
Asian nations toward Japan and the U.S.. Riefler and Diamantopoulos (2007) believed this
type of animosity was so essential that they called for further studies in this area.

2.2 The sources underlying animosity

Animosity toward another country can vary in strength ranging from instances when it is
relatively benign (e.g. minor territorial disputes between two neighboring countries), to
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others where the feelings of antipathy are more serious (e.g. previous military events or
recent specific economic or diplomatic disputes).

The existing literature on animosity suggests that the sources of animosity can be many
and diverse. The original authors of consumer animosity (Klein et al., 1998) distinguished
only between general, war- and economic-related animosity. They studied war-related an-
imosity by focusing on a past historical military event, i.e., the Nanjing massacre in 1937
during the Second Sino-Japanese War. Subsequent studies investigated both historical and
more recent war-related events. For example, Shin (2001), Klein (2002), and Nijssen and
Douglas (2004) investigated World War II actions and their repercussions. Podoshen and
Hunt (2009) concluded that the Holocaust still persists in the collective memory of many
Jewish consumers living in the U.S., resulting in their animosity toward Germany and
their refusal to purchase German-made cars. Some studies focused on other war events
such as the U.S. Civil War (Shimp et al., 2004), the Vietnam War (Little et al., 2009), and
the Second Intifada of the Palestinians (Shoham et al., 2006).

Klein et al. (1998) suggest that economic-related animosity is based on the perception
that a foreign animosity country is an unfair and unreliable trading partner, and it exerts
excessive influence in the home country. Several subsequent studies have conceptualized
economic-related animosity in a similar manner (Bahaee & Pisani, 2009b; Klein, 2002;
Mostafa, 2010; Nijssen & Douglas, 2004; Russell & Russell, 2006; Shoham et al., 2006).
Other authors have studied different sources of economic animosity. For example, Ang et
al. (2004) investigated animosity in five Asian countries in the context of the 1997 Asian
crisis. Funk et al. (2010) studied American animosity toward India, partially explained by
the perception that India is taking jobs away from Americans.

However, the reasons for animosity do not merely stem from war and economic events.
Animosity may be rooted in issues related to politics, religion, or culture. Political reasons
for animosity can encompass events such as the Australian-French diplomatic incident
during French nuclear testing in the South Pacific (Ettenson & Klein, 2005), France’s op-
position to American foreign policies (Russell & Russell, 2006), territorial disputes be-
tween Taiwan and Japan (Huang, Phau & Lin, 2010a; 2010b) and strained relations be-
tween Iran and the U.S. (Bahaee & Pisani, 2009a; 2009b; Funk et al., 2010).

Nes et al. (2012) extended the political dimension of animosity further to include internal
political issues such as authoritarian government, government regulation and policies,
imposed censorship on the people, lack of freedom, and violation of human rights. Maher
and Mady (2010) examined the religious animosity of Kuwaitis toward Denmark ignited
by the depiction of the prophet Mohammad in a Danish newspaper. Russell et al. (2011)
based their research on cultural animosity on France’s ideological resistance to the U.S.
which was reflected in the anti-consumption of American movies. Amine (2008), on the
other hand, focused on a non-specific source of animosity between France and the U.S.,
which she describes as a basic “continuing rivalry between France and America” (p. 414).
Similarly, Nakos and Hajidimitriou (2007) did not indicate any specific contemporary
source of animosity between Greece and Turkey, but instead focused their study on the
ancient hatreds between these two nations.
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2.3 Behavioral consequences of animosity

The animosity model posits that negative feelings and attitudes toward a certain coun-
try or ethnic group may lead to refusal to buy products and services from the hostility-
evoking countries, regardless of their product quality or judgment (Klein et al., 1998).
Several other researchers have subsequently explored animosity effects related to various
behavioral outcomes.

Klein et al. (1998) discovered a direct negative impact of animosity on the willingness to
buy products from the offending country, which then further predicted product owner-
ship. The negative relationship between consumer animosity and the willingness to buy
was later confirmed in many other studies (e.g. Ettenson & Klein, 2005; Funk et al., 2010;
Hinck, 2005; Leong et al., 2008; Maher & Mady, 2010; Mostafa, 2010; Nakos & Hajidimi-
triou, 2007; Rose et al., 2009; Shin, 2001; Shoham et al., 2006). Nijssen and Douglas (2004)
discovered that war animosity had a positive direct impact on the reluctance to buy for-
eign products, whereas the influence of economic animosity was not as significant. Simi-
larly, Nakos and Hajidimitriou (2007) found that economic animosity did not influence
the willingness of Greek consumers to buy Turkish products. The authors justified these
results by suggesting that Turkey is a less developed country than Greece, and thus Greeks
do not perceive Turkey as a major economic threat.

Some researchers also measured how willingness to buy translates into actual product
ownership. Klein et al. (1998), Shin (2001), Klein (2002) and Mostafa (2010) found a
positive relationship between willingness to buy and foreign product ownership, whereas
Klein (2002) found a positive relationship between preferences for a Japanese product (an
animosity country) over a South Korean product (a neutral country) and the ownership of
a Japanese car. In their empirical study, Shoham et al. (2006) found a positive relationship
between willingness to buy and purchase behavior change.

Other direct consequences of consumer animosity examined in the existing literature in-
cluded intention to buy (Bahaee & Pisani, 2009a; Guido et al., 2010; Hoffmann et al., 2011;
Huang et al.,, 2010a), preferences for products from an animosity country (Klein, 2002),
preferences for products/services from one’s in-group (Russell et al., 2011; Shimp et al.,
2004), boycott participation (Ettenson & Klein, 2005; Hoffmann et al., 2011), change in
purchase behavior (Guido et al., 2010), past consumption of movies from an animosity
country (Russell et al., 2011), willingness to pay a price premium (Shimp et al., 2004),
consumer trust in foreign firms (Jiménez & San Martin, 2010), and country-of-origin
image (Hoffmann et al,, 2011).

While the original animosity model (Klein et al., 1998) predicted that quality judgments
exert no influence on the relationship between animosity and purchase behavior, some
subsequent studies found mediating effects. Shoham et al. (2006) were the first to find an
inverse relationship between product quality judgments and animosity, with the finding
being later confirmed in other studies (Guido et al., 2010; Huang et al., 2010a; Mostafa,
2010; Urbonavicius et al., 2010). Shoham et al. (2006) argued that the inverse relationship
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between animosity and product judgments may be the result of the situational and recent
nature of animosity, which in turn leads to product denigration. Further, they posited that
itis difficult for Jewish Israelis to be angry with Arab Israelis without denigrating products
and services that represent the Arab culture and their habits. Rose et al. (2009) found an
inverse relationship in the context of Arab Israeli animosity toward the United Kingdom.
However, this relationship was not significant in the context of Jewish Israeli animosity
toward the United Kingdom. When product judgment mediated the relationship between
animosity and willingness/intention to buy, the effect of product judgment on willingness/
intention to buy was found to be positive (Guido et al., 2010; Huang et al., 2010a; Mostafa,
2010; Rose et al., 2009; Shoham et al., 2006).

