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Introduction

1 Introduction

In times of progressing globalization the challender international marketers are
rising, as well as the opportunities that evolventrthis situation. The increasing
globalization of markets leads to an excessive lgupp products from all over the

world. Therefore, consumers are overwhelmed withide range of local and foreign

products. As consumers nowadays have more accegdotonation about foreign

countries than several years ago, it is easiettifem to construct stereotypes about
countries, which further also influences consuménrsying decisions. Consequently,
product judgments are not longer based only on suek as product quality, but also
the country-of-origin of a product serves as thsiddor consumers’ decisions. The
stereotypes derived from a products’ country-ogiorimight have positive effects, but
also negative effects can arise from negative imaghich create significant barriers
for marketers trying to enter a market or to positiheir products in a market (Knight
and Calantone 2000). Thus, marketing studies aeeeisted in developing concepts that
help to explain how consumers’ consumption behaigoinfluenced by a products’

country-of-origin.

At the beginning, marketing research concentratedenon the general construct of
country-of-origin (e.g., Dichter 1962; Schooler 5%6but in the course of time the
construct of country image emerged, which is saildve a considerable influence on
consumers’ evaluation of products and their buylegisions (e.g., Martin and Eroglu
1993; Knight and Calantone 2000; Laroche, Papadopptieslop, and Mourali 2005).
Country image can be defined as “mental repredentatof a country’s people,
products, culture and national symbols” (Verleghl &teenkamp 1999, p. 525) and is
said to consist of a cognitive and an affective ponent (Verlegh 2001a). Although the
importance of this construct is established andeqmany articles in the literature
investigate the construct of country image integlgivdisagreement exists about the
conceptualization of the country image construetrfiche et al. 2005). In most studies,
the research focus is mainly on country beliefg.(&Roth and Romeo 1992; Martin and
Eroglu 1993), whereas the impact of country affectot taken into consideration at all.
The few studies which try to also incorporate copaffect in their research model, fail

to present a sufficient implementation of this idistion at the operationalization stage
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(Roth and Diamantopoulos 2009). Due to this reasorsubstantial research gap
emerges, as it might be of importance for marketensot only include the cognitive
component of country image in their consideratidng,also to regard country affect as

an important factor of consumer behavior.

1.1 Research Objectives

The research objective of this diploma thesis caseprthe closure of the above
mentioned research gap, which stems from the fiattthe importance of country affect
is widely disregarded in the literature. As presaasearch has not concentrated on the
construct of country affect at all and therefore dear definition exists which
determines what is included into the constructoafitry affect, the first objective of the
present study focuses on the development of a itlefinwhich determines the
characteristics of country affect and makes cldaatvghould be understood by the term
‘country affect’. Based on the developed definititime next objective concentrates on
the development of a scale, which measures couelajed emotions towards countries
in general. This objective should be reached byapglication of a thorough scale
development process. Once the scale is developeshould be possible to answer
several research questions to close the exists®areh gap by finding out (a) if country
affect actually has an influence on consumers’ siecs, (b) how emotions toward
countries in general influence these decisions,(end the influence of country beliefs
or the influence of country affect on consumergisiens is stronger. Concerning the
chosen outcome variables, the impact of countmgcafbn the following three outcomes
shall be explored: (1) the intention to purchasadpcts from a particular country, (2)
the intention to invest in a country and (3) théemtion to visit a country. A final
research objective considers the proposition of agarial implications of how the
results obtained for the country affect construant be practically applied and further

on, the way shall also be cleared for further netemn the future.

1.2 Structure of the Thesis

The diploma thesis is divided into eight chapté&er this introduction, a thorough
literature review is presented in chapter 2, whglhe first recommended step in the

scale development process (Netemeyer, BeardenShadna 2003). In the literature
2
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review the various concepts that are of importaiocehe development of the country
affect scale will be discussed. At the beginningtuee theory and its several available
models are described, as the theoretical framewbttkis diploma thesis is built on that
theory. In the following subchapter, country imaged its relevant subcomponents
country cognition, country conation and countryeaffare described in more detail.
With regard to the topic of the diploma thesis, tbeus is clearly on the construct of
country affect, leading to a detailed descriptidnite characteristics. Furthermore, a
definition of country affect is also derived in ghichapter. Finally, two related
constructs, namely the constructs of consumerigffand consumer animosity, will be

discussed and contrasted to the concept of coaffagt.

In chapter 3, the literature review is followeddwescription of the development of the
research model and the associated hypotheses, ahectesigned with regard to the
theoretical implications found in the literaturedathhe assumed relationships between

the single constructs and the chosen outcome Vesiab

Afterwards, chapter 4 includes a detailed desanptof the accomplished scale
development process, which is taken from from Netgn Bearden and Sharma
(2003). Here, all steps that are essential fordéneslopment of the country affect scale
are thoroughly explained. Firstly, a precise exatem will be given of how the initial
item pool is generated, from which the appropriegms for the country affect scale are
afterwards chosen. Then the chapter continuesavitescription of the measures taken
(e.g., expert screenings) to derive a final poolitems which best measures the
proposed construct of country affect. Secondly,uastjonnaire is developed which
further includes besides the newly developed cqumtifect scale several other
constructs that are of interest in this particuémearch setting. The choice of constructs
that are used in order to answer the researchignegiosed is described in more detail
in chapter 4 as well. Finally, this chapter alsatams a summary of the pretest, which
was conducted to prove the comprehensibility of tjumstionnaire developed. To
conclude this chapter, the data collection procedised and the characteristics of the
final sample are discussed.
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Chapter 5 focuses on the analysis of the datardddarom the conducted survey as to
test for the before developed hypotheses and ieram answer the posed research
questions. By means of an exploratory factor amalyse structure of the country affect
will be analyzed, which leads to the finalizatidintloe scale. Further on, the reliability
and validity of the scale are tested. Furthermse®geral other analyses will be carried
out, which are used to explore the relationshigs/&en country beliefs, country affect
and the three chosen outcome variables. Anotheit poconcerned with how to weigh
country beliefs and country affect with regard teit importance on consumers’
decision making. Moreover, it will be attempteddistinguish the construct of country
affect empirically from the construct of countrylibés and the construct of consumer

ethnocentrism.

Further on, chapter 6 discusses the results ofteh&pTo complete this diploma thesis,
chapter 7 presents the contributions of this waork @aborates among other things also
on the managerial implications that can be drawmfthe obtained results. Finally, the
limitations of the current study and the possilg$itfor future research are presented in

chapter 8.
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2 Literature Review

In order to get a better understanding of the cohad country affect, which is

introduced in this diploma thesis, it is of greatportance to get insights into the
theoretical framework used for the conceptualizatod this concept. Therefore, the
literature review starts with an overview of attitutheory and its various available
models. Then the topic of country image is intraetband a more detailed description
of the single constructs of which country image sists, namely beliefs, affect and
conations, is given. Furthermore, the constructffact will be discussed in more detail,
as it is important for an understanding of the tats$ of country affect. At the end of
this chapter a distinction between country imagéd awo related constructs, namely

consumer animosity and affinity, is drawn.

2.1 Theoretical Framework - Attitude Theory

The theoretical basis for the development of a &aork to measure country affect,
which captures emotions towards a country, is pleyiby attitude theory. Fishbein and
Ajzen (1975, p. 6) define attitudes as “a learneddizposition to respond in a
consistently favorable or unfavorable manner wapect to a given object”. Zanna and
Rempel (1988, p. 321) regard attitudes as “thegoateation of a stimulus object along
an evaluative dimension [...]”. Rosenberg and HovIl@i®60, p. 1) refer to attitudes as
“predispositions to respond in a particular way dodva specified class of objects”.
Katz and Stotland (1959, p. 428) use a similarmit@in when they speak of attitudes as
being “[...] an individual's tendency or predispositi to evaluate an object or the
symbol of that object in a certain way”. Kotler ) p. 199) defines an attitude as “a
person’s enduring favorable or unfavorable evatunti emotional feelings, and action
tendencies toward some object or idea”. Concerttiege definitions it is possible to
conclude that attitudes are not innate, they radheracquired due to information about
or direct experience with the attitude object amoh e expressed as favorable or
unfavorable feelings. Attitudes are not overt bét@vthat can be observed directly,
they rather can be seen as unobservable, integaations (Lutz 1981, p. 233).
Nevertheless, attitudes are viewed as predispositioat lead to actual overt behavior.
According to Lutz (1981) the attitude object doex necessarily have to be a true

object, like a product, but it can also be an isaugehavior or a person.
5
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As attitudes are predispositions, the questionearié people hold only one attitude
towards the attitude object. Ajzen (2001) respomdhis issue that even though in
former research the simplistic conception (i.e.ntaming only one attitude) exists,
recent work however attempts to see this conceptican more complex way. Wilson,
Lindsay, and Schooler (2000) refer to this themyttee model of dual attitudes. The
term ‘dual attitudes’ means that the same objent lma evaluated in different ways,
leading to the possibility that people do not onbtd one attitude towards an object or
issue, but due to a change in attitudes over timeva attitude can occur. The authors
point out that the new attitude doesn’t replace gheviously formed attitude, it only
overrides the old one and the two coexist. An exarfgr this would be that a person
learns some attitudes in childhood but as an dwhitthe forms his/her own attitudes due
to different experiences, but it is still possitiat the old attitudes can be restored in

special situations. Ajzen (2001) refers to this ptar conception as well.

Attitudes are “useful predictors of consumers’ hetilatoward a product or service”
(Mitchell and Olson 1981, p. 318). This argumentasfirmed by Fishbein and Ajzen
(1975, p. 8) who write that an “attitude is typlgaliewed as a latent or underlying
variable that is assumed to guide or influence Wela Depending on which direction
the behavioral intention places its emphasis, Katd Stotland (1959) talk about
positive attitudes (e.g., if the person tries @ thie object) or negative attitudes (e.g., if
the person tends to destroy the object). SpedyicHie character of attitudes can be
determined by five factors (Engel, Blackwell, andnMrd 1995). The first factor
mentioned is thealence,which defines if the attitude is positive, negatior neutral.
Further, attitudes can vary in thaxtremity which refers to the degree of liking or
disliking. Another aspect of attitudes that camyartheirresistancewhich measures if
an attitude is immune to change or not. pleesistenceof attitudes may also vary and
represents the possibility that positive and negaéttitudes may develop towards a
more neutral direction in the course of time. Hinalhe degree of confidencavhich
refers to a person’s belief about the grade ofexbness of her or his attitude, may not

be the same among all attitudes.

The conceptualization of attitudes is manifold. Ting key concept is named thieree-
component or tripartite viewas it sees attitudes to consist of three dimessiwhich

are cognitive, affective and conative (e.g., Smi®d7; Katz and Stotland 1959;

6
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Rosenberg and Hovland 1960). Rosenberg and Ho\E8®D) popularized the three-
component view in the early 1960s and it was furthged in social sciences. This
historical view states that attitudes are very demps they include a person’s beliefs
and accordingly the information he or she holdsuatam object (i.e., cognitive), the
favorable or unfavorable feelings toward the objed., affective) and the intended
behavior with regard to the object (i.e., conativE)e three components are seen as
being most predictive of behavior when observeduliBneously. Considering this
inclusive view of attitudes, a strong attitude-babarelationship is assumed (Fishbein
and Ajzen 1975). But although the three-compon&w \of attitudes is so extensively
used in the literature, it has an important shaniog in order to describe attitudes: all
three components are dependent of each other aydatie therefore causally related
(Mackie and Hamilton 1993).

The second view, which is used in more recent sfydis referred to as thevo-
component viewf attitudes. Theorists like Bagozzi and Burnkr@d®79), Schlegel and
DiTecco (1982), Zajonc and Markus (1982), and EnBklckwell, and Miniard (1995)
apply this approach. Here, the conative dimensi@n, (ntended behavior) is removed
from the attitude equation. Consequently, attituckessist only of the two dimensions
cognition and affect, which in return determine thehavioral intentions. Katz and
Stotland (1959) also follow this approach as thieynt that an attitude has to cover an
affective and a cognitive component only, but thdbes not need to contain a conative
one. According to Katz and Stotland (1959, p. 42® affective component is the
central part of an attitude as it is “the most elgsrelated to the evaluation of the
object”. The authors indicate that even thoughragemay not know very much about
an object, he or she may still evaluate the obeghly or low. Fishbein and Ajzen
(1975), who agree with this statement, support l&teer as well. Nevertheless, the
cognitive part is at least necessary to identify tibject, but may also contain a “full
and detailed description of the object and belidfsut it (Katz and Stotland 1959, p.
431). According to Bagozzi and Burnkrant (1979,945) the affective component
“measures the degree of emotional attraction towardattitude object”, while the
cognitive component “accounts for the perceiveati@hship between attitude object
and other objects or concepts”. Following Ostror@6d, p. 16), the cognitive part
comprises “beliefs about the object, charactegsticthe object, and relationships of the

object with other objects”. As Engel, Blackwell,daMliniard (1995) state, it depends on

7
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the nature of the attitude object whether the prndeterminant of an attitude is the
cognitive or the affective component. It is alsggwble that both cognitive and affective
components influence the formation of the attituid@s statement is confirmed by Katz
and Stotland (1959) as well. They support the apsiom that the degree of impact of
both the cognitive component — depending on thergxdf knowledge about the object
— and the affective component can be variable.

Another possibility to describe attitudes is aloaghierarchy-of-effects(or ABC,
standing for attitude-beliefs-conatiosequence The most popular and influential
model is the attitude-behavior model or theory @hsoned action, which has been
developed by Fishbein and Ajzen (1975). Their atenis to propose a clear
differentiation between the different constructdefiefs, attitude, behavioral intentions
and actual behavior. ABC theory starts with theuagstion that people are reacting
rational and use information that is available isyatematic manner. This means that
the theoretical conceptualization is based on thencthat beliefs are the fundamental
component. Due to the beliefs received from dimagervation or outside information
sources a person forms evaluations. These evabtgatave seen as the attitude
component in the ABC model, as the authors vielludis as evaluative or affective in
nature. The evaluative component has in turn doente on the behavioral intentions
with respect to the object. In the end, the intehblehavior leads to the corresponding
behavior towards the object (Fishbein and Ajzen5)97

The advantage of the ABC model is that the provideights into the reasons of
behavior are much richer than in other models (Erjackwell, and Miniard 1995).

But the model has also its shortcomings, as Lig®84) found out when examining the
causal structure of the Fishbein/Ajzen attitudeadv&dr model. In the attitude-behavior
model, attitude formation and change are ascriloethé processing of information.

Liska (1984, p. 66-67) criticizes this point of wiend claims that beliefs and attitudes
are not related to each other, so to say that tbesstructs “may vary independently
and may independently affect intentions and belaviéurthermore, Liska (1984)

points out that Fishbein and Ajzen ignore the that behavior is not only the outcome
of the chain but that behavior can also influermm@eforegoing constructs like intentions

and attitudes.
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2.2 Country-of-Origin Image

Products can be judged by a wide range of factrs, quality, performance, brand
name, etc. This judgment is built on cues, whighsaimuli of minor impact and which
are determining “when, where and how a person redgio(Kotler 2003, p. 197).
According to the direction of the affect, cues bareither intrinsic or extrinsic. Intrinsic
cues affect physical product characteristics (€@sign, ingredients, performance, ...),
while extrinsic cues do not directly affect the gwot performance. In other words,
extrinsic cues are related to intangible produtibattes (e.g., brand name, price, ...)

(Peterson and Jolibert 1995). Country-of-originopefs to the group of extrinsic cues.

