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1 WIEEEFHRER 2 BFTENHEIEERBEXRE
Tab. 1 Results of confirmatory factor analysis Tab. 2 Means, standard deviations and correlations
T Models ¥ df y/df CFI TLI IFI RMSEA A5t Variables 1 2 3 4 5
RN 1817.35 105 17.31 0.00 0.00 0.00 0.28 HZAE
Null model Monthly pocket money
DY PR AR 201.78 85 237 0.93 0.92 0.93 0.08 TH ARG -0.06
Four-factor model Consumer animosity
=T 41345 88 470 0.81 0.77 0.81 0.13 TH AT -0.07 -0.09
Three-factor model Gender
AT 431.05 88 4.90 0.80 0.76 0.80 0.14 EEi% T -0.10  0.33*%* —0.15%
Three-factor model Self-efficacy
= A A ¢ 526.62 88 598 0.74 0.69 0.75 0.15 iRV 0.14% —0.33%%  0.09 —0.35%*
Three-factor model Willingness-to-visit
W Rl 74244 90 825 0.62 0.56 0.62 0.18 SEYE(M) 80.45  3.48 143 297  3.66
Two-factor model FREZE(SD) 13390 075 050 1.05  1.09
PP AL 742.44 90 825 0.62 0.56 0.62 0.18 -
Single-factor model E:N= 216, *k p< 0.01 N * p< 005( Xl/m’] )O
R R AR AR K A A A F#£3,
Fo B RACKE A A — AN BT Bl T SE ek R ASE s o
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HHEERE d — %, S EL (o Nk :
THERERRBRT R A BRI AETCR) . 23 A I 2 R
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3.3 B
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Tab. 3 Results of hierarchical regression modeling

KA H— D.V. Jite e = Willingness-to-visit F #8406 Self-efficacy

HAELV. | M1 M2 M3 M4 M5 M6 M7 MS$
1|25 & Control variable
HZ1£%% Monthly pocket money 0.14* 0.12F 0.10 0.10 -0.10 -0.08 -0.09 -0.10
H A% & Independent variable
7 3 # #(7% Consumer animosity -0.33%* —0.24%* 0.33%* 0.32%*%  (.32%*
T A5 & Mediator
22k Self-efficacy —0.34%%  —0.26%*
1145 & Moderator
TH #E A Gender -0.13*  -0.14%
A% H.Ijl Interaction term
U 5 Consumer animosity * Gender -0.127
R 0.02 0.13 0.13 0.19 0.01 0.12 0.13 0.15
AR 0.02 0.11 0.12 0.06 0.01 0.11 0.02 0.01
F 4.13% 15.19%%* 16.52%%* 16.09%* 2.26 14.17%* 10.97** 9.20%*
AF 4.13% 25.76%* 28.37%* 15.79%%* 2.26 25.81%* 4.16* 3.487

E:N=216;** p<0.01,* p<0.05,1p<0.1.
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Consumer Animosity, Self-efficacy and Willingness-to-visit:
An Empirical Study on Young Outbound Tourism Market

GUO Gongxing', ZHOU Xing', TU Hongwei*
(1. School of Management, Xiamen University, Xiamen 361005, China;
2. College of Tourism, Fujian Normal University, Fuzhou 350108, China)

Abstract: Disputes and conflicts between countries always result in sentiment of hostility among
consumers in these countries, who will ultimately resort to consumer protests, boycotts, and resistance
to purchases from the hostile nation. The sentiment of hostility among consumers, namely consumer
animosity, is defined as “the remnants of antipathy related to previous or ongoing military, political, or
economic event” and will influence “consumers’ purchase behavior in the international marketplace”
(see Klein et al., 1998, p. 90)”. The impact of consumer animosity has been examined in many product
categories, such as cars, laptops and so on, while few studies have involved in the place products or
services, such as tourism. As a special and significant type of products/services, tourism plays an
important role in national development and international exchanges. Tourism is, thus, becoming an
increasingly popular in academic research topic. In cross- cultural consumer behavior research,

however, few existing studies have focused on the impact of consumer animosity on willingness to visit
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the disliked country. The present research, therefore, aims to make up the insufficiencies found in the
existing studies.

In this article, based on a sample of 216 Chinese young consumers, we employed self-efficacy and
gender as mediator and moderator respectively, to discuss the effect of consumer animosity on
willingness to visit Japan. Firstly, we used AMOS 20.0 to conduct confirmatory factor analysis. The
results showed good discriminant validity for the key four constructs of consumer animosity, self-
efficacy, consumer gender and willingness- to- visit. Then we employed descriptive statistics analysis
with SPSS 21 to test the means, standard deviations and correlations of main variables. Results
indicated that consumer animosity was positively correlated with self-efficacy, consumer animosity was
negatively correlated with willingness- to- visit, and self- efficacy was negatively correlated with
willingness-to-visit as well. Furthermore, to test the hypotheses, hierarchical regression modeling was
used. The results indicated that: (1) Chinese young consumer animosity negatively impacted on their
willingness-to-visit Japan; (2) self-efficacy mediated the relationship between consumer animosity and
willingness-to- visit; (3) consumer gender moderated the relationship of consumer animosity and self-
efficacy, specifically, male consumer animosity has a greater influence on self-efficacy than female.

Studying on Chinese young consumer animosity and their willingness to visit Japan, our research
to some extent made up the insufficiencies of existing research. In this study, we introduced self-
efficacy as mediator and gender as moderator, which can effectively describe the impact mechanism of
consumer animosity on willingness- to- visit, and can comprehensively reflect the impact process and
impact border of consumer animosity on willingness-to-visit. Additionally, the findings of present study
have many implications for policy-making and crises containment public relations for related marketing
practitioners, enterprises and government, especially for the transnational tourism enterprises and
organizations. It is worth noting that the present study suffered from a number of limitations. For
example, many measures adopted in our study were originally developed and used in the context of
western culture, it is still questioned that these items are applicable to the context of Chinese culture. In
previous studies these measures were mainly used to examine general consumer behavior, the
appropriateness of these measures used on the behavior of young consumers requires future testing.

Keywords: consumer animosity; self-efficacy; willingness-to-visit; young consumer
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