3. RESEARCH METHODOLOGY, DATA COLLECTION, AND ANALYTICAL
TECHNIQUES

To uncover the sources underlying consumer animosity in the local Slovenian context,
examine the hostility-evoking countries, and explore its effects on foreign product pur-
chase, we conducted 82 semi-structured, face-to-face, in-depth interviews. Prior to the
main data collection, we carried out a pre-test by conducting 14 interviews that were later
excluded from the main analysis. The interviewees in the pre-test were between 17 and 75
years old, and six of them were female. The interviewees were generally reluctant to speak
about countries they disliked and tended to provide vague answers. This exploratory study
allowed us to develop procedures and design a detailed interview protocol document to
be used in our research.

The interviews for the main study were conducted in five Slovenian regions, each of which
has been historically, geographically and socially linked to different foreign countries and
events: Central Slovenia, Northeastern (NE) Slovenia, Tri-border area, Southeastern (SE)
Slovenia, Western (W) Slovenia. We utilized the maximum variation (heterogeneity) type
of sampling (Miles & Huberman, 1994; Patton, 2002) by selecting the interviewees care-
fully to match the various demographic requirements. Characteristics of the sample are
summarized in Table 1.

The respondents were contacted through our personal networks as well as in cooperation
with various Slovenian companies. Strict confidentiality was assured to all participants,
and each was given a code name for the purpose of analysis. Prior to the interview, each
respondent was informed about the purpose of our research and how the collected data
would be used. All interviewees gave their consent to record their conversations. The aver-
age duration of an interview was just under 22 minutes.
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Table 1: Demographic characteristics of the interviewees by region

Demographic Characteristics Number of Interviewees
s o
— s § s 8 § s E.8
¥ 55 §%5 Tg 85 £¢
€ 8% 53 25 S5 £5
s 53 E =R 2
= o
Z %)
Number of interviews 82 20 15 13 16 18
Average age 44.1 447 383 409 476 475
Female 54 13 10 9 8 14
Gender
Male 28 7 5 4 8 4
Elementary education or 4 ] 0 ) ] 0
less
Education Secondary education 26 6 4 4 7 5
University education or 52 13 11 - 3 13
more
Student 10 1 3 1 3 2
Work Employed or self-employed 60 17 11 11 8 13
Status proy oy
Retired 12 2 1 1 5 3
Below average 3 0 0 1 1 1
Income  Average 64 16 12 11 11 14
Above average 15 4 3 1 4 3

The first part of the interview consisted of questions on animosity countries and their
origins. Given that the interviewees in the pre-test were generally unwilling to talk about
the countries they disliked, we avoided asking direct questions about feelings of hostil-
ity, hatred, and animosity at the beginning of an interview in the main study. Instead,
we asked respondents to name the countries “they are not very fond of” or “they find
less appealing” In the second part of the interview, we asked the interviewees about their
purchase behavior (e.g. whether they paid attention to the origin of the products they
buy, which information cues were important to them when buying fast-moving consumer
goods and durable products). Finally, we presented each interviewee with a hypothetical
situation of choosing between equal refrigerators which differed only in their country of
origin. The respondents had to choose from among three countries of origin: Slovenia,
a “neutral” country (not mentioned during the interview) and the country identified by
each respondent as their animosity target. Hence, the two countries of origin were always
adapted to the content of the conversation with the interviewee. While the choice of the
refrigerator in our hypothetical scenario may not have been entirely realistic with respect
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to whether or not the specific country in reality offered any refrigerator brands in the
Slovenian market, these responses helped us assess the possible link between consumer
animosity and willingness to buy or own a product from the hostility-evoking country. If
we had used a durable product that is applicable to the actual situation in each market, we
would have needed to pre-select the animosity countries, an approach believed to repre-
sent a major limitation in previous studies (Riefler & Dimantopoulos, 2007).

The first step in the data analysis was data reduction (Berg, 2001) where we manually trans-
formed the raw data into coded data. We prepared a worksheet containing categories of
information obtained during the interviews, including animosity countries, reasons for ani-
mosity, effects of animosity on purchase behavior, purchase behavior for the product catego-
ries of food, textiles/shoes, cosmetics/cleaning products and durables and, finally, the refrig-
erator scenario. To reduce subjectivity in the data analysis, two researchers independently
listened to the audio recordings and analyzed the data, with their work subsequently being
compared and any inconsistencies in the researchers’ interpretations resolved. Only when a
satisfactory agreement on the interpretation of data had been achieved were the data entered
as concise summaries and partly as direct quotations. When writing up the summaries, the
researchers were careful to use as much of the original interviewees’ terminology as possible.

Following Miles and Huberman’s (1994) two-stage approach, the next step in the data
analysis was a content analysis of the research notes. The primary unit of analysis was the
individual person, i.e. one interviewee. The analysis was conducted in two steps: first, we
performed a within-case analysis, followed by a cross-case analysis.

4. DATA ANALYSIS

The interviewees specified a total of 48 animosity countries and distributed 196 votes among
them. We limit our discussion herein to the top four animosity countries identified by our
interviewees: Hungary (16 votes), Croatia, Italy and the US (14 votes each). Figure 1 shows
substantial differences in the distribution of votes to the animosity countries among the five
regions of Slovenia where the interviews took place. The exception was Hungary, where the
number of votes remained somewhat stable across the different regions (see Fig. 1).

Figure 1: Distribution of votes by region for the top four animosity countries

USA 1 1 3
| |
Italy 6
| |
Croatia 4
| |
Hungary 4 2
0 2 4 6 8 10 12

Number of votes
M Central Slovenia m Northeastern Slovenia m Tri-border area Southeastern Slovenia = Western Slovenia
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4.1 Sources of consumer animosity

When classifying our data according to sources underlying consumer animosity, we
adopted the categories previously used in the literature, i.e. the war/military and eco-
nomics dimensions (e.g. Klein et al., 1998; Mostafa, 2010; Nijssen & Douglas, 2004),
the politics and people dimensions (e.g. Nes et al., 2012; Riefler & Diamantopoulos,
2007) and negative personal experiences (Hoffmann et al., 2011). In addition, the data
analysis pointed to three additional dimensions, i.e., physical environment, general im-
pression, and history. The references per animosity category/dimension and country
are shown in Figure 2.