The term country-of-origin is usually defined aséetcountry with which a firm is
associated” (Gillespie, Jeannet, and Hennessey, 3000795). Country-of-origin is a
perceived concept, meaning that the country a ecoasassociates with a firm does not
necessarily have to be the actual country-of-origine of the earlier country-of-origin
investigators who refers to the importance of adpob's country-of-origin is Dichter
(1962, p. 116), who argues that the country-ofiorigay have a “tremendous influence
on the acceptance and success of products”. Ammadinst who empirically report
about country-of-origin effects is Schooler (196%, 396), who writes about the
detection of “significant differences in the evalaa of products, identical in all
respects except the name of the country appeanmghe label [...]". After the
publication of Schooler’s article, the systemagseaarch on these effects begins (for a
detailed review of the earlier literature on cowsdf-origin effects see Bilkey and Nes
1982; Roth and Romeo 1992; Peterson and Jolib88; Merlegh and Steenkamp 1999;
Usunier 2006; Roth and Diamantopoulos 2009).

Origin bias exists for both end-users as well asifidustrial buyers and concerns
general product categories as well as specific ymbccategories (Verlegh and
Steenkamp 1999; Laroche et al. 2005). Klein, Etienand Morris (1998, p. 89) remark
that “it is possible, however, that a product’'sgori (signaled by the place of
manufacture and/or brand name) will affect conssmienying decisions directly and
independently of product judgments”. SpecificaBgtschen and Hemetsberger (1998)
state that not only product quality is linked tantry-of-origin, but that consumers also
associate memories of past vacations and feelihgatmnal pride with it. Verlegh and
9
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Steenkamp (1999, p. 523) also mention “that counttryrigin is not merely a cognitive
cue for product quality, but also relates to enmtjadentity, pride and autobiographical

memories”.

From the country-of-origin literature, a centrahstruct emerged, namely the country-
of-origin image, which is referred to further on @suntry image. While country-of-
origin focuses on the questighconsumers have preferences for some products over
others, based on the origin of a product, countmgge tries to identifywwhy these

preferences exist (Roth and Diamantopoulos 2009).

Regarding the development of country image, theeed#ferent possibilities of how
consumers form the beliefs and emotions they haward a country: firstly, due to
direct experience with the country (e.g., gainedrhyeling); secondly, due to influence
by outside sources of information (e.g., throughveatisements); or thirdly, by
inferences (e.g., based on past experiences wiithupts from the particular country),

which may be correct or incorrect (Martin and Etoyp93).

According to Roth and Diamantopoulos (2009, p. 7Zéuntry image can be
conceptualized on three different levels, namebu$ing on (1) the general image of
countries (i.e., country image), (2) the image otidries and their products (i.e.,
product-country images) and (3) the images of prtlfrom a country (i.e., product
image). With regard to the first group, country geais defined as a more general
concept, which is not only built on a statementuwlibe products from this country, but
also includes other country-specific variables. Tdwtors which constitute this general
concept are numerous, as country image “resultsn fits geography, history,
proclamations, art and music, famous citizens, athdr features” (Kotler and Gertner
2004, p. 42). Other authors that are using a silyilaroad definition are for example
Verlegh and Steenkamp (1999, p. 525), as theyatatlut “mental representations of a
country’s people, products, culture and nationahlsyis” and Allred, Chakraborty, and
Miller (1999, p. 36), who define country image dk€‘ perception or impression that
organizations and consumers have about a countrg.ifpression or perception of a
country is based on the country’s economic conalitipolitical structure, culture,
conflict with other countries, labor conditions,dastand on environmental issues”.

Further definitions can be found in the review daftik and Diamantopoulos (2009).

10
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Particularly noticeable among the definitions is flact that most authors speak only
about factors concerning cognitive beliefs, igngrihe affective component of country
image. Although Boulding (1959, p. 120) remarkd thaational image must be seen as
“the total cognitive, affective and evaluative sture of the behavior unit”, the

affective component is not taken into account bgtnaefinitions.

The second group of definitions concentrates may country image as being
perceived as the origin of products, the so-capiemuct-country image. Nebenzahl,
Jaffe, and Usunier (2003, p. 388) define countrage as “consumers’ perceptions
about the attributes of products made-in a cexaimtry; emotions toward the country
and resulted perceptions about the social desisalil owning products made-in the
country”. When taking a closer look at this defmt, it can be said that product-
country image consists of the two concepts countage and product imagehich are
distinct but related. Furthermore, the perceptibthe country implies whether buying
products from this country is preferable or noterdiore, country image does have an
influence on product image. This implication iscalsupported by Roth and Romeo
(1992) who found out that when consumers have #&iy®sountry image, this can
further lead to a positive product image and agaamhancing willingness to buy

products from this particular country.

The third group of definitions concentrates solely product images and is first
introduced by Nagashima (1970, p. 68) who defirmstry image as “the picture, the
reputation, the stereotype that businessmen anduomers attach to products of a
specific country. This image is created by suchaides as representative products,
national characteristics, economic and politicatkgmound, history, and traditions”.

Regardless of the fact that the term ‘country’ s&dj the definition is related to the
products of a specific country, so that in thisteghthe term ‘product image’, instead
of the term ‘country image’, is the more accuratee aused for this conceptual

definition. But not only Nagashima (1970) concepiags country image in this way,

also other researchers define the concept as gradage rather than country image
(e.g., Han 1989; Roth and Romeo 1992; Bilkey 1993).

According to the above mentioned general defingjarharacterizing country image as

a construct consisting difeliefsas well as offfective factorscountry image can also
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be described as an attitude toward a country, t#sid#s were above defined as “a
learned predisposition to respond in a consistefatiyprable or unfavorable manner
with respect to a given object” (Fishbein and AjZEv5, p. 6). Therefore, attitude
theory can be said to best explain favorable oaworfable country evaluations (Roth
and Diamantopoulos 2009). Furthermore, as Knighd #&@ualantone (2000) and
Papadopoulos, Heslop, and Bamossy (1990) sugdmespdrceptions a consumer has
with regard to a given product’s country image drased on cognitions (e.g.,
consumers’ beliefs about a specific country), dffecg., the related emotions towards
the country) and conations (e.g., the consumerkaweral intentions towards this
country). Thus, parallels to attitude theory (skapter 1.1) can be identified. Further
on, country image, as well as attitudes, has aitleacognitive and an affective
component. Summarizing these statements and defligjt there is evidence that

attitude theory is the best way to conceptualizentry image.

In line with attitude theory, this diploma thesssames that country image is composed
of the three components mentioned above, whicltageitive, affective and conative.
The next sections describe these components. Asntiphasis of the diploma thesis is
placed on country affect, this part will be illleid in more detail.

2.3 Country Beliefs

According to Roth and Diamantopoulos (2009), coubiliefs can be operationalized
along two dimensions that are also usually useithenliterature (for a review refer to
the study of Roth and Diamantopoulos 2009 mentiaisale), namely a country facet
and a people facet. The country facet includesofactike for example economy,
politics, climate, technology, culture and landscap environment, while the people
facet is based on factors like standard of livitigining, labor, competence and

creativity.

Some researchers tried to develop and refine a stalmeasure country image,
concentrating on country beliefs (e.g., Parameswana Yaprak 1987; Knight, Spreng,
and Yaprak 2003), but one weakness of these salihe fact that they can lead to
different factor structures across applicationsp alepending on the number of items
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used (e.g., Martin and Eroglu 1993; Knight, Spreagd Yaprak 2003; Roth and
Diamantopoulos 2009).

Another way to measure country beliefs and anradtere to the country image scale is
the construct of country personality, which wasaddticed by d'Astous and Boujbel

(2007). Here, the basic idea is to position coeston personality dimensions that are
related to human beings. Respondents have thebgitgdbd assign different adjectives

to a country in order to determine how they peree¢he personality of this country. The
authors identify six personality dimensions: agbde@ess, wickedness, snobbism,
assiduousness, conformity and unobtrusiveness.gUlegse dimensions, it is possible
to “position countries as well as to estimate thpact of each personality dimension on
attitudes towards countries in general, countrepraducers of consumer goods, and
countries as travel destinations” (d'Astous andjB&ll?007, p. 238). The advantage of
this scale is that diverse countries can be demdnhithout the necessity to adapt the
scale to a specific study setting (Roth and Diawwaoulos 2009). However, the study
of d'Astous and Boujbel (2007) also shows thatewary dimension has a significant

impact on every outcome, as for example assidusssisaobbism and unobtrusiveness
show no significant impact on travel destinatiomitides, even though they were

significant for the other outcome variables.

The decision, which cognitive factors to use foe #imalysis should be based on the
study context. It is therefore for example recomdadate to include the factors climate
and expertise when trying to measure the influexicmuntry image on the intention to
buy food from this country (van Ittersum, Candeid aeulenberg 2003), whereas the
political system may not be such an important fadto this context. Roth and
Diamantopoulos (2009) mention that one of the neasehy researchers do not get
consistent effects of country beliefs on differeatcome variables is that the context-

specificity of chosen factors is often disregarded.

2.4 Country Conations

Country conations are defined as the behavioradeguences that are activated because

of the cognitive and affective components of coummnage. Although the majority of

studies concentrate on the outcome variables afuystoevaluations and/or preferences
13
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(e.g., Bilkey and Nes 1982; Laroche et al. 200%sé should not be the only variables
under investigation (Roth and Diamantopoulos 2009)heir review of the country-of-
origin literature, Papadopoulos and Heslop (2003,24) express the need “to broaden
the perspective of PCI research beyond the trawditinotion of ‘product’ in the sense of
tangible goods [...]. This incorporates, among othsesvices, tourism, FDI, and even
the need to attract a qualified workforce to paittc countries or places within them”.
As noted above, Kotler and Gertner (2004) alsor tiefehe further influence of country
image on investments, traveling, or change of egid, leading to the conclusion that
these are also variables of interest that couldnbkided in the research of country
image. Roth and Diamantopoulos (2009) thereforesstthat country conations do not
only comprise product purchase, but also intenttongvest in that country, and visit

the focal country.

2.5 Country Affect

The main focus of attention in this work is on coyraffect, or, briefly described, on
the emotions someone can hold toward a countrhofijh a lot of literature on the
topic of country image exists, the major part ohitble studies concentrates on the
cognitive part of country image only, discountirige taffective part of the construct
(Roth and Diamantopoulos 2009). In addition, Venl€g001a, p. 51) comments that
“country-of-origin research has paid little attentito the role of feelings evoked by
country-of-origin”. Roth and Diamantopoulos (200®ther remark that the few studies
which conceptualize country image as a construasisting of cognitive, affective and
conative facets, fail at a sufficient implementatiof this distinction at the
operationalization stage. Nevertheless, the affex#t is of importance for the country
image construct as indeed Russell and Snodgra$s (19 246) state that “behavior
may be influenced by the (estimated, perceivedemrembered) affective quality of an
environment rather than by its objective propertgectly”. Unfortunately, there is no
proper measurement for country affect. This facilgo touched upon by Nebenzahl,
Jaffe, and Usunier (2003, p. 385) who claim thatKing [...] are sufficient descriptors
that measure emotive and social influences on eoaswchoice”. Concluding, the

development of a tailor-made scale for measurinmtrtg-related emotions is needed.
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In the following section, the importance of affesttall be outlined at the beginning,
followed by a definitional delineation of the mdemcets of country affect in order to
avoid confusion, as the existing definitions in tiberature are not consistent with each
other and used interchangeably. Further on, theastéemotion’ and ‘feeling’ are

contrasted. Afterwards, a discussion on the stractf country affect follows. This

discussion includes the identification of the clotgastics and of the conceptual domain
of country affect. Based on these foregoing stépally a new adequate definition of

country affect is provided, which is utilized latar in the diploma thesis.

2.5.1 Conceptual Delineation of Affect in General

Affect is coloring our behavior and our reactiowsvard the world. Specifically, as
Moore and Isen (1990, p. 1) point out, “[...] our pesses to ourselves and others
depend on our feelings”. According to Fredricks@000, p. 577), “people’s past and
ongoing affective experiences guide their decisiabsut the future” and Schwarz
(2000, p. 433) stresses that “our everyday expeserieave little doubt that our
emotions can influence the decisions we make, nascthe outcome of our decisions
can influence the emotions we experience”. Thesatians already highlight the
importance of affect and its several facets, ay thBuence our daily life. Whereas
some theorists regard affect as having a dangenflugnce on thinking by disturbing
the rational decision-making process, the contraeyv states that affect is a useful
complement to rational thinking (Forgas 2001). didiion, positive affect is known for
having (positive) influence on behavior and for ilfeating thinking (Isen 1999).
Definitely, affect is part of the country image stmict and, together with the
component of cognition, responsible for how peaplact and for the decisions they

make.

Looking at the citations above as well as at thstiex literature on affect in general, it
appears that the term ‘affect’ is often used symomysly with the terms ‘emotion’,
‘mood’ and ‘feeling’. Therefore, a determining factis the identification of which
elements are included in the concept of affect)itde consistency prevails in the
literature. For this purpose, a clear distincti@ivween these terms should be drawn at

the beginning of this work. This distinction shoulte reached by listing the
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characteristics of the constructs of affect, enmtamd mood, followed by a discussion

of the relationship between emotions and feelings.

Affect: A commonly accepted view refers to affect as “aadr@and inclusive
concept referring to both moods and emotions” (Berg001, p. 6). Affect is
defined further as “emotions, moods, and otherestiive states like pleasure
and pain, liking and disliking, hope and dread”edfickson 2000, p. 577).
Bagozzi, Gopinath, and Nyer (1999, p. 184) seectfts “[...] a general
category for mental feeling processes”, meaning @ffact is covering a set of
mental processes, “[...] including emotions, moods] §ossibly) attitudes”.
According to the literature, the construct of affean be summarized as an

umbrella term covering both emotions and moods.

Emotion: Bagozzi, Gopinath, and Nyer (1999, p. 184) deénetions as “[...]

mental states of readiness that arise from appsacfaevents or one’s own
thoughts”. The authors describe emotions by chargtcs such as a
phenomenological tone, the accompaniment of phygichl processes, a
physical expression and actions to manage androofifie emotion. Fredrickson
and Branigan (2001, p. 126) define emotions asgbtabout some personally
meaningful circumstance”, meaning that emotions d@directed at an object.
Furthermore, Bower and Forgas (2000) regard thenbeasg only of short

duration and having an identifiable cause. Moreptrery are of the opinion that
a person is conscious of the emotion, meaning‘thatemotions typically have

high cognitive involvement and elaborate conteBtbwer and Forgas 2000, p.
89). Concerning the intensity, the personal peroapbf emotions is very

intense (Forgas 2001). Bagozzi, Gopinath, and N$609) also remark that
many emotions involve action tendencies and expiciions. According to the
literature, emotions are seen to be either posttiveegative (Clore, Ortony, and
Foss 1987; Isen 1999). While it might seem aseéfttho constructs of positive
and negative emotions are polar opposites, Watstamk, and Tellegen (1988)
state that these factors effectively are foundedighly distinctive dimensions
and can therefore be regarded as different cornstisee also Cacioppo and
Berntson 1994; Watson, Wiese, Vaidya, and Tellep@909; Larsen, McGraw,

and Cacioppo 2001; Schoefer and Diamantopoulos )2008cioppo and
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Berntson (1994) refer to the fact that it is polesiio co-activate positive and
negative emotions, meaning that it is possible bwdh constructs occur at the
same time. According to these findings, it is frample possible to feel happy
and sad at the same time (Larsen, McGraw, and @aei@001). This co-
activation can only be possible if positive and ategg emotions are treated as
distinct dimensions on a bipolar scale (Schoefat Bramantopoulos 2008).
Further, Isen (1999) remarks that positive and tegaemotions are
asymmetrical or not parallel in their effects. Thike impact of positive
emotions and negative emotions is not the sam#hereor social behavior nor
for cognition (see also Cacioppo and Gardner 1988). example, while a
positive emotion like a feeling of happiness letmthe promotion of sociability
in most situations, the opposite has not alwaysidoto be true for negative

emotions (Cacioppo and Gardner 1993).

