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Abstract: 

Twenty-five years of research have thoroughly embraced the concept of consumer animosity. 

How-ever, how and when animosity affects consumers’ product judgments is still unclear. Re-

search find-ings regarding these effects range from no evidence of product denigration to sig-

nificant denigration. This meta-analysis on more than 160 effect sizes from approximately 50 

countries (N = 21,485) embraces this inconsistency by revealing country dyad-specific and 

country-specific moderators on economic, political, geographic, demographic, and cultural 

characteristics, which explain some of the divergent research findings. Consequently, this study 

contributes to the literature by introducing a five-dimensional approach accounting for con-

sumer animosity’s country-specificity. 
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Abstract: 

This research investigates if perceived brand globalness (PBG) can help mitigate the adverse 

effects of consumer animosity on brand evaluations and purchase intentions. We analyze survey 

data from Chinese consumers (N = 395) and South Korean consumers (N = 420) using multi-

group structural equation modeling. In both countries, we use Japanese products as stimuli, 

ensuring high comparability levels between the studies. We empirically demonstrate that PBG 

can mitigate the negative consequences of consumer animosity by weakening the spillover ef-

fect between product–country image and brand evaluations. However, we find the mitigating 

effect of PBG only in China, not in South Korea. By highlighting PBG’s role as an actionable 

moderator that firms can manipulate to attenuate the negative consequences of consumer ani-

mosity toward a brand’s country of origin, this work adds to the much-needed debate about 

how animosity-induced effects can be mitigated in times of global conflicts and tensions. 
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Abstract: 

This paper investigates consumer animosity in times of uncertainty and its influence on anti-

consumption behavior. The paper focuses on the social nature of boycotts and contributes to 

the literature by analyzing the influence of normative components. Therefore, the paper intro-

duces and empirically validates the concept of the social animosity context as a boundary con-

dition when animosity translates into negative product judgments and boycotts. The cross-coun-

try study uses data from six countries to measure animosity effects on two target countries, 

Russia and the U.S. Results confirm that consumers’ social animosity context influences how 

animosity shapes their boycott intentions. 
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Abstract: 

With more than 200 research studies published thus far, consumer animosity research has re-

ceived considerable attention in international marketing research. Although numerous studies 

have shed light on antecedents, outcomes, conditional effects, and underlying mechanisms in 

the animosity context, literature reviews that synthesize existing knowledge of animosity are 

sparse. Based on studies published over a period between 1998 and 2022, we review prior stud-

ies by using the theory-context-characteristics-methodology (TCCM) framework-based ap-

proach. This TCCM-based review approach structures widely used theories, constructs, and 

methods, which, in turn, help identify key research gaps for future research studies. By thor-

oughly synthesizing findings of prior animosity studies, this systematic literature review aims 

to offer an overview of the consumer animosity research stream and to provide meaningful 

state-of-the-art insights for future research approaches. In addition to this TCCM-based ap-

proach, a bibliometric analysis highlights dominating research works in this literature field and 

identifies (co-)citation interdependencies across studies. This systematic literature review con-

tributes to the academia in two ways. First, the TCCM-based review enhances our knowledge 

of consumer animosity by synthesizing existing research results and by identifying novel arrays 

for future research designs. Second, this study, to date, is the first to conducts a bibliometric 

analysis within the research field of consumer animosity, signaling a new array of domain-

based review approaches for the animosity context.  
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Abstract: 

Misinformation not only hurts societies but also the businesses it targets. Consumers can en-

counter the same piece of misinformation on various occasions, which inflates its perceived 

accuracy (the “illusory truth effect”). This research assesses the potency of common discount-

ing cues (i.e., fact-checking) in inhibiting the illusory truth effect and its business consequences 

in three managerially relevant contexts pertaining to correction and/or inoculation. Five exper-

imental studies (N = 4,372) make use of actual misinformation targeting well-known global 

firms and multi-wave designs to study their long-term effects, including eye-tracking. The ob-

tained evidence implies that when used as a correction following previous exposure, even a 

clearly unambiguous fact-check (“false”) cannot inhibit repetition-inflated accuracy percep-

tions in consumers. But such fact-checks are still effective in inoculating consumers against the 

illusory truth effect for future exposures, preventing drops in brand evaluations and product 

choices. Because of its ambiguity, a “disputed” label—as widely used by social media plat-

forms—is less effective for inoculation. Overall, the illusory truth effect is, paradoxically, a 

great threat when fact-checks are present at the time of judgment but not when they were seen 

before and consumers have to rely solely on their memory. These insights aid in the fight against 

misinformation victimizing firms. 
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