Figure 2: Sources of animosity toward selected countries per number of references

People 12 ‘ ‘ 8
Physical environment
General impression
History

War/military

Politics

Economics

Personal experience 14 13 5

20 25 30 35 40 45
W Hungary Croatia Italy USA Number of references

Based on the number of references, personal experience (combined with at least one other
reason) was the main driver of animosity toward Hungary, Croatia and Italy. The second
most important reason was the people category. The responses regarding the people di-
mension were also quite diverse, and for classification purposes we thus introduced the
three sub-dimensions (see Table 2) originally proposed by Oberecker, Riefler and Dia-
mantopoulos (2008) for the affinity construct. We found the same categorization to be
applicable to the animosity construct. The third most frequently mentioned reason was
politics and, in the case of Hungary, economics. On the other hand, personal experience
was not the most frequently mentioned driver in the case of the U.S, which is not surpris-
ing given that this country is physically much further away than the other three (neigh-
boring) countries. Consequently, the interviewees’ opinions of the U.S. are mainly shaped
by the influence of the mass media and to some extent by stereotypes. The most frequently
mentioned reason for disliking the U.S. was the people category, followed by the (foreign)
politics category. The sources of animosity are summarized in Table 2.



143

L. PERVIZ | THE ORIGINS AND CONSEQUENCES OF CONSUMER ANIMOSITY...

eiqoydoxsnepd

auar84y amjeu £pnun £1unoo JUSUWIUOIIAUD
jo Burey ‘ojdoad 0 Yo®] ‘SSOUTIIT i Ayxrp pue Apnu eotsAy
Auew £)210U0)) JO Had HIp P phun [e21sAld
yeads Aoty Aem oy
ey ey
ey 03 3depe o) sey oSen3ue[ aan)oeIIRUN
o} 1depe 0] sueruaso[s 03 3depe o) sueruaA0[g
ApoqA1aas ‘sayeurwiop ‘sodenduey udroroy  oSenduey
100dxa Ao} cwoy) Yym  30adxa Loy WYy Yim
a8enSuey ysrduy oy, yeads jou op ‘waY) Yym
9JeDTUNUIWO0D O} pIeH  9JedTUNUINIOD O} pIef]
9]eDTUNUIUIOD O} pIe]
a[k3sapn ur9)sAs
dA1IORIIRUN 9] JO s1doad padueyp 10/pue Mou €
[erouad
[edenyrod onystpearun - o} are 1a1ze] aY) ‘(PaeI) 0y Jundepe jo sjqedeour -
2IN)Nd Jue)ISul NoK YIN0s I9YYINJ Y], Ppue (WSI[e10S Jo £e3a]) PRSI
WISLIOWNSUOD “YSIAL] aarssed o[doad Sunox
TS SUTUTILYJ SUBTUDAO[S PIBMO) srdoag
INERLE
A11240 pue £u100 opniTe puE IOTARYRQ
Jo 3501 21y ur AreSungy
soyr00d4Ay ‘ordoad  <o1ARYRq 9jerrdorddeur oyerrdoaddeur sueruanolg
w0y syuerSruw
Y} JO 1910BIRYD ‘STOALID 9AIsSo13Se  WILd] JOU Op SjueIFTUIT o
(4sd£3) axow pue
‘s10130 0) poredwrod uotreradurd) WIAYINOS  (SIOYJ0 PIEFIISIP SIYJ0
2I0UI JOTABYDQ pUE
Ayrorzadns jo Surpdy ‘prim cuorjeu £4sd4AS 0y paredwoo £jrorradns Ayreyuow
juoureradur) Kypejuowr
©ordoad pidnmys  o8uens odoad Autym  jo Suresy I9)orIRYD pRq pue odoag
[ensnunN ‘§9014195/Sp0o03
YSI[O0] I0UISUT A[rrs “Gurpeaddeun ‘o1doad o1qeydsoyur
11973 10§ 95TBYDI2A0
quapigns-jos Addors  o[qerjorun quonedunr  A[pusriyun 9sauoysIp
Ao ‘sTouuew peq
‘sso[oIed JUE30IIY  ‘SnoAIdU ‘O[qeidepeur queseajdun £paaid
o1qeyorpaidun
‘Aze] Addofs ‘Orernooeur  QUAIDINS-J[AS ‘SNOTAUD
o1doad pajroronu]
Suruund quedorry quedorre Ysy[es
vsn P 13) eneor) LreSunyy sorro8ajeoqng £108338)

$314JUN02 Ja84v] paifijuapl pAvmoy AJSouIUD 1uinsuod Jo sa2unog g dAqel,



ECONOMIC AND BUSINESS REVIEW | VOL. 16 | No. 2 | 2014

144

9I9Y] 9OTAIIS

souarradxo Areyrror Sururaoyrad IoY peI[SIW 0} Pajuem
ordoad yym joe3u00 . duaLIddx?
. snoraaid jueseajdun JO saLIouwauI peq sueLIESUNE 91 9YI] JoU
9191} PaoARI], . . [euosIdg
£9I91[} PI[AARI], ©ouarIadxo snotadrd  PIp pue 197 PI[RARIT,
9AT)EZOU 2I9T]) PI[RARI],
suoneu
JUIIPTP 10] BLIDILID SJUBINE)SII UT 010D
[enbaun ‘s1a130 jo pue sao1a19s aenbapeur
SILTUNO0D IS0 0) .
juawrdoraAap ) - pIepue)s SUTAI] MO] SOTWOU0dY
paredwoo sootd 1oySryy
Iopury pue jrordxa juawdoPAap JTuIou09
£[uo re3rdes umo Mo ‘spooS £yrenb-mo1
I19Y) 10J PIUIOUOY)
Spue a3 AJnsnl jou
ptie 9t A1 o ! wstunjzoddo reonyijod A[uo saApswaty) Jo
Op SUBIUI IO} OBIST . . SJUBAIDS JIADD JO
- $)0€J [EOLIOISTY JO  2TBd axe) Lsuadxa Ino Je
y10ddns <(s1apo £12qL1q pue uondnirod
Sunsimy A jo  £1031119) paures ‘sansst ’ :
JNOQe PIUIIOUOD : ‘as1om Suragd uorenyis
a[o1 Teonrjod-oro0s Iapi1oq ‘s1oqudmou [Te sonIog
jJOou) JOLIJUT P[IOM . Teontod onysawop
£o170d wonjeSTIIIUT )M swd[qoxd JueISTOd .
a3 JO 1531 9} . . JUSLIND UId}SAS
. 95007 ‘sonyrjod Suim s1201j0 20170d JO
1optsuod “amodadns -JyS11 pue TwodsnyId £12quIq ‘vor)dnio alqeasun Areantjod
sonrjod aA1ssa133y Yot puet ol qHq Hot o
auryorw uonjednooo
Surpoy e ssrem pue  pue (1o8uny ‘Guiquioq i i JN
SIOIJUOD 9JeAID  ‘UOIIRZI[IQOU ‘WISIOSE]) =
A[oanyoe {Ansnpur epp II TeM PLIOM
jsed onstperrodur SJUBAIOS SB SUBTUIAO[S
- ure}Iny) Uoij L10)STH
<£10351Y ON parean skemyy
PR
pue £a13 ‘peq ‘oyesun worssoxduu
- - - ‘pauorysej-p[o £Iunod ’ :
pauolyse-p[o “An [ea0uaK)

£sdA£$ ‘suorjeiqia
a8uens ‘Surpeaddeun




L. PERVIZ | THE ORIGINS AND CONSEQUENCES OF CONSUMER ANIMOSITY... 145

Personal experiences result from events that occurred while visiting or living in a coun-
try, the respondents’ feelings and memories that were forged during that time and from
contacts with people from this country (the latter is particularly relevant for the U.S.). For
example, Viktor (age 74, SE Slovenia) does not think about the period he spent in Croatia
fondly; even after more than half a century, his resentment is still overwhelming:

I served in the army in Croatia for two years, and there I realized what sort of nation
they [Croats] are. We often say for ourselves [Slovenians] that we are envious of each
other. The Croats don’t say this about themselves, but I know that they are far worse
than we are. They have their own way ... they are dishonest people. [...] I don’t go
to Croatia, even though we live close to the border. Other people shop in Samobor
[a city in Croatia], but I never visit Croatia [...] God forbid if I'd have to live there.