* Mood: Oversimplified, moods can be said to be the coptohemotions, when
comparing their characteristics. Unlike emotiongons are not directed at an
object. They last longer than emotions and are kepe in the background of
consciousness (i.e., a frame of mind) (Bower andg&® 2000). Bagozzi,
Gopinath, and Nyer (1999) remark that the perspeateption of a mood is of
lower intensity than the perception of an emotiBarther on, moods are not

linked to action tendencies and definitive actibks emotions.

Now that the three terms ‘affect’, ‘emotion’ anddod’ are explained in more detail,

there is another point that needs to be clarifiedenprecisely, as further confusion can
be caused by the term ‘feelings’. When lookinghet kiterature, the terms ‘emotions’

and ‘feelings’ are often used interchangeably,motons are said to consist of positive
and negative feelings (Clore, Ortony, and Foss 18%n 1999; Oberecker, Riefler, and
Diamantopoulos 2008). Here the question presesgd,itif feelings and emotions are

the same or if they are different constructs. Gl@edony, and Foss (1987) explain that
a person can experience a lot of different feelibgs that not every feeling refers to an
emotion. The authors refer to the fact that ‘fegplsomething’ does not automatically
indicate that it also triggers an emotion. For eglanif someone is feeling hungry, this
is a feeling, but not an emotion, as emotions aveermelated to ‘being something’ than

to ‘feeling something’. For example, if someonehappy, this can be seen as an
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emotion. Another definition is provided by Damagk®01, p. 781), who describes an
emotion as “a patterned collection of chemical aadral responses that is produced by
the brain when it detects the presence of an emaltiocompetent stimulus - an object
or situation, for example”, whereas “feelings ahe tmental representation of the
physiological changes that characterize emotiohkérefore, emotions can be seen as
the more comprehensive concept that provides arettrate response to an experienced
challenge or an opportunity, whereas feelings pl®vthe associated mental alertness.
On the whole, a strong distinction between the $elemotions’ and ‘feelings’ is mostly
used by neuropsychologists and brain researchays &cherer 2005), while in other
fields and especially in the field of marketinggbdwo terms are treated synonymously
in the majority of cases (e.g., Burke and EdellZ38omer and Yoon 1992; Dehler and
Welsh 1994) or with fine distinctions only (e.glutehik 1980; Hansen 2005). As there
IS no general agreement on this topic and in omeimplify matters, in this diploma
thesis emotions and feelings will be seen as b#iagsame and the two terms will be

used interchangeably.

2.5.2 Conceptual Delineation of Country Affect

In the preceding section, the three constructgfe€a emotion and mood, as well as the
relationship between emotions and feelings, aréneléf In the context of country
affect, not all of the three above explained careds will be of importance. While in
the literature affect is said to contain both e and moods, the latter will not be
considered to be part of the country affect comstas moods are said to be not directed
at an object and do not involve any direct actiendencies and definitive actions.
Clore, Ortony, and Foss (1987, p. 751) note thatctnceptualization of affect is more
general than the conceptualization of emotionsakhgmotions are affective, but not all
affective conditions are emotionsAdditionally, Johnson and Stewart (2005) remark
that a large part of the literature has recognitet emotions are one of the most
important factors that have impact on consumer \iehaResulting from these three
conditions, the country affect construct consisigély of emotions (e.g., joy, anger,
fear), and if necessary and relevant for the vglidi the country affect construct, some
other subjective states (e.g., like) are implenent€his approach should allow

covering the whole range of emotional reactions éine possible to emerge with regard
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to the emotions someone could have toward a couktoybrook and Batra (1987)

support this view as well.

In order to return to the discussion on the stmgcti country affect, the focus will now

be on the question of what should be enclosed enctinceptual domain of country
affect. As the literature shows, emotions are gaide positive or negative (Clore,
Ortony, and Foss 1987; Isen 1999). Also Verlegho{®) and Brijs (2006), who have
done extensive research on country image, claim affact consists of positive and
negative emotions. But when thinking about the walgge of emotions that exists, the
question arises if the currently modeled approachdefined too narrowly (Roth and
Diamantopoulos 2009). This consideration is stieegéd by the findings of the

qualitative study of Oberecker, Riefler, and Diatogoulos (2008), who report that
respondents not only refer to emotions, but alsa ltst of arousal items (e.g., “Country
X is of importance for me”) which do not captureaians per se. This indicates that
the range of emotions is not complete by inclugogitive and negative emotions, and
that the insertion of so-called arousal items igisable to cover the full spectrum of
emotions. Arousal is also mentioned in the artmleBagozzi, Gopinath, and Nyer

(1999, p. 193) who state that “arousal is a key paemotional functions in the brain

that underlies much of its automaticity”. Moreagvédoore and Isen (1990, p. 4)
mention that affect is often seen as including mmlex dimension of arousal. Russell
(1980, p. 1163) represents affect as a circumpledat) in which “the horizontal (east-

west) dimension in this spatial metaphor is theaglee-displeasure dimension [i.e.,
positive versus negative aff¢ciand the vertical (north-south) dimension is aabus

sleep [i.e., arousal versus nonarousal]”. As carséen at the circumplex model of
affect, arousal can be interpreted as the emoticmahterpart to negative and positive
affect (Mehrabian 1995). According to Russell (1980ese three variables form rather
independent dimensions. As Watson and Tellegen51@®int out, negative and

positive affect, as well as arousal have emergeth@anajor dimensions in several
studies. As a consequence, the conceptual domaiauritry affect contains not only a
positive and a negative component, but the coneéptimain is rather enlarged by an

arousal component.

The terms of positive and negative affect are rasleéf-explanatory: positive emotions

comprise positive feelings toward a country, whereegative emotions include

19



Literature Review

negative feelings toward a country. Watson, Clarid Tellegen (1988, p. 1063) refer to
a negative emotion as “a general dimension of stibg distress and unpleasurable
engagement that subsumes a variety of aversive states, including anger, contempt,
disgust, guilt, fear, and nervousness”, while aitp@semotion “reflects the extent to
which a person feels enthusiastic, active, and”al€he term of arousal refers to a
“level of physical activity and/or mental alertnégMehrabian 1995, p. 342); in the

case of country affect the mental alertness is &ebe directed at a (foreign) country.

As stated at the beginning, country affect is hgatunexplored construct and therefore
no concrete definition exists which covers thisstanct. Thus, an adequate definition,
which should be used further in the context of tiigoma thesis, has to be derived
from the country image literature as well as frdma tefinition of affect in general and
the above mentioned assumptions on country afféemneral) Country image is defined
by Verlegh (2001a, p. 25) as “a mental network ftéctive and cognitive associations
connected to the country”. While other conceptshsas affinity or animosity (see
chapter 2.6) are related to a specific country, (@@ animosity or affinity country), the
construct of country affect should be related tartoes in general. As the main focus
lies on the affective associations only, whichhis tcontext only include emotions and
other subjective states, the definition of affecid Lutz (1981, p. 234) fits very well,
where the author defines affect as “positive oratieg emotional reactions to the
object”. Emotions are said to lead to clear actemdencies as well as actions and they
are directed at an object. Further on, the def@initvill be based on the assumption that
emotions can not only be experienced as beingipesit negative, but that the range of
emotions should also be enlarged by a state ofsatpwhich has been explained above
in more detail. When considering these assumptionkscombining them with the two

afore mentioned definitions, the definition of ctymaffect can be the following:

Country affect refers to positive or negative eodi other subjective states or alsqg to
a state of arousal, which consumers can experi¢o@rd any (foreign) country angd

which further lead to particular action tendenceesd explicit actions
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2.6 Related Constructs

Countries can evoke a broad set of affective resgmnranging from positive to
negative characteristics. Therefore, a variety iffeidnt constructs measuring these
different levels of affective responses exists.SEheonstructs can help marketers to get
a better understanding of the factors underlyingsamer attitudes regarding foreign or
even national products. Two of them, animosity affohity, are worth to be defined in
more detail in the context of this diploma thesisas to distinguish them from the
constructs of country image and country affect.

2.6.1 Consumer Animosity

Klein, Ettenson, and Morris (1998, p. 90) define ttonstruct of animosity as “the
remnants of antipathy related to previous or ongaiilitary, political, or economic
events”. As the authors claim, animosity can dirgm different sources. These sources
can range from harmless situations like countrieariag a border between them to
more serious contexts like an ongoing military eévameconomic or political conflicts.
Based on this definition, Klein, Ettenson, and N&(1998) differentiate between war-
based and economic-based animosity. When lookiigeateasons for economic-based
animosity, Riefler and Diamantopoulos (2007) lieee reasons: firstly, animosity may
be caused by trade practices seemingly unfair @ohttme country; secondly, by the
economic power of the foreign country or thirdlg, @nsequence of unreliable trading
partners. On the contrary, the reasons for warebasgmosity are seen to be more
country-specific. This kind of animosity may emeryes to misdoings during historical
occupations (e.g., the occupation of The NetheddndGermany) or during a war (e.g.,
Germany and the Holocaust). Another point mentidng®iefler and Diamantopoulos
(2007) is that countries, which are culturally distar compared to the home country,
are even more likely to be the target of animogttyithermore, Ang, Jung, Kau, Leong,
Pornpitakpan, and Tan (2004) identify four moreetypf animosity: stable versus
situational and personal versus national. By tihe tetable animosity the authors refer
to negative feelings developed from historical exoit or military events, which are
passed on and remain stable from generation torggm® even if individuals do not
have personal experiences with these events. Biahtanimosity, however, concerns

negative feelings that are linked with a specificcuumstance. The third type of
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animosity, personal, refers to personal experiernwis the foreign country or its
inhabitants that lead to animosity. On the contrational animosity deals with the

perceptions on how the home country is treatedbydreign country.

As Klein and Ettenson (1999, p. 6) remark, aninyosén be “a significant predictor of
consumers’ willingness to purchase foreign produdecording to the findings of
Klein, Ettenson, and Morris (1998), animosity candaid to have no influence on the
quality perception of a product from a specific ooy, it is rather pure hostility toward
a country, leading to the rejection of productsrfrthe focal country. Such actions can
also be seen as an a-moral action (Verlegh andni&ie® 1999), meaning that
consumers try to force their point by deciding itw,the case of animosity, avoid
products from the respective country. An importiat to mention is that consumers
holding feelings of animosity only have these fegsi toward a specific country and not
towards product purchase from foreign countries general (Riefler and
Diamantopoulos 2007).

The constructs of animosity and country image ocaredsily distinguished, as country
image comprises a belief component as well asfacstafomponent, whereas animosity
concentrates only on the affective part. Lookingtreg constructs of animosity and
country affect, animosity targets a specific courftre., an animosity country), while
country affect is applicable for all countries acah therefore be defined as the more
general concept. Furthermore, animosity comprisés sirong negative feelings toward
the animosity country. By contrast, country affiscassumed to be composed of a wide
range of affective states, like negative or positigelings, other subjective states or
different states of arousal. Whereas country a#acerges from the confrontation with
any country itself, the reason for the developnm@nanimosity is in the majority of

cases economic-based or war-based.

2.6.2 Consumer Affinity

The second construct, which has to be distinguidtoed the country affect construct, is
called consumer affinity. While the impact of negat attitudes toward foreign
countries has been subject of great interest initkature, the concept of consumer

affinity, which is based on favorable attitudes &oels a country, is rather unexplored.
22



Literature Review

Jaffe and Nebenzahl (2006) introduce the concepbo$umer affinity as a basis for the
segmentation of consumers. They do not provideradb definition of affinity but
describe the concept as an (favorable) attitudeatdworeign countries and their
products. The first who are trying to advance tbamstruct further are Oberecker,
Riefler, and Diamantopoulos (2008, p. 26), who meftonsumer affinity as “a feeling
of liking, sympathy, and even attachment towardoeacsic foreign country that has
become an in-group as a result of the consumerectdpersonal experience and/or
normative exposure and that positively affects ttwmsumer’s decision making
associated with products and services originatenn fithe affinity country”. The
conceptualization of consumer affinity can be basedttitude theory (e.g., favorable
feelings toward an object, see chapter 1.1) anaalsmentity theory. Social identity
theory acts on the assumption that people areifglmgs themselves and others into
different social categories, like for example basedage, gender, occupational group,
etc. (Ashforth and Mael 1989). Social identity thedifferentiates between in- and out-
groups. In-groups can be defined as “those grougiswhich the individual identifies
him or herself” whereas out-groups are definedhasdpposite, namely groups “with
which he or she does not have a sense of beloramagwhich are considered as
antithetical to the in-groups” (Durvasula, Andrewsd Netemeyer 1997, p. 75). As the
literature review of Oberecker, Riefler, and Dianegoulos (2008) on social identity
theory shows, the marketing literature assumesntigeoup to be preferred with regard
to other groups. However, it is also possible treadple are positively attracted towards
other out-groups, including out-groups from the kooountry as well as from other

nations.

Oberecker, Riefler, and Diamantopoulos (2008) @eseven categories that may lead to
consumer affinity. These categories are lifestyeay.( lifestyle, personal traits, and
mentality of the country’s citizens), culture (e.galues, traditions, a country’s history,
commonalities like language, religion, etc.), secgndée.g., location, landscape,
environment and climate), politics and economicg.(eeconomic, legal and political
system), stay abroad (e.g., personal experiencedbas a longer stay abroad), travel
(e.g., personal experience based on short visit)cantact (e.g., personal contact with

relatives, friends or other representatives ofnty).
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Regarding the importance of the consumer affindpstruct in a marketing context,
Jaffe and Nebenzahl (2006, p. 100) point out th@misamers are “most likely to
purchase imported products from that source” whegy tare showing a tendency to
prefer buying foreign products and are having fabte feelings toward that particular
foreign country. Also Oberecker, Riefler, and Diantogpoulos (2008) remark that due
to the above mentioned effect, marketers are whlisad to get their country linked

with positive feelings.

Like in the case of animosity, country image candiféerentiated from the affinity
construct, as consumer affinity comprises only dffevhereas country image covers
beliefs, affect and, depending on the model whichsed, possibly also conations. To
distinguish consumer affinity from the country ineagpnstruct, Oberecker, Riefler, and
Diamantopoulos (2008) remark that the conceptu@zaf consumer affinity is purely
affective with regard to a specific country (i.an, affinity country), whereas consumers
can hold several country images, based on beligis, multiple countries. This
assumption can also be transferred to the reldtipnisetween affinity and country
affect, as country affect can be applied to anyntguand is not only applicable to a
specific (affinity) country. When examining the ceptual domain of country affinity,
one can see that affinity is related to strong tpasifeelings and leads to a strong
emotional bonding, whereas country affect is therengeneral concept, as the
conceptual domain of country affect is defined twmprise negative and positive
emotions. Furthermore, country affect enables ti@rporation of other subjective
states as well as of several states of arousabritrast to this assumption and according

to the definition of affinity, arousal is not of partance for the construct of affinity.
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3 Research Model and Hypotheses

As now a close look at the literature has beenntae the concepts relevant for the
discussion (i.e., attitude theory, country imageyrary beliefs, country conations, and
country affect) are clarified, the next step islewvelop the research model as well as the

hypotheses in order to narrow down the focus & diploma thesis.

As already noted in the literature review (see tmag.2), country image research
concentrates largely on the cognitive componentlewhost researchers disregard the
affective component and its influence. The few ®sidvhich have tried to incorporate
both components have failed to keep this distimciibthe operationalization stage (see
also Roth and Diamantopoulos 2009). This indicttasthe influence of country affect
on behavioral intentions/actual behavior is stileyplored and further research is
necessary in order to identify the role of couraffect. Furthermore, as claimed earlier,
no proper scale for measuring country affect existerefore, the aim of this diploma
thesis is the development of a tailor-made scaedhables the measurement of country
affect in order to identify the influence of counaffect on behavioral intentions/actual
behavior.