Negative sentiments toward people may stem from their mentality and behavior. Sara (age
48, NE Slovenia) stated:

The Italians are one of a kind. For me, a prototype of an Italian is the poor guy
they’ve been lately constantly talking about [in the news] ... the captain of the Costa
Concordia. To me, all Italians are like him, even though I'm aware that not all are
like that. [...] They are unreliable, charlatans ... like this captain. I mean, one look
at him is enough to say that you’ll not cruise anywhere with him. Also, the Italians
don’t strike me as real men. An Italian is the kind of man that is too corny. And also
the people ... on the outside everything looks nice, but there’s nothing on the inside.

Negative sentiments toward people are also driven by the culture and lifestyle in general.
This component of the people category is most obvious in the case of the U.S. We presume
that the reason lies in the greater cultural dissimilarity between Slovenia and the U.S. com-
pared to the other three animosity countries. Flora (age 26, Tri-border area) emphasized
the cultural differences:

Maybe I have this image of consumerism and instant culture that is in dissonance
with my life philosophy. Also generally, I feel very European. Maybe because of that
I don't feel a connection ... and I have already been to the USA, but ...

Patricija (age 49, Central Slovenia), on the other hand, was concerned:

[...] because I believe they negatively influence our youth who are fascinated by the
American lifestyle and adopt many unhealthy habits. I think they bring a lot of bad
things because they paint an unrealistic picture of life in their movies and literature.
They always have their happy endings, but it’s not like that in real life. And our ado-
lescents take that literally.

Language, the third component of the people category, may be a bridge to communica-
tion, but it may also be a barrier. In the former case, it is a window to the world and can
be a source of affinity. In the latter case, it hinders communication and encourages people
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animosity. One of the sources of animosity toward Hungary is undoubtedly the language
itself, which seems so odd and unfamiliar to some of our interviewees. Olivija (age 49, SE
Slovenia) expressed her feelings of antipathy in this way:

[...] mostly because of the language. I don’t know how to express myself ... for
example, if I see them speak on TV, I immediately switch the channel. [...] You see,
Hungarian is kind of weird.

As far as the other three animosity countries are concerned, communication is not hin-
dered because of the unfamiliar language but because of the attitudes of inhabitants who
expect that others will adapt to them. Valentin (age 30, SE Slovenia) said:

I find it irritating because they [Croats] always claim they don’t understand us [Slove-
nians]. But when they come to Slovenia they always expect that everybody will speak
and understand Croatian. I think its quite funny because the languages are pretty
similar. If we understand them, why can’t they understand us? And that’s really stupid.

Simona (age 33, W Slovenia) had similar thoughts:

We Slovenians have to adjust everywhere, don’t you think? Nobody adapts to us. If
an Italian comes to Slovenia, we have to speak Italian with them. This is ridiculous.
I don't know ... Ijust don’t get that.

Politics was the second for the U.S. and the third for the other three animosity countries
the most important driver of animosity. The recent changes in Hungary’s domestic poli-
tics did not go unnoticed among our interviewees. At the time of collecting our data, the
Hungarian government led by center-right Prime Minister Viktor Orban had adopted a
new constitution and passed several laws and controversial measures, all of which were
the subject of severe criticism by the local opposition and the international public (BBC
News, 2012). These events also triggered quite a few negative reactions from our inter-
viewees, leading to situational animosity according to the typology by Jung et al. (2002).
For example, this is how Rudolf (36, Central Slovenia) expressed his views:

Well, up until recently, I had quite a good opinion of Hungarians. But since this
Orban guy has come, their president or whatever he is, and started messing with
their politics ... I have a couple of friends in Hungary and they say the situation is
getting worse by the day.

Ingrid (age 25, NE Slovenia) shares a similar opinion:

Especially now, it [Hungary] has an even more negative connotation, ever since they
elected a majority government that has the power to change the constitution on
their own, violate the rights of citizens, disregard minorities [...] the Slovenian mi-
nority and also other minorities in the country or the opposition for that matter [...]
because this domestic politics issue is such a serious matter.
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Contrary to the recent situation in Hungary, negative perceptions of American politics
seemed to be of a more durable nature. America, as a strong economy and political/mili-
tary superpower, and its foreign policy have been a source of divided opinions around the
world, and Slovenians, as citizens of the international arena, are no exception. Rudolf’s
(age 36, Central Slovenia) comment offers an insight into how he perceives American
politics:

They meddle in everything. They were lucky because their country wasn’t torn apart
in World War II. Their economy was at a peak at that time, mainly because of their
demand for that [war goods] ... and they exploited that. They have had an upper
hand ever since. The only ones that could probably kick their asses are the Chinese
or Indians. And it actually serves them right. Because they [Americans] have been
actively attempting to make sure that there is always a situation going on somewhere
in the world and this obstructs others from developing in the desired direction.
Instead, they have to deal with Americans and this annoys me ... I can’t stand them
[Americans]. They are in search of conflicts ... or to put it otherwise ... I'd rather
say they create conflicts.

Rivalry between neighboring countries can also be a source of animosity (Klein et al.,
1998). In the case of Croatia and Italy, this can be clearly observed through traditional po-
litical disputes that have become intertwined with historical events. For example, Simon
(age 64, W Slovenia) commented:

I also don't like their [Croatian] politics regarding the maritime border. Because the
Croats have so much sea, and here they are fussing about these measly two kilom-
eters and causing us trouble. It is a question what will happen with this arbitration,
probably nothing good. [...] Actually, we also lost Trieste and other territory [after
World War II] because of Croatia. Croats have forgotten this.

Natalia’s (age 84, W Slovenia) memories of World War II are still very vivid. She described
the war period as:

Terrible. Bombing. We used to live in Solkan, where Nova Gorica is today. And
they [Italians] were determined to tear that bridge down. You know, where that fine
bridge is. And they kept shooting. A railroad is there, and our house was very close
to it. And they completely ... we would come to the house and there were no more
windows, the other time the door was blown out. You know, when the bombs were
falling and everything was ... We moved up into the hills, to a village. We had to
hide. A peasant gave us one room and my mother helped her with the farm. [...]
Times were tough. Oh, and the Italians ... they didn't give us anything. We were
starving, we had to steal. We got ten decagrams of bread per person a day.

Interestingly, Natalia does not feel anger toward the Italians and their involvement in World
War II. The 1975 Treaty of Osimo enabled her to receive remuneration in the form of a
monthly pension and, by virtue of this act, she feels that her lost equity has been restored:
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I like it [Italy] only because they give me money. As long as they give me money;,
I have nothing against it. But when they stop ... You see, for three years I worked
there, I get 320 euros and I've been receiving that for more than 30 years. How could
I not like them?

Natalia’s reflection is in line with the finding of Podoshen and Hunt (2009) who suggested
that many Jewish Americans felt their equity was restored when Germany paid reparation
money to Israel.

The cross-case analysis of our interviews leads us to believe that animosity toward Italy is
present in Slovenia in a stable form. Jung et al. (2002) suggest that a person need not have
had any personal experience for animosity to become stable. Animosity can be transmit-
ted to younger generations via formal or informal channels, such as the personal experi-
ence of others and stories that are told to new generations. Such storytelling causes older
animosity to become part of the collective memory, which then lingers in the minds of
many people (Podoshen & Hunt, 2009). Indeed, Viktoria (age 30, W Slovenia) explained:

I resent its [Italy’s] socio-political role in the sense ... for example, during my child-
hood I used to hear many stories about the Italian occupation and how they op-
pressed Slovenians. I also resent the fact that they haven’t admitted their role to this
day and that they totally ignore these historical facts. This is something I uncondi-
tionally disapprove of.

The economic dimension of animosity was found to be most important in the case of
Hungary. The main reason for it seems to be related to Hungary’s state of development.
As a consequence, some interviewees suggested that the offering of goods and services in
Hungary is limited. During her trip to Hungary, Patricija (49, Central Slovenia) was not
at all satisfied because:

[...] their service was inadequate. Their confectionery wasn’t real confectionary.
They served drinks in dirty cups. I imagine you can’t even get normal food, but just
their traditional specialties ... It was so unappealing to see them roast those chick-
ens outside. There was a foul odor right across the street.

Economic reasons for animosity toward the U.S. were mentioned only twice; however,
they were different than those expressed for Hungary. An illustration is provided by Kris-
tijan (age 55, Central Slovenia):

I dislike America because they are interested in their capital only. They don't care
about others. In these crisis situations, the rich should give up some of their wealth
and give it to the poor” [Did they do that?] “No, they didn’t” [What did they do?]
“They stuffed everything into their own pockets... exploitation. Each person should
get something so that an individual can survive.
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4.2 Resistance to purchasing products from animosity targets and product categories

Our analysis of qualitative data suggests that country of origin plays a somewhat promi-
nent role in consumer purchase behavior. Specifically, our respondents exhibited resist-
ance to buy products from countries identified as hostility-evoking countries in at least
half of the cases when interviewees expressed animosity toward Hungary, Croatia and
Italy (see Figure 3).

Figure 3: Effect of animosity on purchase behavior by person and product category
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The respondents were asked to list product categories for which country of origin may
represent a factor in their purchase decisions. Feelings of animosity toward Hungary were
manifested mainly in the food and durables product category. Animosity toward Croatia
was mostly reflected in respondents’ unwillingness to travel to that country. In fact, the
majority of interviewees whose animosity country was Croatia did not consider it as a de-
sired holiday destination. Animosity toward Italy chiefly resulted in the avoidance of pur-
chasing durable goods from that country, in some cases even food products. In contrast,
consumer animosity toward the U.S did not seem strongly manifested in consumer pur-
chase intentions. While the respondents expressed some resistance to buying U.S. prod-
ucts in the durable goods category, the U.S. origin seemed irrelevant in other categories.

In contrast, the explicitly stated reasons for refraining to purchase products from the ani-
mosity countries varied greatly, ranging from the respondents’ dissatisfaction with prod-
uct or service quality from that country to outright boycotting products from that country
irrespective of the product characteristics. We identified quite a few examples of intense
feelings of hostility that led to consumer boycotts. An interesting case was Rudolf (age
36, Central Slovenia), whose disapproval of Hungary’s domestic political situation was so
strong that it resulted in his boycott of all Hungarian products, regardless of their quality:

There aren’t really a lot of Hungarian products here [in Slovenia]. But in any case,
Hungarian salami is always good. However, I don’t buy Pick salami anymore ...
Lately I've been boycotting Hungarian products. I know that the actions of just one
person have hardly any effect. But I don't think they [Hungarians] deserve to be
supported in that way.
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Similarly, Valentin (age 30, SE Slovenia) strictly avoids Croatian products. With regard to
Croatian food, he said:

I wouldn't buy Croatian. Why would I support their economy if we have a poor
relationship with them?

When asked whether he perceives Croatian products to be low in quality, Valentin re-
sponded:

No, I don’t think so. For example, since Kolinska [a Slovenian company] has been
acquired by the Croats I don't buy Cockta [a soft drink brand] anymore. I also don't
drink Coca-Cola. You see, Coca-Cola for the Slovenian market is bottled in Croatia.
Id rather buy Pepsi, which is bottled in Rogaska [in Slovenia]. As far as chocolates
are concerned I don’t mind eating Kra$ [a Croatian brand] chocolates as long as I
receive them as a gift. But I personally would never buy them.

While consumer animosity toward the U.S. did not seem to have much of an effect on the
interviewees’ willingness to buy American products, two interviewees expressed a differ-
ent stance. Daniel (age 48, SE Slovenia) told us that not only does he have no desire to ever
travel to America, but that he also boycotts all American products because he disagrees
with American foreign policy:

Actually, there are not a lot of American products available here, not as many as
Chinese. In principle, I would not buy them [American products], especially if I
had an alternative.

Similarly, David (age 38, Central Slovenia) explained he would never purchase an Ameri-
can refrigerator:

[...] because I have this strange negative association when I think about American
refrigerators. [ Why?] I don’t know, I don't know, maybe because of American movies. I
am not too fond of those big refrigerators. That is not my style. I find it wasteful. I don’t
believe they are energy efficient. [What if it had the same characteristics as the other
refrigerators?] Look, maybe it says that they are the same, but I simply don’t believe it.

Moreover, the perception that Croats discriminate against Slovenians also deterred some
of the respondents from spending their vacations in Croatia. An illustrative example
comes from Tea (age 51, W Slovenia) who feels that Slovenians are treated differently (i.e.
with less respect) than other tourists and she has been boycotting Croatia for ten years:

I'd rather give my money to the Greeks, I'd rather give my money to the Spanish, but
my money won't go to Croatia.