Attitude theory (see chapter 2.1) is assumed tthédasis for the conceptualization of
country image and provides a wide range of altereahodels that can be used for this
purpose (i.e., the three-component view, the twoqmanent view of attitudes as well as
the hierarchy-of-effects model). In this study, tae®-component view of attitudes is
selected for the following reasons. Firstly, ittsubest to serve as a guideline for finding
out whether cognitive or affective components areranimportant in consumer
decision-making. Secondly, in order to be ablentestigate the importance of the two
components, it is necessary that country beliefd aountry affect “may vary
independently and may independently affect interstiand behavior” (Liska 1984, p.
66), which is assured by the two-component viewttfudes as conations are perceived
as being caused by the interplay of the cognitive the affective component. Thirdly,
this model has also widely been used by researehrss such as the tourism literature
(e.g., Baloglu and Brinberg 1997; Ekincy and Hosa@96; Hosany, Ekincy, and Uysal
2006). Consequently, country image is now regartedonsist of a cognitive (i.e.,
country cognition) and an affective (i.e., counafyect) component, which both have
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influence on conations. Thus, conations are anubuipthese two components and are
treated as a separate construct.

With respect to the conation facet, different oateovariables should be used. As
discussed earlier, not only purchase intentionsvamh to be considered as an outcome
variable (Papadopoulos and Heslop 2003), as cowffegt can also influence other
aspects, like services, tourism, etc.. Accordiragig with reference to the study of Roth
and Diamantopoulos (2009), three key outcome visalare under investigation:
consumers’ intentions to (1) buy products from dipalar country (e.g., Knight and
Calantone 2000; Laroche et al. 2005), (2) investha country (e.g., Heslop and
Papadopoulos 1993; Heslop, Papadopoulos, Dowdled,, whd Compeau 2004), and
(3) visit this country (e.g., Um and Crompton 199@valgi, Thomas, and Rao 1992).

Figure 1 below shows the research model, whichhés tackground of the diploma

thesis and results from the currently mentionedid@ms.

Country Image Behavioral Intentions
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3 = States of Arousal : > !
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H7: Countrv Affect = Country Beliefs

Figure 1: The Research M odel

As the necessary conditions on which the reseamtetris built have been discussed,
the development of the hypotheses shall follow. réfoee, the single parts of the
research model are discussed, which leads to theufation of research questions and

finally hypotheses which should be answered irfridwmework of this diploma thesis.
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The first part of the research model concentratesauntry beliefs. As can be seen in
the literature review, country beliefs are treagsda very important part of country
image, as the majority of available studies on tguimage research focus on this
cognitive component. In the current research modebnly the influence of affect shall
be examined, but also the impact of country belafsthe chosen outcome variables
will be measured. The country beliefs component dan divided into two
subcomponents: the macro country image and theormauntry image (Pappu, Quester,
and Cooksey 2007). While the macro image is defeedthe total of all descriptive,
inferential and informational beliefs one has abayparticular country” (Martin and
Eroglu 1993, p. 193), the micro image concentrates “the overall perception
consumers form of products from a particular coyritased on their prior perceptions
of the country’s production and marketing strengthd weaknesses” (Roth and Romeo
1992, p. 480). As Parameswaran and Pisharodi (19945) state, it is proved that
“‘consumers’ willingness to purchase a product lategl to economic, political, and
cultural characteristics of the product’s countryogin”. Heslop et al. (2004) point out
that frequently country information has a greatepact on consumers’ decisions than
other variables like brand or price. Consumerssare to be more likely to buy products
from a foreign country if they have a positive iraagf this country and vice versa
(Roth and Romeo 1992). In the tourism literature tognitive component is also
included into the construct of destination imageoveing that beliefs also have an
impact on visits (e.g., Um and Crompton 1990; Ekimnd Hosany 2006; Hosany,
Ekincy, and Uysal 2006). According to these stat#s)eit is assumed that macro
country image or micro country image respectivadgd to a positive influence on
consumers’ decisions. Following the above mentiorfedlings, the following

hypotheses are formulated:

Hypothesis la:Macro country image positively impacts purchasentions
toward products from a specific country.

Hypothesis 1b: Macro country image positively impacts investmenisa
specific country.

Hypothesis 1c:Macro country image positively impacts the decisio visit a

specific country.
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Hypothesis 2a: Micro country image positively impacts purchaséimions
toward products from a specific country.

Hypothesis 2b: Micro country image positively impacts investmernits a
specific country.

Hypothesis 2c:Micro country image positively impacts the decistonvisit a

specific country.

The second part of country image concerns countiigcta which is still a rather
unexplored construct. Consequently, the arisingaieh question of interest is whether
country affect is a component that influences cguimage and if so, in which
direction country affect does influence the chosatcome variables. Above, country
affect has been defined to consist of three pamtsitive country affect (including
positive emotions and other positive subjectivetesia negative country affect

(including negative emotions and other negativgesitive states) and arousal.

According to Malhotra (2005, p. 478), positive affean show “a favorable biasing
effect on product attitudes”. Further it is saidttpositive affect towards a certain object
results in a more positive evaluation of this refer(Burke and Edell 1989; Mackie and
Smith 1998; Honea and Dahl 2005). Lee, Lee, and(R665) highlight that between
positive feelings towards a country and future beral intentions in consumption, a
positive relationship can be found. Preexistingitpas affect is said to show an
important positive influence on a variety of belwasi and experiences, which also
includes purchase intentions (Mano 1999). Wong 42@so highlights that positive
emotions towards an object are connected to pesitehavioral intentions. White and
Yu (2005, p. 413) describe the relationship betwatect and consumers’ behavioral
intentions in such a way that “positive emotionsdied to be associated with positive
outcomes”. The above mentioned statements distiesgrtpact of positive affect on
behavioral intentions and outcomes in general, wheads to the assumption that these
outcomes can not only be purchase intentions,Haitthe mentioned outcomes can also
be extended to intentions to invest in a country mwentions to visit a country. Based
on these statements and assumptions, positive rgoaffect is expected to have a
positive influence on the chosen outcome variab&snsequentially, the following
hypotheses are formed:
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Hypothesis 3a:Positive country affettpositively impacts purchase intentions
toward products from a specific country.
Hypothesis 3b: Positive country affettpositively impacts investments in|a
specific country.
Hypothesis 3c:Positive country affettpositively impacts the decision to visif a

specific country.

Negative affect towards a certain object is saicesult in a more negative evaluation of
this referent (Burke and Edell 1989; Mackie and t8mi998; Honea and Dahl 2005).
Wong (2004) confirms this assumption by stating tiegative emotions are linked to
negative behavioral intentions. Contrary to theuag#tion concerning the effect of
positive affect, White and Yu (2005, p. 413) indecthat “negative emotions tended to
be associated with negative outcomes”. Accordinghbalrade and Cohen (2007, p.
283), people tend to “respond [...] unfavorably topemsenced and anticipated
affectively [...] negative states”, meaning that peopy to avoid objects or actions
which they sense as being bad or which imply badequences. In the case of negative
country affect, this assumption can be interprétesl way that if someone has negative
or bad emotions towards a country, he or she tini@void (1) purchasing products from
this country, (2) investing in this country and {83iting this country. The following

hypotheses result from the assumptions discussadab

Hypothesis 4a:Negative country affetinegatively impacts purchase intentians
toward products from a specific country.
Hypothesis 4b: Negative country affettnegatively impacts investments in a
specific country.
Hypothesis 4c:Negative country affetinegatively impacts the decision to visit

a specific country.

The third part of country affect covers the dimensof arousal. Arousal is a construct
that is mainly used in the field of psychology. féfere, no applicable information on
the influence of arousal on the three chosen outcaamniables (i.e., purchase intentions,

intention to invest in a country, and intentionvigit a country) can be found in the

! Including positive emotions and other positivejeative states
2 Including negative emotions and other negativgesmtive states
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marketing research literature. Hence, the hypothbage to be derived from the scant
information available. According to psychology ta&ure, the degree of arousal varies
from arousal to nonarousal (Russell 1980). Russ®all Mehrabian (1974, p. 79) state
that arousal “ranges from sleep to frantic excitetheResulting from these definitions,

it is assumed that the direction of arousal mighiriterpreted as ranging from positive
(i.e., high mental alertness) to negative (i.eepiness) arousal. Further on, Mehrabian
(1995) describes arousal as a counterpart of gesitind negative affect. Thus, in the
current study it is assumed that positive and megafrousal respectively have a similar
influence on the outcome variables as is definealbor positive and negative country
affect. Mano and Oliver (1993) support this assuompas they consider arousal to have
an either positive or negative influence on constionp In the current study, arousal is
not further divided into positive and negative aaubut rather conceptualized as a
semantic differential scale (e.g., ranging fromt‘materested’ to ‘very interested’).
Therefore, the impact on the chosen outcome vasablexpected to be positive, which
means that high degrees of arousal are associatbdhigh degrees of purchase,
investment and visit intentions. Accordingly, lowgiees of arousal are associated with
low degrees of purchase, investment and visit tiaes. Hence, one can put forward
the following hypotheses:

Hypothesis 5a:Arousal positively impacts purchase intentions tayaroducts
from a specific country.

Hypothesis 5b:Arousal positively impacts investments in a speabuntry.
Hypothesis 5c: Arousal positively impacts the decision to visitspecific

country.

Another interesting question is if positive coungffect, negative country affect and
states of arousal also have an influence on a pgsmhicro image. As micro country

image is seen to consist of consumer’s evaluattosit products from a country (e.g.,
Nebenzahl, Jaffe, and Usunier 2003; Jaffe and Neth#r2006) and emotions are said
to be closely connected to evaluations (Jaggar ;198ferer 2005), it is assumed that
positive and negative country affect also impactnuioro country image. Arousal is

also said to influence consumers’ evaluations @ldpcts from a certain country, as

arousal is assumed to have an influence on evaduegsponses (Gorn, Pham, and Sin
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2001). According to these assumptions and the cterstics of the three dimensions

discussed before, the hypotheses are definedlaw/ol

Hypothesis 6a: Positive country affect positively impacts micmuatry image.
Hypothesis 6b: Negative country affect negatively impacts microurmioy
image.

Hypothesis 6¢. Arousal positively impacts micro country image.

Finally, the last research question concentratetherclarification of how to weigh the
two constructs (i.e., country beliefs and countfiec). Therefore, it needs to be
examined which of the two constructs influencesscomer behavior most. Although
Morris, Woo, Geason and Kim (2002) point out that convincing answer exists
whether beliefs or affect are dominating the conmudecision process, a number of
clear statements to this topic exist in the literat Evidence for the importance of
emotions is for example provided by Shiv and Fddoni (1999), who find out that,
although both cognitive and affective processeseaduring a consumption process,
affect tends to proceed the impact of cognitionsansumption decisions. When testing
for the influence of beliefs and affect in prodtid experiences, Kim and Morris
(2007, p. 95) show that “affective response ovesraognitive structure under all
experimental conditions”. Derbaix (1995, p. 4719cahrgues that “the more detailed,
slower cognitive system may be predominated byfdkter, cruder, affective system”.
Additionally, Erevelles (1998) states that behasooften primarily motivated by affect
and that the construct of cognition is often inageq in explaining purchase intentions
and other decisions. According to these findingsnfithe literature, it is assumed that
country affect has a stronger impact on the cham@oome variables than country

beliefs have, leading to the development of thiofahg hypotheses:

Hypothesis 7a: Country affect has a stronger impact on purchagseniions
toward products from a specific country than copbtliefs.

Hypothesis 7b: Country affect has a stronger impact on investmemts
specific country than country beliefs.

Hypothesis 7c. Country affect has a stronger impact on the detisiovisit a

specific country than country beliefs.
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In order to be able to answer the hypotheses stditede, a country affect scale will be
developed in the next section (i.e., chapter 4)n@sappropriate measurement exists
which could be applied in this context. Using anstian consumer sample, the
hypotheses are empirically tested in chapter ) e objective to identify the role of

country affect and its impact on consumers’ deasio
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4 The Scale Development Process

So far, an extensive literature review has beerergias well as definitions of the
hypotheses and research questions, which shoud¥dlaated within the scope of this
diploma thesis. This chapter will now focus on slegeral steps undertaken to develop a

reliable tool to measure country affect.

As (country) affect is a part of attitudes, whicivd been previously defined as being
unobservable internal reactions (Lutz 1981), couaffect consequently can also be
seen as a latent construct. While some constriasttie weight or the height of a
person are easy to observe by putting the persatales or by measuring the person,
the construct of country affect is not directly ebsble as it deals with emotions and
other subjective states. For this reason, a s@dddibe constructed in order to be able
to explore the latent construct (Netemeyer, Begragerd Sharma 2003). As most
constructs are very complex, Netemeyer, Beardeth, Sirarma (2003) point out that
scales, which measure latent constructs, shouldbd&sed on multiple items or

statements, as this enhances the accuracy ofdleaud also covers its different levels.

For the purpose of developing a new scale, a cdmepave scale development process
is essential. Netemeyer, Bearden, and Sharma (3008)de a four-step process for
scale development, which is shown in Figure 2. Wethard to the recommended steps
of the authors, the scale development processndumted in the following way: at the
beginning, after an extensive literature review twmstruct as well as the content
domain are defined (see chapter 2.2 ff). Therea#ierinitial pool of items, which
appears of importance for the country affect sc#egenerated. The item pool
generation is followed by two extensive expert sonegs, which are conducted in order
to detect the items that are considered to belefaace for this topic by the experts
polled. Afterwards, the questionnaire is formulat@acluding also the previously
developed country affect scale. Before the survay be conducted, the next step
requires a check of the questionnaire by meansathar pretest. Finally, this chapter
concludes with a description of the data collecpoocess as well as with a description

of the sample used.
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Step 1: Construct Definition

and Content Domain

Step 2: Generating and Judging

Measurement Items

Step 3: Designing and Conducting

Studies to Develop and F.efine the
Scale

Step 4: Finalizing the Scale

Figure 2: The Scale Development Process (adopted fnoNetemeyer, Bearden and Sharma 2003)

4.1 Item Pool Generation

Following the procedure guideline of Netemeyer,lea, and Sharma (2003), after the
definition of the construct and the content domauhjch is already carried out in
chapter 2, the next step attempts to generate egquatk item pool from which the final

scale can be derived. This process shall be adtéssnore detail in this chapter.

As the literature recommends, it is at the begigrohimportance to start with a large
pool of items in order to get a scale measurelibat covers the construct domain. For
this reason, it is better to have a pool of itehwt is overinclusive with regard to the
domain of the construct as it provides a bettatistapoint that an underinclusive item
pool (DeVellis 1991; Netemeyer, Bearden, and Sh&a@8). Therefore, it is necessary
to consult many different sources, including thadgch go beyond the target construct
(Netemeyer, Bearden, and Sharma 2003). For thabmea thorough review of the
relevant literature as well as of already existmgasurement instruments is required.
The literature, which focuses on the measuremeabgtions in a consumption context
(e.g., Richins 1997) as well as the available dit@re on attitudes in general (e.qg.,
Russell 1980) provides a good starting point fer development of a scale to measure
emotions and other subjective states in a coumtnyext. In total 24 scales, resulting in
245 items, have been identified and used for tiveldpment of the country affect scale
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(see Appendix Table 1). These scales are not osleldped for the domain of

marketing research, but also for other context dosmarhe scales used are derived
from different research areas, which are (1) céihipsychology (e.g., Diener and
Emmons 1985; Watson, Clark, and Tellegen 1988)c¢Bsumer research (e.g., Richins
1997; Schoefer and Diamantopoulos 2008), (3) traeskarch (e.g., Echtner and
Ritchie 1993; Ekincy and Hosany 2006), (4) psycbmlal research (e.g., Plutchik
1980), (5) economic psychology (Caprara, Barbalianghd Guido 2001) and (6)

country image research (Verlegh 2001a). On the sytwily eight scales originate from
the domain of marketing research, whereas 16 saatederived from different research
fields.

Even though the approach proposed by Netemeyerd8eaand Sharma (2003) is very
helpful in detecting a wide range of possibly ralevitems, one shortcoming of this
method is the fact that the scales used were deseléor different context domains
(e.g., clinical psychology, consumer research).eif¢hile the emotion measures shown
in Appendix Table 1 have proved to be useful in ittended context, they are not
necessarily useful in the context of country atféshotions that are experienced in the
context of country affect can definitely differ fmo emotions experienced in a
consumption context. Therefore, it is necessarghoose only those items from the
scales that are applicable in a country contexernsure content validity. Content
validity refers to “the extent to which a measuppears to measure the characteristic it
is supposed to measure” (Diamantopoulos and Sdhidge 2002, p. 34). Therefore it
has to be assured that the items chosen représeobmtent areas caused by the country
affect construct (Netemeyer, Bearden, and SharrB8)2Consequently, it is necessary
to choose only those items that (1) really capem®tions, other subjective states or

states of arousal and which are (2) applicableaauatry context.

Concerning the quantity of the item pool, DeVe(li991) advises to start with an initial
item pool that is twice the size of the final scdiethe case of the country affect scale,
the objective is to create a final scale contairangund 30 to 40 items, which results in
an initial item pool that should include aroundi8Ims. As the initial item pool now
consists of 245 items, the first task is to dea@dahs number of items to a manageable
level to simplify the item screening by experts. 3tale down the item pool, the

procedure starts by going over the items from thecles shown in Appendix Table 1.
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Furthermore, based on the knowledge about emotietieved from the literature
review and the above stated definitions, it cantrieel to locate adequate emotions,
other subjective states and arousal items. Asdjrelimed in chapter 2.5.2, the item
pool should consist of positive and negative enmstias well as of arousal items and
other subjective states. Therefore, the chosensitara categorized according to the
following groups: (1) positive items (including etioms and other subjective states)
which seem to be applicable in a country contef), rfegative items (including
emotions and other subjective states) which appedre applicable for the country
affect scale, (3) adequate arousal items, (4) itdrascannot be defined as an emotion
or another subjective state and (5) items thatnateuseable in this research context
because of their non-applicability. After this @aidzation, the initial item pool of 245
items gets reduced to 90 items, containing 37 pesimotions and other positive
subjective states, 46 negative emotions and otbgative subjective states, as well as
seven arousal items. The remaining 155 items ateiltlited among the categories of
items that are no emotion at all and items thatnateapplicable in a country context.
As the initial item pool has now been minimizeds thext step includes screening the

first experts on this topic, as to further narrcowth the number of applicable items.

4.2 Expert Screenings

After the initial pool of items is created, the hestep recommended by Netemeyer,
Bearden, and Sharma (2003) is the consultationxpenes working in the field of
marketing and country image research respectivEhese experts, who are familiar
with the targets under consideration, are an ingmbrsource for the development of the
country affect scale, as they are able to judgesteith regard to their relevance for the
construct as well as they may have other recomntiemdaand ideas that can lead to a
successful implementation of the scale. This capdvdcularly important in the case of
the development of the country affect scale, aslihaany literature on the topic of
country affect is available. Still, not only expedre a source of items, also the scale
developer has to be included in this step (Netemeyearden, and Sharma 2003).
Therefore, two expert screenings are conductedgtwéiie described in more detail in

the following subsections.
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4.2.1 Expert Screening 1

After the number of items contained in the initildm pool has been limited (see
chapter 4.1), the first expert screening can belected. The objective of the screening
is to further eliminate unfitting items in order tome to a clearly arranged item pool
for the second survey of experts. This processpparted by four academics, who have
tremendous knowledge on the topic of country imagd are fluent in English. The
procedure is carried out as follows: firstly, them list is presented and further screened
by the experts. They discuss the single items &odse the items that they consider
applicable in the research context and eliminatese¢h which are considered
unimportant. In the case at hand, the experts rewamd to add six other items to the
initial list, which are ‘feeling connected’, ‘fealj sympathy’, ‘favorable feelings’,
‘attach importance’, ‘feeling of attraction’ anave’, and chosen from the affinity scale
of Oberecker, Riefler, and Diamantopoulos (2008) &mom the affective lexicon of
Clore, Ortony, and Foss (1987). After the completaf the task, the item pool is
reduced to 80 items. Out of these 80 items, 30stare classified as positive emotions
or rather positive subjective states (e.g., happd)items belong to negative emotions
and negative subjective states (e.g., afraid) amally, six items are part of arousal
(e.g., interested). As can be seen by these nuibersurrent item pool contains a lot
more negative affect items than positive affeainge This fact is not surprising, as in
the literature more negative than positive items ased. Fredrickson and Branigan
(2001, p. 123) also remark that the major parhefgcientific literature has engaged in
the exploration of negative emotions, whereas pasémotions play a less significant
role. Nevertheless, for the development of the tguaffect scale a balanced item set
would be preferable. To approach this desired lbakance, a second expert screening is
conducted in order to decrease the number of agipédtems further.

4.2.2 Expert Screening 2

After the completion of the first expert screeniagsecond screening is conducted. The

purpose of this screening is on the one hand toceedtems covered in the item pool

further and on the other hand, to assess the ianpaatof the items for the development

of the country affect scale. To be able to paréitgpn this screening, the chosen experts

have to fulfill two prerequisites: (1) it is necasgthat they have sufficient expertise in
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the field of marketing or in the field of psycholognd (2) an extensive knowledge of
the English language is necessary, in order torenshat they understand the items
chosen correctly, which are all in English. Regagdhese requirements, it was possible
to find 20 experts who are willing to participatethis item screening. To administrate
the expert screening, a small questionnaire has degeloped, which contains the
above-mentioned 80 items. Furthermore, four conterhs are inserted, which are
definitely not applicable in a country context, eiare ‘up-to-date’, ‘informed’, ‘rural’
and ‘busy’. Because of these control items it isgilde to observe the quality of the
completed questionnaire, as they allow to contnel level of attention the respondent
has put on filling out the questionnaire and furthedicates if the results of this

respondents are useable or not.

By the aid of the questionnaire, the experts akediso examine the list of items and to
advance their opinion on the degree to which theseh items are relevant for them in
the context of country affect. For this reasonythave to indicate if each of the items is
‘not relevant’, ‘maybe relevant’ or ‘very relevarftr the development of the country
affect scale and they have the possibility to rént@mments on each of the items as
well. Furthermore, in order to control how the vele of the items is perceived by the
experts, they are also asked to state if they thivak the particular item should be
classified as being a positive item, a negative @nan arousal item. By undertaking
this step, it should become clear if different pass understand the meaning and the
classification of the items in the same way oiififedences in the perception exist which
could further lead to problems because wordingtglés not reached. At the end of the
questionnaire, the experts are also given the Ipiigsito make other proposals for
items which are not in the original list, but whitttey consider as being of importance

for the country affect scale.

After the survey is completed, the 20 questionsaaee analyzed. Here, it is totaled
how often the experts categorized each item asgb&elevant’, ‘not relevant’ or
‘maybe relevant’ and also the valence classificetiare summarized. This makes it
possible to detect which items are on the whola $eebe of importance and which
ones are considered to be not important at all.thEumore, according to the
classification of the item valence, some items loametected that are classified on two

different levels (e.g., positive as well as aroydalading to the conclusion that these
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items may cause problems. The outcomes of thiseguave discussed by the expert
group from the first expert screening, leading fargher elimination of items, which is
discussed in more detail in the following subchapfalditionally, three items, which
are proposed by the surveyed experts, are includ#te initial items list. These items
are ‘feeling attached’, ‘admire’ and ‘engaged ifhe first item is classified as a
positive affect item and the other two are claedifas arousal items.

4.3 Item Elimination Procedure

Now that the second expert interview is completbd, next step is to eliminate those
items that are found to be not of importance fog tonstruct of country affect

according to the experts in the survey. The itemightion procedure starts out from a
number of 87 items after the accomplished prefédst. steps in which the procedure is

examined, are described as follows:

Step 1: At the beginning, the four control variables alienmated, so that only
the 80 originally chosen items plus the additiongkrted three items are left.

Eliminated items: ‘up-to-date’, ‘informed’, ‘rural'busy’.

Step 2:In a next step, the proposed approach of Schaai@mDiamantopoulos
(2008) is adopted in which six items of close setmasimilarity to already
included items are removed (e.g., ‘unhappy’ andlikie’ are removed because
happy and like are already in the item pool), legdb 77 itemsleft. Eliminated
items: ‘unhappy’, ‘dislike’, ‘left me with a nega® feeling’, ‘negative’,
‘uncomfortable’, ‘sad’.

Step 3: The remaining items are checked for synonyms, rileroto avoid
repeating words of similar meaning (and to redeeextensiveness of the item
pool by eliminating them). When finding synonymssoathe results of the
relevance check are considered and if the valuele¥ance of the item shows
that it is rather seen as not relevant, an additioeason for eliminating this
specific item is at hand. The following example @widallustrate this approach.
For example, ‘mad’ is the synonym for ‘angry’ ansl ‘mad’ achieves worse
results in the ranking of its applicability thamgry’ does, ‘mad’ is eliminated,
39



The Scale Development Process

whereas ‘angry’ is left in the pool. By applyinggimethod, ten other items can
be removed, resulting in a pool d&7 items Eliminated items: ‘mad’,
‘repentant’, ‘positive’, ‘feeling revulsion’, ‘gldd ‘left me with a positive

feeling’, ‘hopeful’, ‘scornful’, ‘distressed’, ‘pasve feelings’.

Step 4: Further on, the items left are evaluated accorthnteir relevance in a
country context, consulting the values retrieveahfrthe expert screening and
also considering the comments that the experts noadesome of the items.
Those items, which are selected by the experteing vather or definitely not
relevant in a country context, are deleted in thigp (e.g., ‘defensive’ is
commented as being better applicable in situatiordon’t be so defensive’ —
than in a country context; furthermore, 15 out & &xperts indicated that
‘defensive’ is not relevant). After this last st&2, itemsremain in the item pool.

Eliminated items: ‘competitive’, ‘panicky’, ‘embassed’, ‘jealous’, ‘defensive’,

‘humiliated’, ‘homesick’, ‘comfortable’, jittery’, ‘nervous’, ‘miserable’,

‘melancholic’, ‘frustrated’, ‘pleased’, ‘delighted’

Step 5: The translation of the items into German (for aadiption of the

translation process see chapter 4.4) results irfuttieer elimination of eleven
items. Ten items are removed because of their @inmieaning when being
translated into the German language. To give ampiag the translation of
‘scared’ into German is the same as of ‘afraidgdieg to the elimination of
‘scared’ as ‘afraid’ has got better values in tleeand expert interview than
‘scared’. Another difficulty with which the reseaer is confronted when
translating into another language is that transfatiprovoke difficulties due to
language- or culture-bound characteristics of manyds (Craig and Douglas
2005). For this reason, another item, namely ‘awéds to be eliminated.
Whereas ‘awed’ has a positive meaning in Engliste tommon German
translation (‘eingeschiichtert’) has a negative otaion. Thus, the item pool is
further minimized to 41 items. Eliminated itemsnraged’, ‘gloomy’, ‘scared’,

‘fearful’, ‘feeling attracted’, ‘awed’, ‘warm featigs’, ‘friendly feelings’, ‘upset’,

‘despairing’, ‘engaged in’.
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After having completed these five steps, the itéimiration procedure is finished. For
the country affect scale, this process results tota of 41 items (see Table 1) which
are included in the scale and should cover alliptessimensions of the country affect
construct. The 41 items are allocated as followRigitems are categorized as positive
affect, 15 items are classified as negative aféaxt another five items are among the
states of arousal. As can be seen by these nuntbersyo categories of positive affect
and negative affect are nearly balanced, so itbeasaid that the objective to achieve a

balanced scale has been accomplished.

Valence Items

moved, admire, happy, excited, enthusiastic,

POSITIVE AFFECT proud, sentimental, inspired, captivated,
(including positive emotions and feeling connected, like, loyal, pleasant
other positive subjective states) feelings, feeling sympathy, optimistic,

(21 items) passionate, favorable feelings, compassionate,
love, feeling attached to, envious

NEGATIVE AFFECT angry, afraid, annoyed, depressed, hostile,
(including negative emotions and worried, tense, ashamed, aggressive, irritated,
other negative subjective states) guilty, disappointed, diStrUStfl],

(15 items) contemptuous, disgusted

AROUSAL (5 items) interested, alert, curious, indifferent, attach

importance

Table 1: Final Item Pool

4.4 Finalizing the Country Affect Scale

Now that the items that constitute the country @ffecale have been determined, the
final step in the scale development process iswtheal formulation of the scale in order
to prepare it for incorporation into the final gtiesnaire.

As the survey has been conducted in Austria, tisedtep includes the translation of the
English words into German. To accelerate the tediosi process, a simultaneously
done back- and forward translation process is pedd, also called parallel blind

technique or parallel translation (e.g., Behling &aw 2000; Craig and Douglas 2005).
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The advantage of this translation process is than be conducted very quickly, as the
two groups of translators are working parallel eatthan in sequence. Moreover, the
possibility to check the translations against eatiter increases the accuracy of the
translation (Behling and Law 2000). For this appigaome preliminary work has to be
done first. Here, the English items are translatéo German by the scale developer,
leading to a first proposal of translations. Thewo further lists are prepared: one list
contains the original English item with its propgdsBerman translation, whereas the
second list shows the listing in reverse order.séhgroposals are then given to a group
of ten translators, consisting predominantly ofiveatspeakers, professors teaching
English at University, and additionally to somegumars studying English and German.
This group is divided into two parts: The first gpis occupied with checking the
translation of the items from English into Germarntérms of their accuracy, whereas
the second group is working on the proposed trdosldrom German into English at
the same time. If the translators do not agree with proposed translation, they are
asked to indicate how they would be translatingréspective item. After the procedure
is completed, the proposals are compared, diffeerare resolved and the final
translation is determined. Based on this procedtins, possible to eliminate further
items from the item pool because of their simijaim the German language and
difficulties with regard to language-bound chardgstis, leading to the conclusive

number of 41 items.

In a next step, the remaining 41 items have tohraged into full sentences. Starting
with the phrase “X is a country, ...” all items ardopted to the structure (e.g., “...

which makes me happy”). In order to check if thehmased sentences are
comprehensible, a small pretest is done. Therefomge consumers are asked to
participate in this pretest and to indicate whetiher phrases are comprehensible or if
they are not. For this purpose, a 7-point Likedlsds used, ranging from 1 — “not

comprehensible at all’, to 7 — “totally comprehdétsi to me”. At the end, the

respondents also have the possibility to give soomements on the proposed phrases if
they have other suggestions or objections. Aftenmaring the results of this pretest,
some phrases are adjusted, according to the corargemin by the respondents. After

this step, the scale is nearly ready for use.
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Regarding the response format chosen for the cpuaftect scale, respondents are
provided with two possibilities (see Figure 3). sEirif the respondent doesn’t
experience any emotion or other affective stateatdwhe country, he or she is able to
indicate this fact by choosing the option that hslee doesn’t have this emotion (i.e., 0
= “I'm feeling it not at all”). Further, if he orhe is feeling the particular emotion or
other subjective state, a 5-point likert scalesedion which the respondent can declare
how strong the emotion is experienced (i.e., 1'm‘fieeling it a little bit” to 5 = “I'm
feeling it very strong”). This approach is chosdthwegard to the presumption that not
every respondent necessarily feels every emotiberéfore, it is better to allow these
two options in order to ensure that the resultsnoarbe falsified by respondents
indicating a certain degree of sensation whileant fthey do not feel the particular

country affect at all.