However, the most frequently stated reason for avoiding products from the animosity coun-
try in our sample was the issue of perceived low product/service quality. For example,
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when discussing Hungary as the animosity country, all but one interviewee who refrained
from purchasing Hungarian food, associate that choice with low quality. The interviewees
frequently emphasized their unwillingness to buy Hungarian meat products. The fact that
meat and like products are perishable goods made the interviewees especially careful when
buying them. The majority prefer to buy domestic (Slovenian) meat products, suggesting
that it is consumer ethnocentrism® (Shimp & Sharma, 1987) rather than animosity that plays
arole in their consumer buying intentions. While consumer animosity seemed to exert less
of an influence on interviewees purchase behavior for Italian food, we identified three in-
terviewees who avoided buying Italian food because of its low quality. For example, Sara’s
(age 48, NE Slovenia) dislike of Italians resulted in her avoidance of all Italian food products:

I don't buy Italian olive oil. Ever since that affair when it was discovered that they
poured something in it ... They are so unreliable, so sloppy. Italians are ... and also
Italian products ... I don’t buy them. If T had to choose between two products of the
same quality, I wouldn’t buy the Italian one because I always have this idea that they
are kind of cheating.

In addition, our data analysis suggests that the quality concerns may prevail over emo-
tional (animosity) or normative (ethnocentrism) issues not only in the aforementioned
(fresh) food product category, but also in the case of durables as revealed by the findings
of our hypothetical scenario. Namely, when the interviewees were faced with the choice
between different refrigerators that differed only in their country of origin, they seemed to
avoid purchasing Hungarian durables as they associated them with low quality. Similarly,
Martin (age 35, W Slovenia) explained that the Italian and Croatian refrigerators would be
his second to last and last choices:

The Italian one would at least be pretty. Otherwise, it would be produced in the same
careless manner as the Croatian one.

Despite the fact that Italy is (unlike Hungary and Croatia) an established global producer
of durable goods (e.g. Italian brands like Candy and Zanussi in household appliances or
Fiat and Lancia in automobiles are widely recognized among consumers worldwide), in
our research consumer animosity toward Italy was manifested in the avoidance of pur-
chasing Italian durable goods. All the interviewees who refrained from purchasing Italian
durable goods perceived them to be low in quality. For example, Rudolf (age 36, Central
Slovenia) shared the following opinion about Italian cars:

For instance, I'd never drive an Italian car. Id never buy an Alfa Romeo brand. A
friend of mine once said to me that, if I ever lost my job, I should retrain as a me-
chanic because Alfas need constant repair. I wouldn't buy a Fiat. It seems to me that
every time they assemble one of these cars, they do it more quickly. They say: “let’s
finish it five minutes faster than the previous one” And everything is so slapdash,
hurried and cheap. I don’t trust them.

5 Consumer ethnocentrism has been defined as “the beliefs held by consumers about the appropriateness,
indeed morality, of purchasing foreign made products” (Shimp & Sharma, 1987, p. 280).
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Further, the issue of service quality concerns seemed strongly expressed among the re-
spondents who identified Croatia as the animosity target. Even though Croatia is the num-
ber one tourist destination for Slovenians®, several interviewees who had expressed feel-
ings of some antipathy towards the country also avoided it as their travel destination. For
instance, Patricija (age 49, Central Slovenia) is aware of Croatia’s natural beauty, but at the
same time she pointed out her dissatisfaction with the quality of services Croatians provide:

I've been to Croatia many times. I'd still go there, but much further south, to Dalma-
tia. The seaside is beautiful in Dalmatia, but the offer [of product and services] is still
quite limited, even though they’ve shown some progress in the last couple of years.
However, a beautiful seaside and fresh air are not enough ... They have to do more.
Their people, also, have to contribute something in order to make the atmosphere
more pleasant ... especially considering today’s competition. So, Dalmatia yes, but I
certainly wouldn’t go to Istria. I also don't like Zagreb because the people are quite
arrogant and they have a negative attitude to Slovenians.

5. DISCUSSION

The intensity of antipathy feelings among the interviewees varied among the respondents
and across the hostility-evoking countries analyzed. Even though Hungary emerged as
the most frequently mentioned animosity target, the feelings of animosity that surfaced
did not seem as powerful as in relation to the other three countries. The interviewees were
sparing with their words, and their thoughts were often vague, short, and scant which is
not unusual when delving into implicit and negative emotions in a face-to-face interview
context. We detected much more overtly expressed animosity in the case of Croatia, Italy
and the U.S,, as evident from the collection of interviewees quotes on these countries
presented in the previous section of this paper.

Our first research objective addressed the composition of the consumer animosity con-
struct. We found that the animosity dimensions that emerged were not entirely consist-
ent with previous conceptualizations. For example, the “people” dimension appeared to be
multifaceted, consisting of several sub-dimensions. We categorized these into three groups:
people & mentality, lifestyle, and language. In addition, the “economic” dimension seemed
more complex than previously thought. When an animosity target was a highly developed
country (e.g. the U.S. in our case), then the original conceptualization by Klein et al. (1998)
referring to trade and power relationships between the two countries applied. However,
when the animosity target was a less-developed country, then economic-based animosity
was activated by a general impression of under-development, a perception of low quality
products and services (e.g. Hungary), or overpricing with respect to quality (e.g. Croatia).
Hence, animosity seems closely intertwined with the negative quality evaluations.

6 Among all European countries, more than one out of two Slovenian tourists selected Croatia as their holi-
day destination in 2010, resulting in almost 5.9 million overnight stays by Slovenians in Croatia (Official
Travel Guide by the Slovenian Tourist Board, 2011).
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Our findings indicate that the animosity dimensions are not consistent across the hostil-
ity-evoking countries identified in this study. Overall, contrary to previous studies (e.g.
Klein, 2002; Russell & Russell, 2006), the economic dimension did not emerge as an im-
portant driver of animosity in our dataset; personal experiences and people dimensions
seemed to generate much stronger animosity sentiments in Slovenian consumers. The
applicability of individual dimensions/sources underlying consumer animosity depends
on the particular (national) context, confirming that a contextual approach is called for in
animosity research (Riefler & Diamantopoulos, 2007).

Our second research objective pertained to the identification of possible hostility-evoking
countries in the eyes of Slovenian consumers. The top animosity countries included three
neighboring countries (Hungary, Croatia and Italy), and the U.S. The other country neigh-
boring on Slovenia, i.e. Austria, ranked much lower on our list of animosity countries (15
to 20th place out of 48 countries). This study was part of a broader investigation of con-
sumer behavior in Slovenia (Ge¢ & Perviz, 2012) which shows that all four of Slovenia’s
neighboring countries are also Slovenians’ top affinity countries. The prominence of both
affinity and animosity constructs seems to be enhanced by geographical proximity as well
as the frequency and strength of bilateral interactions among nations.