Nachstehend finden Sie eine Auflistung verschiedener Gefiihle. Bitte geben Sie an, inwieweit Sie die folgenden
Gefiihle gegeniiber dem Land empfinden. Wenn Sie das jeweilige Gefiihl gar nicht empfinden, kreuzen Sie bitte
bei 0 an. Empfinden Sie das Gefiihl gegeniiber einem Land, so geben Sie bitte die Stdrke des Gefiihls

auf einer skala von 1-5 an.

Wichtig dabei ist, dass es sich wirklich um Gefidfe handel , die Sie ber einem Land pfinden - NICHT um Eil £, bzw. Beschreid won
Bewohnern, Produkten, etc.
Beispiel: Beider A "sensibel™ geht es nicht darum, ob die Bewohner dieses Landes ibel sind /reagi i d ob Sie sich sensibel fiihlen,

wenn Sie an das Land denken.

0 1 5
. K 2 .
Empfinde ich Empfinde ich 5 Empfinde ich
gar nicht ein wenig % Empﬁpc!e ich 4 sehrstark
milig
... das mich witend macht. ) o ) o o o
.. gegenuber dem ich sentimentale Gefuhle hege. o i~ - -
&) - [ L&) 3
... das ich bewundere, o o o o o o
... das mir gleichgdltig ist, 1) o o o ) o
...gegeniber dem ich leidenschaftliche Gefihle habefhege. ) o ) o C 0O
... gegenuber dem ich Mitgefihl empfinde. o - -~ -~ -
L) \_\J \UJ .
... gegeniuber dem ich Yerachtung empfinde. o o o o o o
... gegentber dem ich aufmerksam bin. 1) o ) o = o

Figure 3: Country Affect Scale

4.5 Questionnaire Development

For collecting the data, a self-administered qoestaire is designed and afterwards

presented to the respondents in the form of amerdurvey. Using an online survey-
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building tool, the respondents participate by meafnsn interactive questionnaire. The
choice of the online survey as a research instrurfeailitates the achievement of a
large sample and it is also easier to reach theedietarget groups with reduced costs.
Another advantage is the possibility to personaltbe questionnaire for each
respondent without a lot of effort as the surveildmg tool can do that rather easily.
Thus, the generation of the online survey, thevdeji of the invitation to the

participants as well as the analysis of the resalisbe easily realized (Wilson 2006).

The choice of constructs that are incorporated tiitoquestionnaire is matched with the
hypotheses developed in chapter 3. Besides thetrgoaffect scale, the following
constructs are chosen for the development of thesteqpnnaire: willingness-to-buy
(Putrevu and Lord 1994), micro country image (Raiid Romeo 1992), country
knowledge items, macro country image (Martin andgitr 1993; Pappu, Quester, and
Cooksey 2007), intentions to invest in a countryegldp and Papadopoulos 1993;
Heslop et al. 2004), and intentions to visit thaurdoy (Um and Crompton 1990;
Javalgi, Thomas, and Rao 1992). Relating to theorese format that is used for these
constructs, the literature recommends the usetof%scale points, as scale reliability
and validity will not necessarily be enhanced bgviding a wider range of response
possibilities. As 5 or 7-point formats are saidbt sufficient, these formats are also
most often used in the questionnaire, as this ehmakes answering and analyzing
easier and more meaningful for the respondentstiamdcale developer (Netemeyer,
Bearden, and Sharma 2003).

To make a comparison of the results possible, aetygres of countries are needed. As
Mitchell and Vassos (1997) point out, the countrdb®sen for comparison have to
differ significantly in some way but they also haeebe somehow similar as to allow
meaningful comparisons. For this reason, an ‘dfficbuntry’, a ‘neutral country’ and
an ‘animosity country’ have been selected as tHeye&er to the same object (i.e.,
countries) but differ with regard to consumers’ megof how much they like that
object. Therefore, the requirement of similaritydasissimilarity should be fulfilled.
Based on these requirements, the survey is cordliictéwvo different settings. This
means that one half of the respondents answensoded questions with regard to their
affinity country (i.e., the respondent has an ergly positive attitude toward this

country) and their neutral country (i.e., the regpent has a neutral attitude toward this
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country), whereas the second half concentratesheir &ffinity country and their
animosity country (i.e., the respondent has aneextty negative attitude toward this
country). In both cases, the respondents have tssilplity to indicate the two
countries by themselves, resulting in improved amrsvas it is to be assumed that the

respondents will be familiar with the countries séo.

Concerning the sequence in which the chosen catstrare positioned in the
questionnaire, the recommended way is to followmranél sequence, meaning that the
questionnaire starts with the more general questiamd moves then to the more
specific questions (Wilson 2006). Furthermore, thveer in which questions are
presented might have an influence on the answeendby respondents (Podsakoff,
MacKenzie, and Lee 2003; Craig and Douglas 2008grédfore, it is important to
attract the respondent’s interest at the beginafrtge questionnaire by starting with the
more interesting and straightforward questions.ifhalthlly, questions on similar topics
should be grouped together, as to allow the resgani concentrate on one topic and

then continue with the next.

The questionnaire designed in the course of thgondia thesis starts with two
classification questions, which are about the geadd age group as in order to screen
the respondents for fulfilling the quota samplele®ing the Austrian population
structure. In the next part, the questionnairel dlepersonalized further. Depending on
the setting, the respondents are now asked to @tptdeir affinity country and their
neutral country or (2) their affinity country arfteir animosity country. Afterwards, the
countries chosen by the respondent are automaticaflerted in each following
question. The order of the questions is as folldiws:questions which concentrate more
on the affective part are positioned at the begignvhereas the questions which have
to be answered based on cognition are put behwskthffective questions. By putting
the questions in this sequence, the responderttiton focused on the cognitive part,
and therefore the emotions which the respondentdveard the two countries, are not

biased too heavily by cognition (Derbaix 1995).

As the country affect scale is already describedhapter 4.4, the following listing
includes only the other constructs mentioned abotegether with a brief

characterization of each scale.
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4.5.1 Willingness-to-Buy

After the respondent has stated his or her affiaitgl neutral country and in the second
setting the affinity and animosity country respeely, the questionnaire continues with
the willingness-to-buy scale taken from Putrevu hadd (1994). Whereas Putrevu and
Lord (1994) have tried to measure the intentiobug different brands, in this context
the focus is on products in general. To match $biting, the three original items have
to be adapted, leading to the following phrasesis“Very likely that | will buy products
from country X.”, “I will purchase products from gotry X if | need new ones.” and “I
will definitely try products from country X.”. Withiegard to the response format, a 7-

point Likert scale is chosen (e.g., 1 = “stronglyagjree” to 7 = “strongly agree”).

Kaufbereitschaft

Es ist sehr wahrscheinlich, dass ich Produkte aus {0penanswerTosSlide[140210]} kaufen werde,

G
O
) ey e
<
o -

Ich werde Produkte aus {OpenanswerToSlide[140210]} mit Sicherheit probieren.

e}
o) N llie
[

Ich werde Produkte aus {OpenanswerToslide[ 1402101} kaufen, wenn ich neus Produkte brauche, e o~ o ~ 6]

Figure 4: Willingness-to-Buy Scale using Likert TypeResponse Format

4.5.2 Micro Country Image

Right after the willingness-to-buy scale from Putrend Lord (1994), the objective is
to find out about how the respondent evaluates ymisdin general from the two
countries that are chosen at the beginning of tlestipnnaire. Roth and Romeo (1992)
have defined four general country image dimensiamsch have been widely adopted
by subsequent research: innovativeness (i.e.,g6®iinew technology and engineering
advances), design (i.e., appearance, style, cahat,variety), prestige (i.e., exclusivity,
status, brand name reputation) and workmanship., (ireliability, durability,
craftsmanship and manufacturing quality). In thiglyg, the scale is used to measure the
evaluation of products from a certain country-afyor in general, which is different to
Roth and Romeo (1992) who measure certain prodaiegories. The response format

is the same as in the original scale, namely aiiit@@mantic differential scale. This
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type of scale enables the selection of a set afl&éipadjectives (e.g., 1 = “unattractive
design”, 7 = “very attractive design”). Furthermotieese adjectives are separated by
the 7-point scale and the respondent is asked to thee product for each of the

adjectives chosen along this scale (Wilson 2006).

TR é'?‘
ES RPN

X g
o

(5
= A

Hierbel werden unter ,Design™ Faltoren wie Form, Gestaltung, Aufrachung, St und Farbe des Prodults verstanden,

7
sehr
attraktives
Design

1
unatbraktives 2 2 4 5 1)
Design

Produkte aus { OpenfsnswerTosSlide[142086]F o O o o o o o

Produkte aus { OpengnswerToSlide[142101]F o ) o o o o ~

w vt

Figure 5: Micro Country Scale using Semantic Diffeential Response Format

4.5.3 Country Knowledge

Afterwards, the respondent is asked about his orcdoentry knowledge. Country
knowledge is seen as the individual’'s perceivedwktedge and understanding of the
particular country and also includes experiencé wie particular country. To measure
this construct, a single item measure was adopted the 5-item measures proposed
by Beatty and Smith (1987) and Beatty and Talpd884). In addition, respondents are
asked how often they have already visited the ¢guhtere the response format chosen
Is a 7-point Likert scale ranging from “never” tmore than five times”. In a next step,
the respondents have to state how familiar theyktliney are with the country. A 7-
point semantic differential scale with the bipcéatjectives of “not familiar at all” and

“very familiar” measures the country knowledge.

4.5.4 Macro Country Image

In a next step, the respondents are asked abobetieés they may have toward the two
countries. The term ‘beliefs’ is defined as the iegsions someone has about a country.
The impressions are based on various perceivedgsathn several dimensions of a

country. These dimensions can be defined amongoeaicn social, technological and
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political characteristics (Martin and Eroglu 1993). line with Martin and Eroglu
(1993) a 7-point semantic differential scale isdus@d the points are not explained
neither by numerical nor verbal labels. The eigétns chosen and their opposites are
mainly drawn from Pappu, Quester, and Cooksey (OO0 have further developed
and refined the scale of Martin and Eroglu (1993)e items used are shown in Figure
6. One item (i.e., high labor costs), which is eam¢d in the work of Pappu, Quester,
and Cooksey (2007) is excluded in this study bexaugreat part of the respondents
who participated in the questionnaire pretest haarearked the item as being very

difficult to answer and problematic.

Wie Sie wahrscheinlich bereits bemerkt haben ist es fiir uns wichtig herauszufinden, was Sie iiber andere Lander denken:

Innerhalth der beiden gegensitziichen Antwortoptionen kinnen Sie gerne abstufen. Wenn Sie genau in der Mitte ankreuzen bedeutet das, dass Sie glavben,
dass weder die eine nock andere Eigenschalf? auf das Land zutrif®t,

Hoher Industralisierungsgrad & (3 O © O O O Miedriger Industralisierungsgrad
Hoher Lebensstandard & (O © © O © (O Miedriger Lebensstandard
Gut ausgebautes Sozialsystem & & O O O O O Schlecht ausgebautes

. Sozialsystem
Demokratisches System & O © O O O O Undemokratisches System
Zivile Regierung & O Oy ) Militarische Regierung
Freie Marktwirtschaft (O 7y (O Zentrale Planwirtschaft
@ Ty (O Schlecht entwickeltes
Wirtschaftssystem
Hohes Niveau inder & & O O O O O Miedriges Niveau in der

SRR

Innovationsforschung Innovationsforschung

GUt entwickeltes ()
Wirtschaftssystem

Figure 6: The Macro Country Image Scale

4.5.5 Intention to Invest in a Country

Another outcome variable that has to be examinednsumers’ intention to invest in a
country. For this purpose two items proposed byldeand Papadopoulos (1993) and
Heslop et al. (2004) are selected: “I would likedtm business with companies from
Country X” and “I would like to invest in projec{s.g., stock, estate) from Country X".
To measure the responses, again a 7-point Likekt s€ utilized with the endpoints of 1

= “strongly disagree” and 7 = “strongly agree”.
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4.5.6 Intention to Visit a Country

The next point measures the respondents’ attitutle regard to the choice of a travel
destination of their preference. With the help airfitems, which are derived from the
studies of Um and Crompton (1990) and Javalgi, Tdsmnand Rao (1992), the last
outcome variable should be measured. The four itehish are chosen from the two
studies are: (1) “A short trip to country X will ke lot of fun”, (2) “I would also
recommend a holiday in country X to others” (Um &rdmpton 1990), (3) “Country X
is the country which | dreamed of visiting”, ang (€ountry X is a place popular with
travelers” (Javalgi, Thomas, and Rao 1992). Reggrthe response format, a 7-point
Likert scale is utilized, ranging from the points-1strongly disagree” to 7 = “strongly

agree”.

4.5.7 Demographics

In the final section, the respondent is asked @ giformation on his or her personal
data. Although gender and age group are alreadgdask the beginning of the
questionnaire to allow the screening of the samplerder to adjust it to the Austrian
population structure, the remaining demographicstjoes are placed at the end of the
questionnaire. This approach is suggested by Wi{2006), who advises to start with
those questions which may be interesting for trepoadent and to put the not so
exciting questions like the classification quessioat the end. Thus finally, the
respondent is requested to indicate his or herimgears, highest level of education

attained, current occupation and net income.

4.6 Pretest

Before the questionnaire is presented to the Baaiple, it is advisable to first conduct
a pretest with a small number of potential respateléWith the help of the pretest,
possible weak points in the questionnaire deslgmnjristructions given or other problem
areas concerning the questionnaire may be ideht#iel corrected. This is of particular
importance as in self-administered questionnaiemterviewer is involved who may

clarify questions or responses. Further on, theept@also allows inspection of how long

it takes the respondents to fill out the questirenan order to determine if the
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guestionnaire length is appropriate. If the questare is too long, this may result in a

loss of the respondent’s interest, leading to uslfied questionnaires or inaccurate
responses. Another point is that the layout isetkstithin the limits of the pretest as

well, because an attractive, uncluttered and eadgnstandable questionnaire results in
higher response rates (Del Greco and Walop 198I5awWR006).

By using a convenience sample approach, the prétesbnducted among family
members and friends. The relevant persons are aedtaby email including an
invitation to participate in the pretest. As it iscommended to administrate the
questionnaire by the same method as is used fofitaesample (Wilson 2006), the
respondents in the pretest have to fill out theinenlquestionnaire as well. The
respondents are asked to pay attention at the ebrapsibility of the instructions given
and the various questions respectively. Moreover,respondents are confronted with
the task to record how much time they have spertillorg out the questionnaire and
whether the questionnaire length is in their opinggpropriate or not. Finally, they are
requested to give comments on the questionnaireitandesign or propositions for

changes and refinement. In total, 28 persons fjaated in the actual pretest.