Cultural (dis)similarity does not appear to play any important role in the arousal of an-
tipathy sentiments among our sample of consumers in Slovenia. Our interviewees held
negative sentiments regarding both culturally similar and culturally dissimilar countries.
Croatia ranked as one of the top animosity countries, even though Slovenia and Croatia
are culturally similar according to Hofstede’s dimensions (Hofstede, Hofstede & Mink-
ov, 2010). This finding is in line with Riefler and Diamantopoulos’s results (2007). They
discovered that despite the cultural similarity between Austria and Germany, the latter
ranked second as an animosity target among Austrian respondents.

In our qualitative inquiry, we found evidence of situational as well as stable animosity.
Situational animosity was detected particularly in the case of Hungary and was prompted
by its internal political situation at the time of the data collection. Our findings are con-
sistent with Jung et al. (2002) who argue that animosity is a shifting concept that arises
from different sources and is continuously being updated through different events and
experiences. On the other hand, we also detected a more stable component of animos-
ity toward Hungary, especially because of its perceived low economic development and
the interviewees” unfamiliarity with the Hungarian people and their culture (e.g. different
customs and an unusual language).

Animosity toward the other three countries — Croatia, Italy and the U.S., appeared to
have a relatively stable nature. Feelings of antipathy toward Croatia and Italy were fueled
by occasional political/diplomatic incidents. In the case of Croatia, consumer animosity
appeared quite powerful and stemmed mainly from negative personal experiences with
nationals from that country, a negative perception of the people, and the unsettled politi-
cal issues. Animosity toward Croatia was especially obvious from the respondents located
in Southeastern and Western Slovenia, where Croatia received the most animosity votes.
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Similarly, feelings of antipathy toward Italy seemed quite intense. Stable animosity toward
Italy, especially in Western Slovenia, was further perpetuated by storytelling passed from
one generation to another. The interviewees did not resent Italy’s role in World War II per
se, as much as they resented Italy’s attitude to the role this country played in that war. The
interviewees expressed their anger because they perceived that Italy continuously still denies
and twists the actual historical facts. However, relative to other sources of animosity identi-
fied in our study, World War II events did not appear as a dominant reason for animosity in
our sample. While it is difficult to compare findings from our qualitative inquiry with the
results of existing quantitative surveys, this finding is not consistent with those in previous
studies (e.g. Klein et al., 1998; Nijssen & Douglas, 2004; Shin, 2001) which revealed strong
war-related animosity in their samples of respondents. The time distance from World War
11, coupled with the fact that both Italy and Slovenia are now EU members, may have con-
tributed to a dispersal of history-related reasons for consumer animosity.

Feelings of animosity toward the U.S. appeared relatively potent, particularly considering
the absence of the interviewees’ personal experience with the country or its people. The
animosity largely stemmed from the interviewees’ negative perception of American (“waste-
ful”) lifestyles depicted in pop-culture products (e.g. movies, TV shows) and their apparent
disapproval of American foreign policy which they considered as aggressive and enduring.

With respect to our third research objective related to behavioral manifestations of ani-
mosity and the purchase situations (e.g. product categories), we identified various cases
where the respondents explicitly expressed resistance to purchase products from their
hostility-evoking countries, but stated different reasons for doing so in relation to food
products, durable consumer goods and (travel) services. Comparisons of data across the
four animosity countries and consumer behavioral manifestations reveal Croatia was the
country where consumer animosity strongly translated into an apparent resistance to
purchase Croatian products. This finding was most obvious in tourism and travel-related
services which are closely tied to providers of these services. The interviewees descrip-
tions were relatively emotional, suggesting that their animosity appeared on a personal
level. Intense personal negative experiences while traveling seemed closely intertwined
with the feelings of antipathy, leading to the overall avoidance of Croatia as a tourist des-
tination. Our findings are consistent with those of Shoham et al. (2006) who found that,
compared to products, services are much more difficult to disentangle from those people
who produce them. Consequently, consumer animosity is more personal and may also
lead to the denigration of the service quality. A similar situation was observed in the case
of Italy where the feelings of animosity were somewhat intense and seemed to translate
into consumer resistance to purchase Italian durables, in some cases even food products.
The majority of our interviewees expressed resistance to buying Italian durables, which
they associated with low quality. In fact, the interviewees frequently labeled the Italians as
“lazy”, “sloppy” and “unreliable” and tended to suggest that the Italians’ casual stance (e.g.
la dolce vita) prevents them from producing high quality durable goods.

On the other hand, we observed a different pattern of results in the other two animosity
countries, i.e., Hungary and the U.S. An inverse relationship appeared between the inten-
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sity of the interviewees’ reasons for animosity and the intensity of their manifestation in
purchase behavior. For example, while feelings of antipathy were not so strongly expressed
in the case of Hungary, consumer resistance to purchase Hungarian products was quite
powerful, mostly due to the perceived low quality of products in both food and durable
categories (e.g. refrigerators, clothes, shoes). This may be attributed to the argument raised
by Pharr (2005) that country-specific beliefs or cognitions are influenced by both the level
of economic development (exogenous antecedent) and animosity (endogenous anteced-
ent).

Contrary to Hungary, the feelings of animosity toward the U.S. were strongly expressed;
however, they seemed to have hardly affected purchase behavior, perhaps because the in-
terviewees did not have any issues with the quality of U.S. products. While animosity
toward Slovenian neighboring countries seemed almost exclusively based on personal
negative experience, animosity toward the U.S. was mainly based on the influence of me-
dia and pop-culture products. Consequently, animosity toward the U.S. was less personal
and its purchase behavior manifestations thus less intense. This result echoes Shoham et
al. (2006) who argue that closer contact between people makes animosity more personal,
while anger toward a physically distant entity likely results in a more abstract form of
animosity.

6. CONCLUSIONS, RESEARCH IMPLICATIONS AND LIMITATIONS

Our qualitative analysis of consumer animosity in the Slovenian context offers insightful
implications. In our study, animosity manifestations in purchase behavior ranged from
product boycotts’ to the avoidance of products from the hostility-evoking country, most
commonly rationalized by poor product quality evaluations. Indeed, our analysis sug-
gests that economic-related animosity of a target country is closely intertwined with prod-
uct/service quality perceptions. This finding questions the premise of the original model
(Klein et al., 1998) positing that animosity translates into an aversion to buying goods
from a particular country, regardless of product quality evaluations. While the cause and
effect cannot be established from our qualitative data, our results seem more consistent
with Shoham et al’s (2006) and Hoffmann et al’s (2011) animosity models where product-
quality judgments and country-of-origin image (respectively) are the consequences of
consumer animosity. In discussing their results, Shoham et al. (2006) apply the principle
of cognitive consistency, whereby consumers achieve an internal balance (harmony) by
adjusting their judgments about imports from a country to their feelings of antipathy
toward that same country.