On average, it took respondents around 23 minoté&f but the questionnaire. As the
qguestionnaire has been expected to take about 2Qutesi because of its
comprehensiveness, the average time seems to tee appropriate and therefore the
questionnaire length has not been changed afterpthgest. The majority of the
respondents do not have any objections with refgatide instructions and the questions
given, leading to the conclusion that they founénthunderstandable and clearly
formulated. Only four persons mentioned that fgliout the part containing the country
affect scale seemed to last too long as this padtth be completed for both chosen
countries, which leads to a total of 82 items teveer. But as this is the first time that
the scale is used in a questionnaire, it is atghist in time not possible to minimize the
number of items used further. With regard to themmaountry image scale, one item
was mentioned to be problematic by most respondastshey did not know how to
understand the item and consequently how to anlveequestion. In order to avoid
further confusion when conducting the final studlye item ‘high labor costs’ is
excluded from the macro country image scale. Otpeints mentioned by the

respondents concerned only some smaller adjustmirdsiding adaptations of the
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layout or correcting a few typing errors. After iy completed these final adjustments,
it can be said that the questionnaire seems tdelaely formulated and understandable.

Therefore, the adjusted version of the questioenaipresented to the final sample.

The structure of the final version of the questamais illustrated in Figure 7:

Part1: Willingness -to-Buy
-4 items by Putrevu and Lord (1994)

Part2: Micro Country Image
-4 items by Foth and FEomeo (1992)

Part3: Countryv Affect Scale

-41 items developed in this diploma
thesis

Part4: Countrv Knowledge

-2 items by Beatty and Smith (1987} and
Beattv and Talpade (1994}

Part3: Macro Countrv Image

- & items by Martin and Eroglu (1993} and
Pappu, Quester and Cooksev (2007)

Part 6: Intention to Invest in a Country

-2 items bv Heslop and Papadopoulos
(1993), Heslop et al. (2004)

Part 7: Intention to Visit a Country

-4 items bv Um and Crompton ({1990)
and Javalgi, Thomas and Fao (1992)

Part§: Demographics

-age, education, current occupation, net
Income

Figure 7: Structure of the Final Questionnaire
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4.7 Data Collection and Sample Description

Now that the final version of the questionnaireléived, the next step is to decide on
the target population, to choose the sampling nietied determine the sample size.
After all these steps are done, the sampling puoreed implemented (Wilson 2006).

By the term ‘target population’, or sometimes atserred to as the ‘population of
interest’, one understands the complete group opleefrom which the researcher
wants to obtain information (Wilson 2006). In thesearch setting, as the objective is
not to gather information from a specific group bather to get very general insights,
the Austrian population is chosen as being theetaggoup. Resulting from this choice,
a quota sample is used that is representativeh@Austrian population with regard to
gender and age. As two different research settisngs under investigation, it is
necessary to question two samples. In order tanelete target population, current
information concerning age and gender of the Aastpopulation are taken from
Statistik Austria. The available statistics leadhe conclusion that the samples should
consist of around 49,7 % male and 50,3 % femalporedents in order to match the
Austrian population. According to age, the follogidistribution should correspond to
the samples: 21,5 % of the population are betwéeant 29 years, 44,5 % are aged
between 30 and 49 years whereas 34 % are in abhedgyeen 50 and 70 years. Under-
18-years old are not included, as they are legadlyallowed to fill out questionnaires
without the permission of their parents. Additidpapersons over the age of 70 are not
asked to participate as it seems that most pelisaihgs age group are not that familiar
with computers and therefore the online survey du@sseem to be appropriate for

them.

In December 2008, the data was collected with #ip bf an Austrian research agency,
which has a representative online panel consistiagnly of Austrian inhabitants. In
total, 432 questionnaires were filled out, resgltin 216 respondents for each of the
two settings. As each panel member who had beeteihto participate in the survey
has also participated in the study, the resporntgecan be put at 100%. Unfortunately,
some questionnaires had to be excluded, as sortieigmants did not answer correctly
with regard to the two countries asked at the begm leading to the uselessness of
these questionnaires. Due to this reason a total afuestionnaires had to be excluded,
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which leads to a final sample of N = 411. This finamber is distributed between the
two samples in the following way: 210 questionnaweere filled out under the setting
of a neutral and an affinity country, whereas 20&sgionnaires fall under the setting of
an affinity and an animosity country. Both sampdes representative of the Austrian
population, which provides the researcher with adgstarting point considering
whether the research findings can easily be gamedal The demographic profile of

both samples is shown in Table 2.

Sample 1 (affinity country and neutral country)
n Percentage Census Percentage*
Gender
Male 104 49,5 49,7
Female 106 50,5 50,3
Total (18-70 years) 210
Age
18-29 34 16,2 21,5
30-49 125 59,5 44,5
50-70 51 24,3 34
Sample 2 (affinity country and animosity country)
n Percentage Census Percentage*
Gender
Male 93 46,3 49,7
Female 108 53,5 50,3
Total (18-70 years) 201
Age
18-29 42 20,9 21,5
30-49 96 47,8 44,5
50-70 63 31,3 34

*Source: Statistik Austria (2008)

Table 2: Demographic Profile of the Final Samples
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5 Analysis

Up to this point, a scale to measure country affaul a questionnaire have been
developed. A data collection procedure follows ttévelopment process in order to
obtain the relevant data that is necessary toHithie scale development procedure. All
of these empirical steps are outlined in the primgedhapters. Now that the necessary
data is at hand, the next step focuses on the sigalj/the data that has been obtained
from the final sample of 411 Austrian respondeirisorder to explore the data, the
items are first analyzed according to some baster@. Afterwards, an exploratory
factor analysis and a confirmatory factor analgses conducted, which are followed by
various measures to determine the scales’ religlalid validity. A useful instrument
for this purpose is the statistical analyzing safievSPSS 15.0, which is also applied in
this case.

5.1 Item Analysis

Before the exploratory factor analysis can be a@ppto determine the dimensionality
and item-factor-structure of the country affectlscat is necessary to start with an
analysis of the items. This step is essentialpnagder to identify the appropriate items
which constitute an internally consistent scalehesingle item should be analyzed with
regard to its performance (DeVellis 1991). In therhture, some basic criteria can be
found for which the items should be screened, whichild be (1) the mean, (2) the

range, (3) the variance, and (4) inter-item cotiete.

The first criterion for which the obtained datasisreened is the mean of the items.
According to DeVellis (1991), a mean that is cldeethe middle of the range of

possible scores is preferable. In theory, a meaaraind 3.5 is recommended if items
are measured according to a 6-point scale, whitiei€ase for the country affect scale.
Yet due to the nature of the different items, thig cannot be applied that easily in this
case, as for example the mean for positive itentimection with an affinity country

is expected to be relatively high, whereas for tiggatems the mean is expected to be
rather low. With this background, the means areeswed separately for each country
(i.e., affinity country, neutral country and anintgscountry) and each dimension (i.e.
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positive country affect, negative country affectlamousal) and finally approved, as all
of them showed the expected pattern.

Another point to consider is the range of the itgideVellis 1991). Preferably, the
range should be as wide as possible. The screéminige range of the items shows that
for all items the possible range is fully utilizeshd the highest possible range is

obtained in all cases.

In a next step, the variances of the items are aeanas relatively high variances are
desirable for scale items (DeVellis 1991). Highiaaces indicate that the answers
given on the various items are very diverse whishpieferable as it shows that
differentiation between the respondents is possiBlé in this case, one can expect
some items to be answered relatively similar by tégpondents according to the
particular research setting. If for example thepoeslents are asked if they love their
affinity country, the majority of respondents ispexted to answer this question in a
similar way. Due to this reason it is defined invadce that items should not be
eliminated because of a lower variance and heneedicided to retain all items with a

variance about .5. As all items pass this testntimber of items remains the same.

Another aspect to consider when analyzing the itamsinter-item correlations. A set
of highly and positively intercorrelated variablespreferable, as this indicates that the
items measure the same underlying construct (NstemBearden, and Sharma 2003).
If items are negatively correlated, this may beraicator for inconsistent relationships
and therefore it may be better to delete those sitevhich may cause problems
(DeVellis 1991). In the present case, the itemgetate with the other items of the
particular dimensions, meaning that the items efpbsitive country affect dimension
correlate separately. The same is done for thetiwegaountry affect dimension and the
dimension of arousal. The reason for this procetttbat each dimension is treated as
being rather independent and it is assumed th#trak dimensions can also co-occur at
the same time. When examining the inter-item cati@hs, for each of the three

dimensions the items show satisfying positive agdifcant correlations.

After all these criteria are examined, one can kmecthat none of the items has to be

deleted as all the criteria are fulfilled. Therefothe following analyses are conducted
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with an item pool of 41 items, whereas 21 itemsstitute the dimension of positive
country affect, while the dimension of negative oy affect consists of 15 items and

the dimension of arousal includes five items.

5.2 Dimensionality and Item-Factor-Structure

Now that the items are analyzed and the obtain&l idaeady for use, the next step in
the scale development process is the examinatitimeodimensionality and item-factor-
structure of the country affect scale. As the couatfect scale is intended to measure
latent variables, or variables that cannot be ofeskedirectly, an interesting point to
examine is how the variables are related and dnlatelations between them exist.
Additionally, a confirmatory factor analysis is a«cted to check for the
dimensionality of all scales used. In the followisgction, the necessary statistical
prerequisites and the application of the adequatestcal tool to clarify the unexplored

relations between the variables are described e metail.

5.2.1 Statistical Prerequisites for Exploratory Factor Analysis

For the examination of the dimensionality and itctor-structure of a newly

developed scale, Netemeyer, Bearden and Sharma&)(2860ommend the use of an
exploratory factor analysis, as the purposes af dimalytic tool equal the goals which
should be achieved in scale development: (1) thebew of items included in a scale
should be reduced in order to maximize the scaldiability and (2) “a set of latent

variables (factors) that explain the correlation®ag the items” (Netemeyer, Bearden,
and Sharma 2003, p. 121-122) should be identifreéxploratory factor analysis, only
the common or shared variance of the items is w@frést. Hence, the structure of the
various dimensions relies on the common varianaghefparticular items, whereas the

unique variance of an item is not considered atFadid 2005).

In order to develop the scale and to conduct thpoeatory factor analysis, sample 1 is
used as development sample, while sample 2 sesvealidation sample. Sample 1 is
further split into two groups according to the tamuntries chosen, the neutral and the
affinity country. In this case, the neutral counsgrves as the primary development

sample, as a neutral condition is seen as theshasing point for the development of a
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scale because under this condition all dimensidnghe country affect scale (i.e.,
positive country affect, negative country affectiarousal) should be represented in a
moderate proportion. The data received for thendficountry is further used to cross-
check the findings (DeVellis 1991).

As like for all statistical methods, some assummsibave to be fulfilled before a factor
analysis can be conducted. A crucial considerdtanhas to be determined in advance
is which sample size is considered large enougtheseliability of the factor analysis
also depends on the sample size (Field 2005). le likerature, different
recommendations can be found, ranging from a samigke of 100 to 250 or even
higher (MacCallum, Widaman, Zhang, and Hong 1988Id (2005) also summarizes
findings from the literature, concluding that a gdensize of about 300 respondents is
desirable. As the development sample consists 0fr@spondents, the actual sample
size is considered large enough as this value w@rlynen the middle of all

recommendations and therefore also expected tadestdble results.

An additional possibility to examine the appropiadss of the sample size is the
application of the Kaiser-Meyer-Olkin measure ahgling adequacy (KMO), which is
defined as “the ratio of the squared correlatiotwben variables to the squared partial
correlation between variables” (Field 2005, p. 64he KMO statistic can reach a
value between 0 and 1, in which higher values sgi@ higher adequacy of the sample
size for the application of factor analysis thawédo values do. The values calculated for
the data obtained for the neutral country are .860the positive country affect
dimension, .907 for the negative country affect etision and .817 for the arousal
dimension. According to Fields’ (2005) findings,ues between .8 and .9 can be seen
as great and values about .9 as superb, indicthiamigthe achieved sample is large
enough and an exploratory factor analysis can hdwted without hesitation.

But not only the sample size is of importance, d&F@&005) further recommends to test
for multicollinearity and to examine if the corretan matrix equals an identity matrix
or not, whereas the latter can be tested with #lp bf Bartlett's test of sphericity.
When scanning the correlation matrix for multicodlarity, no peculiarities can be
detected and also the determinant of the correlatiatrix, which is for all dimensions

above the recommended value of .00001 (Field 2D@bgates that multicollinearity is
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not a problem in this case. Considering Bartletst of sphericity, it can be seen that
the test is highly significant (p < .001), indieggithat the correlation matrix is different
from an identity matrix. These facts further leadhe conclusion that the application of

exploratory factor analysis is appropriate.

5.2.2 Conducting Exploratory Factor Analysis for Country Affect

After all necessary prerequisites are fulfilled, annext step the exploratory factor
analysis can be conducted. In chapter 2.5.2, pesatnd negative emotions are defined
as highly distinctive and independent constructg.(@Natson, Clark, and Tellegen

1988), which can co-occur at the same time. Theeseonditions are also true for the

construct of arousal. Therefore, the exploratoggdaanalysis is conducted for each of
these dimensions separately. As already statedeyefte data obtained on the neutral
country serves as basis for the primary developreamiple and therefore the analysis

starts with this set of data.

The method chosen for detecting the underlyingctitre of the various dimensions is
principal axis factor analysis with direct oblimiatation (Field 2005). The criterions
used to decide on how many factors should be edaim the analysis are the
eigenvalue rule (Kaiser’s criterion) and the saesst (Field 2005). Kaiser’s criterion is
based on the idea that factors with eigenvaluestgrethan 1 should be retained
(Netemeyer, Bearden, and Sharma 2003). If the eajee of a factor is below 1 than
this indicates that the factor explains less vamgathan any single item and should
therefore be eliminated. The second criterion ésitherpretation of the displayed scree
plot. A scree plot graphically plots the eigenvalagainst the associated factors. Here,
those factors should be retained that are locagddrén the point of inflexion of the
curve (DeVellis 1991). To improve the interpretatiof the results, the factors are
rotated after extraction with the aid of obliquérédt oblimin) rotation, which allows
the factors to correlate. Netemeyer, Bearden arin®h (2003) recommend the use of
oblique rotation methods as well, as the more nmgdnl theoretical factors are said to
be produced by oblique rotation. Considering the&dialoadings, the recommended
factor loading value for a sample of around 20@oeslents should be greater than .364
in order to consider the loading to be significéBtevens 1992) and therefore values

below .4 are suppressed as is recommended by StE1/892).
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The first exploratory factor analysis is conducigting the data obtained from the
neutral country setting from sample 1. Startinghwihe positive country affect
dimension, which includes 21 items, the explorattagtor analysis results in two
factors with an eigenvalue above 1 (Kaiser's dot@rwhereas the first factor explains
57.4 % of variance and the second factor accoumtsrily 4.71 % of variance. When
scanning the factor loadings, it can be seen thaf the items load onto the first factor,
whereas some show also small cross-loadings orsebend factor. Furthermore, no
relation or structure between the items that loadhe second factor can be identified.
Also the displayed scree plot, which should hetpréssearcher to decide on the number
of factors, did not show a clear point of inflexion the curve so that it is not really
clear if a one or a two factor solution is preféealwhich also justifies a one factor
solution. As factor analysis is just an exploratmyl that should support the researcher,
the researcher is still the one who should makediémsions on how many factors
should be extracted. Therefore and out of the almertioned reasons, it is decided

that it will be more useful to produce a one facolution.

Before the factor analysis is conducted a secand,tanother table produced by SPSS
is taken into consideration. As the aim of factoalgsis is the detection of common
underlying structures, it can also be helpful tarsthe communalities table. This table
includes a listing of how much of the common vacins explained by each item.
Communalities can take values between 0 and lhendldser the communality is to 1,
the better the original data is explained by thetdia (Field 2005). By scanning the
communalities table, two items, namely ‘compasd®n@221) and ‘envious (.224), are
identified which show very low communality value$/hen an item has a low
communality, it may indicate that the factor mowehot working well for this item, as
the item is very different from the other itemstims dimension (Hair, Anderson,
Tatham, and Black 1998). As this circumstance én ses problematic, the two items are
removed from the model, leading to a positive couaftfect dimension consisting of 19

remaining items.