In this study, the relationship between an animosity target and resistance to buying a
foreign product does not seem related to the economic development of the animosity-

7 Major reasons for consumer boycotts of products from the animosity-evoking foreign country that emerged
from our study included disagreements with the animosity country’s internal politics (e.g. Hungary), poor
relationships with the neighboring country (e.g. Croatia) or disagreements with a country’s international
politics and/or its people’s lifestyles (the U.S.).
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evoking foreign country. While the quality of U.S. (a developed country) products was not
questioned by our respondents, the issue of poor quality emerged in the cases of animosity
countries with a perceived lower level of economic development (Hungary and Croatia)
as well as with a developed country like Italy. Hence, it seems that quality evaluations and
consumer animosity are closely associated; however, more research is needed to under-
stand the true nature of this relationship.

Clearly, animosity is not the sole factor that deters consumers from purchasing products
from an animosity-evoking foreign country. The nature of consumers’ purchasing deci-
sions is complex and the ultimate choice depends on numerous factors, including product
category, consideration set, consumer knowledge and involvement as well as the inten-
sity of emotions regarding the country in question. It is evident that consumer animosity
merely provides information about what a consumer may not choose at a certain moment.
That is, if the intensity of antipathy towards the country is particularly strong, consum-
ers will eschew products from that country. However, consumers’ purchase decisions can
be influenced by conflicting attitudes at the same time. For instance, consumer affinity®
(Oberecker et al., 2008) provides information about a consumer’s preferred foreign alter-
native, whereas consumer ethnocentrism (Shimp & Sharma, 1987) results in preferences
for domestic products and services. Therefore, future research should investigate various
rational, affective and normative rationales simultaneously to better understand how con-
sumers resolve their purchasing dilemmas related to the country of origin issue (Herz &
Diamantopoulos, 2013; Vida & Dmitrovi¢, 2009).

The animosity of local consumers toward a host country marketer may be an important
factor international managers should consider when making decisions to enter a new
market (Klein, 2002). Cultural differences between nations, such as language, religion,
customs and habits, and also politics, can represent potential sources of conflict. Some-
times such conflicts can culminate in feelings of anger, contempt, or even hatred. Inter-
national marketing managers should be aware that there may be segments of people who
harbor animosity toward a specific entity. In the Slovenian context, our qualitative inquiry
suggests such negative feelings are rooted in various categories (predominantly related to
people, personal experience and politics) and seem to exert a profound impact on con-
sumers’ purchase decisions ranging from product boycotts to simply avoiding products
from hostility-evoking countries. Managers must be prepared to address these issues and
devise marketing strategies that mitigate the negative consequences of consumer animos-

ity.

Our analysis of three out of four countries that evoked hostility among our respondents
(e.g. Croatia, Hungary and Italy) showed that the impact of consumer animosity on pur-
chase behavior is intertwined with product quality judgments. In such cases, marketing
managers can downplay the negative consequences of consumer animosity by emphasiz-
ing the quality of their products, superiority of the design, reliability, attractiveness, etc.

8 Consumer affinity captures favorable sentiments toward a specific foreign country which affect behavioral
consequences, such as intentions to consume products from the affinity country (Oberecker et al., 2008, p. 25).
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However, segments of consumers with intense feelings of animosity should be addressed
in a different manner because traditional approaches such as price promotions and ad-
vertising efforts will most likely remain ineffective. Instead, it is important for foreign
companies to deemphasize the origin of their products (Amine et al., 2005). They can
create an impression that their products have a local origin by using brand names and
advertisements featuring local country themes or engage in local-foreign co-branding
strategies. Product endorsements by local celebrities and opinion leaders can also help
foreign companies bypass the negative behavioral effects of consumer animosity. Indeed,
a recent empirical study (Fong, Lee & Du, 2014) demonstrates that a proper selection of
entry modes into the hostile host market (e.g. an acquisition joint venture) and relevant
post-entry branding strategies (e.g. local and local-foreign co-branding) that are associ-
ated with a more salient host country identity can actually reduce consumer animosity.

While in our study we identified some situational animosity (e.g. internal politics and
territorial disputes in Hungary and Croatia, respectively), other instances of expressed
animosity seemed to be more durable in nature. In order to gain further insights into
the overall dynamics of consumer animosity, longitudinal research should be undertaken.
For example, it would be fruitful to understand whether the levels of political animosity
toward Hungary will alter at future points in time. Similarly, it would be interesting to
observe whether levels of political animosity toward Croatia will decline now that Croatia
has joined the European Union and whether that new political reality will arouse feelings
of solidarity and commonality of destiny between the two neighboring countries, Slovenia
and Croatia.

While the large number of in-depth interviews with individuals residing in various geo-
graphical areas in Slovenia offers deep insights into how consumers feel and think about
foreign countries and their products in the local context, some limitations are inherent in
our research approach. First, in our interviews, research questions related to both con-
sumer animosity sources and their behavioral manifestations were discussed with the
same respondents during a single interview, suggesting that the issue of the respondents’
priming and demand effects may have been a problem (Berg, 2001). While we recog-
nized this issue a-priori and made attempts to mitigate it through appropriate wording
of our questions and the probing techniques, it is quite likely that the problem persisted.
Second, despite the many advantages of personal interviews, this data collection tech-
nique (similar to consumer surveys) requires participants to express, on a conscious level,
the type of emotions that are implicit, inaccessible to introspection and may even oper-
ate automatically (Cai et al., 2012). Further, this data collection method is prone to elicit
socially desirable responses (Steenkamp, de Jong & Baumgartner, 2010), which may be
particularly problematic when discussing hostile feelings’. Hence, we suggest that future
qualitative inquiries apply a multi-stage qualitative design combining expressive projec-
tive techniques (that help uncover hidden or unconscious content), an experimental ap-
proach along with semi-structured interviews (Cai et al., 2012; Herz & Diamantopolous,
2013; Zaltman, 1997) to triangulate our findings.

9 The authors wish to thank the anonymous reviewer for his/her constructive remarks regarding these limitations.
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Clearly, the qualitative methodological approach also suffers from generalization and ex-
ternal validity limitations. We suggest that future research engage in quantitative research
that enables the drawing of valid inferences when delving into the sources and conse-
quences of consumer animosity. Our results indicate that additional clarity is needed
regarding whether consumer animosity has a direct negative effect on foreign purchase
behavior or whether is mediated and/or moderated by other constructs (e.g. product qual-
ity judgments, brand loyalty, etc.). Moreover, we found that Croatia and Italy received
the most animosity votes from the Slovenian regions that share a border with these two
countries. Future studies may wish to delve into the role of geographical proximity to the
hostility evoking target and its effects on behavioral consequences.

Finally, in this study we identified various product categories that are potentially affected
by consumer animosity, including food, consumer durables and services. Given the con-
text specific nature of consumer animosity, its sources and effects (with respect to hos-
tility-evoking countries), future quantitative surveys should address the issue of product
specificity (Leong et al., 2008; Russell, Russell & Neijens, 2011). Given that services rep-
resent an ever growing sector in many economies, research investigating the effects of
consumer animosity on a diverse set of services may represent a fruitful research venue.
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