After this step, the factor analysis is conductegeond time. Now instead of producing
factors with an eigenvalue above 1 (Kaiser’s dot@rthe number of factors that should
be extracted (i.e., one) is specified. The resgltne factor solution explains 60.9 % of

variance. This value definitely exceeds the reconded threshold of 50 %

59



Analysis

(Netemeyer, Bearden, and Sharma 2003). When exagnihe factor matrix it can be
seen that all items load very high on this onediaatith values from .651 to .894 and
therefore the factor loadings can be regardedstitaily relevant. Considering the high
factor loadings and the high total variance ex@diby the factor chosen it can be said

that the decision to calculate a one factor satuscappropriate.

After the factor solution for the first dimensios clear, the next exploratory factor
analysis is conducted for the negative countrycaftémension. Here, already the first
round produces only one factor with an eigenvalbeva 1 (Kaiser’s criterion), which
explains 57.53 % of variance. Again, this numbereexs the recommended value of 50
% (Netemeyer, Bearden, and Sharma 2003) and theré¢fe factor seems to be
significant. All items show sufficient values onnemunality and therefore they are
considered to explain the data very well and nm iie deleted. When taking a look at
the displayed scree plot, the graph clearly shtnasdnly one factor should be retained.
Scanning the factor matrix, it displays only valliesween .579 and .850 and therefore

proves that the loadings are significant and thatdne factor solution is justified.

Finally the last dimension, arousal, has to be yaea@l with regard to its possible
underlying structures. The exploratory factor asalymmediately produces only one
factor with an eigenvalue above 1 (Kaiser’s criB}j which consists of the five arousal
items and explains 54.13 % of variance. Once mtre, recommended value of
Netemeyer, Bearden and Sharma (2003) is reaches.fatt leads to the conclusion
that one factor is sufficient to represent the asabwlimension. When scanning the
communalities, one item shows a very low commuyalft.041, which indicates that

this item is very different from the other fourrnis. For this reason, ‘indifferent’ is

deleted from the arousal dimension and the exmoydactor analysis is conducted a
second time with the remaining four items. Now, filagtor analysis also results in a one
factor solution which explains 66.16 % of varianegjich is a clear increase in

comparison to the first round. The displayed sqie¢ again supports the decision to
concentrate on a one factor solution. The factadilogs are also very satisfying with
values between .757 and .873, which show thatdadihgs on the one arousal factor

are significant.
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After the factor structure for the country affecake is developed basically, the results
are now crosschecked in a next step by using tteeatdained for the affinity country
of sample 1. Again the analysis is started withlthétems forming the positive country
affect dimension and as expected, the one factati@o that explains in this case 42.9
% of variance, proves to work successfully. Theldiged scree plot and the relatively
high factor loadings, which range between .488 .@88, also support this fact. For the
next dimension, which represents negative courffgctaand consists of 15 items, the
factor analysis shows similar results. The amodrnbtal variance, which is explained
by one factor, accounts for 44.02 %. This valueslightly below the recommended
value of 50 % but still acceptable. The inflexiaime of the scree plot also indicates
that the original data is best described by a sif@ttor. Regarding the factor loadings,
again acceptable values are realized as the itemaswith values of .503 up to .857 on
the single factor. Finally, the factor analysiscenducted once more for the arousal
dimension. The analysis proves that the entire iteuns load on one factor and that the
derived factor explains 42.45 % of variance. Likehe other two calculations before,
the graphical representation of the eigenvaluesnagthe associated factors shows a
clear tendency for the one factor solution. Accogdio the factor loadings, which vary
from .484 to .832, the single factor representautinderlying structure quite well.

After the exploratory factor analysis is conducted the whole development sample
and the scale is finalized, it can be summarizatl tte country affect scale consists of
three dimensions (i.e., positive country affectgatere country affect and arousal)
which further are composed of one factor each. Sibbility of the one factor solution

for each dimension is proven, as the results aee stime for both parts of the
development sample. The variance explained apptesnthe advised value of 50 %
(Netemeyer, Bearden, and Sharma 2003), which fugheports that the choice of

factors is appropriate. The factor loadings for hearf these single factors are

considerably exceeding the recommended thresholtl (&tevens 1992).

5.2.3 Confirmatory Factor Analysis

After the country affect scale is finally developéd a next step the dimensionality of
the other scales that are used in the questionisagleecked. Ideally, the scales should

be uni-dimensional, as this indicates that the st&wntained in the particular scale are
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homogeneous and load therefore on one single famtodimension (Netemeyer,
Bearden, and Sharma 2003). Using principal axisofaanalysis with direct oblimin
rotation (Churchill 1979), the dimensionality ofethollowing scales is determined:
macro country image, micro country image, purchasmtions, intention to invest in a
country, and intention to visit a country. Agaihetvarious analyses are done using the
data obtained from both samples. Furthermore, dnatcy affect scale is also subject to
a confirmatory factor analysis. As the scale istfexplored in the previous chapter with
the help of the data received from sample 1, aioatory factor analysis is conducted

now by the use of the data obtained from sample 2.

As recommended by Field (2005), first the correlatinatrices are checked with regard
to intercorrelations between the variables. Asuvheables contained in each scale are
expected to measure the same or similar aspesalso expected that the variables
correlate with each other. However, the correlaishould not be too high or too low.
When taking a look at the tables, the variablesetate very well with each other with
values between .187 and .880 (p < .001) for sarh@ed .214 and .819 (p < .001) for
sample 2 respectively. Also the determinant of ¢beelation matrix is in each case
above the recommended threshold of .00001 (Fie@bRAccording to these values,
multicollinearity causes no problem. Looking at B#t's test of sphericity it can be
seen that the test is highly significant (p < .0fir) each of the scales. Therefore, the

correlation matrix can be said to be different framidentity matrix.

Considering the Kaiser-Meyer-Olkin measure of samgphdequacy (KMO), values
between .661 and .871 for sample 1 and betweena®@®7909 for sample 2 are reached
for the scales, indicating that the sample sizergtatively well. Only for the intention
to invest scale a lower value of .5 is calculatedach case, which is not very desirable
but still an acceptable value.

Now that the preliminary analysis of the data rssied, a further look is taken at the
results gained from the confirmatory factor anadyséere, the analysis results in a one-
factor solution for each of the five scales, whiatther leads to the confirmation of the

uni-dimensionality of the scales. This solutiordesived for both samples and for each
of the four research settings respectively. Theaiobt factor loadings for the scales

under examination range between the following v&l&) macro country image: .567
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to .911 (sample 1) and .638 to .921 (sample 2)m(2yo country image: .709 to .850
(sample 2) and .750 to 903 (sample 2), (3) purch@sations: .802 to .910 (sample 1)
and .664 to .984 (sample 2), (4) intention to imve&5 to .886 (sample 1) and .749 to
786 (sample 2), and (5) intention to visit: .449.899 (sample 1) and .460 to .913
(sample 2). As it can be seen, the factor loadiaugs all above the recommended
threshold of .4 (Stevens 1992). This fact furtleaxds to the conclusion that the factor
loadings are statistically significant and thatne-dactor solution is justified for each of
the particular scales. Concluding, it can be staltedl the homogeneity of items used

can be proven for each of the five scales.

Regarding the country affect scale, the obtainesilt® from the exploratory factor
analysis are validated by using the data obtaimewch fsample 2, which is chosen as
validation sample. Sample 2 consists of two pavtereas the first part consists of data
for the affinity country and the second part coricges on data obtained for the
animosity country. The confirmatory factor analyssconducted for each of the two
parts separately. Here again, the one factor solwtiorks well for all three dimensions.
Regarding the data obtained for the affinity coynitrcan be seen that positive country
affect explains 40.33 % of variance, negative couaffect accounts for 35.93 % of
variance and the variance explained for the arodisa¢nsion is 48.47 %. Considering
the factor loadings, all items included in the dme&tor of negative country affect exceed
the recommended threshold of .4 and the lowesbifdoiadings for the other two
dimensions are around .5. The produced scree plets indicate that a one factor
solution fits the model very well. When looking the data that is obtained for the
animosity country, the one factor solution alsoveh@cceptable results with similar
percentages of variance explained as stated b@ferepositive country affect: 37.5 %,
negative country affect: 41.17 % and arousal: 5441 The achieved factor loadings
are here similarly satisfying with values all abodefor the positive country affect
dimension and above .5 for the other two dimensibtese again it is proven that the

country affect scale is working soundly.
5.3 Reliability
Now that the country affect scale is finally deyed and the other scales used are

examined with regard to their dimensionality aslythe next step is concerned with the
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testing of the scales’ reliability. Reliability céve defined as “the ability of a measure to
produce consistent results when the same entitiesnsgeasured under the same
conditions” (Field 2005, p. 743), referring to th&bility and equivalence of a scale
(Diamantopoulos and Schlegelmilch 2002). In thiaptkr, the reliability of the various

scales is tested within each of the two sampleschwhurther results in four research
settings.

According to Netemeyer, Bearden, and Sharma (20@8)pus types of methods to
measure reliability exist, namely (1) test-retestiability, (2) alternative forms
reliability, and (3) internal consistency reliabyli

Test-retest reliability refers to controlling thalsility of item responses over a certain

time. Here, the same measure is applied to the saspendents at two different times.

If the scale truly mirrors the construct it is inteed to measure, than the results should
be the same at each time the measure is givere teeipondents (Netemeyer, Bearden,
and Sharma 2003). This type of reliability cannetapplied in this research context, as
an online survey is used and therefore it could betnsured that exactly the same
respondents are filling out the questionnaire wtten survey is conducted a second

time.

By using alternative forms reliability, first thentended measure is given to the
respondents, whereas at a second point in timetamative or similar form of the
measure, which also measures the same construgityes to the same respondents.
Afterwards, both results should show consistencg do the similarity of both
measures. This type of reliability measurementalan not be adopted in this context,

as due to the newness of the country affect s@abgpplicable alternative form exists.

The third type of reliability, internal consistenogliability, is the most uncomplicated
method, as the items have to be presented to smomdents only once. Internal
consistency is concerned with how the items usedirderrelated with each other. A
high interrelatedness between the items, which farscale, is favorable as it indicates
that the items are homogeneous and are measurngatime construct (Netemeyer,
Bearden, and Sharma 2003). Cronbach’s alpha orficdeet alpha is the most

commonly used instrument to measure the internagistency reliability of a scale and
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is further used to test for the reliability of tbeuntry affect scale. Cronbach’s alpha is a
measure to identify the degree of interrelatedia@ssng various items that measure the
same construct, and for this reason it also previdiormation about a scale’s quality.
But Cronbach’s alpha is not only concerned with tibems’ interrelatedness,
furthermore it also incorporates the variance ihahared among the items (Netemeyer,
Bearden, and Sharma 2003). As Netemeyer, Bearddrlaarma (2003, p. 49) explain,
the calculation of Cronbach’s alpha separatesdta variance into two parts: the true
variance, which is defined as “a scale’s totalaace which is attributable to a common
source” and equals alpha, and the error variancesinared variance, which equals 1 —
alpha. The calculation of Cronbach’s alpha usupilyduces a positive value ranging
between O and 1. Here it holds that the higherchleulated value, the higher the
internal consistency of the scale (Spector 1992prtler to prove a sufficient internal
consistency, a scale should at least show a cweffi@alpha of .70 (Nunnally 1978).
Another important rule which should be considergdhiat Cronbach’s alpha is not a
measure of uni-dimensionality (Netemeyer, Beara@en, Sharma 2003) and therefore,
if a scale consists of different dimensions, thennBach’s alpha has to be calculated
for each dimension separately (Churchill 1979;d2005).

In the current case, Cronbach’s alpha is calculagethoth samples and as the country
affect scale consists of three dimensions (i.esjtpe country affect, negative country
affect and arousal) Cronbach’s alpha is calculéde@dach dimension as advised in the
literature. Firstly, a look is taken at the coresttitem-total correlations, which are
concerned with the correlations between each iddali item and the total score from
the questionnaire or the particular dimension retppaly (Field 2005). As the items
should correlate with the overall score in ordeptove that the scale is reliable, these
values should be above .3 as otherwise items thatad correlate with the overall
dimension lead to problems and may therefore bppad. In the current analysis, the
corrected item-total correlation values are théofaing: for the development sample,
the lowest values for the positive country afferhehsion are .644 (neutral country)
and accordingly .525 (affinity country), for thegagive country affect dimension .559
(neutral country) and .488 (affinity country) respreely. For the arousal dimension the
values are about .7 (neutral country) and .4 amgheri (affinity country). For the
validation sample, the values for the positive ¢ouaffect dimension start around .5

(affinity country) and .39 (animosity country), ftive negative country affect dimension
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the lowest value is about .4 (affinity country) asd(animosity country) respectively,

whereas for the arousal dimension the followingiminm values are calculated: .498
(affinity country) and .511 (animosity country). i&ally, it can be said that the crucial
threshold of .3 is clearly exceeded in all casasthpre is no need to delete any of the
items. Rather, these results prove that the itdrmosen relate very well to the remaining

items of the particular dimension.

In a next step, the achieved values for Cronbaalpba are examined. Table 3 shows
the results of the calculation of the coefficielgha. As can be seen, the alpha values
obtained for the country affect scale in all reshasettings range between .717 and
.966, and are therefore exceeding the recommeritedhild of .70. Although the
results of the arousal dimension are a little lowean the results of the other two
dimensions, there is no need to worry, as the valadpha also depends on the number
of items which are included in the particular dirsien (Field 2005). As the arousal
dimension consists only of four items, the obtaiadgha values are still respectable
results. Anyway, the very satisfying results fdrtaree dimensions in every research

setting represent the high internal consistencyadsal the high reliability of the country

affect scale.
Sample 1 Sample 2
Neutral Affinity Affinity Animosity
Country Country Country Country
Positive .966 .928 .924 .902
Affect
(19 items)
Negative 951 912 .875 911
Affect
(15 items)
Arousal .887 717 .768 .792
(4 items)

Table 3: Reliability of the Country Affect Scale

After the calculation of the alpha values for tlwumtry affect scale is completed, the
reliability of the other scales used is also exadinn a next step. Like before,

Cronbach’s alpha is used to measure the intermaisi@ncy reliability of the scales. As
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each scale under examination consists of only amertsion, Cronbach’s alpha can be
calculated for the whole particular scale and nlbbdgsuensions have to be taken into
consideration. Again, the calculations are donebfith samples and all four countries

respectively.

Firstly, the results are controlled with regardthe corrected item-total correlations,
which should exceed the recommended threshold (Fiedd 2005). For both samples
and all scales, the corrected item-total correfestiare well above this recommended
value, which indicates that in each scale the caagritems correlate very well with
the total score of the particular scale. Only foe &affinity country from sample 1 a
value below .3 is calculated for a single item tlsahcluded in the scale measuring the
intention to visit a country. In the other threeneéning calculations (i.e., for the neutral
country from sample 1 and the affinity and animposduntry from sample 2) no similar
pattern can be detected and the corrected iterheoteelation values for this item are
all above .3. Therefore, the item is not seen asgberoblematic in general and is not

dropped.

Finally, a look is taken at the calculated Cronba@tpha values. As stated before, a
value above .7 is desirable (Nunnally 1978) as itlificates a good reliability of the
scale. When looking at Table 4, very high values ba detected for the scales that
measure the willingness-to-buy, macro country imagd micro country image. In
these cases, the reliability values are betwee® &3 .941 and prove the high
reliability and therefore also the high internahsistency of the particular scales. The
values obtained for the scale measuring the irdprtt invest in a country are slightly
lower, but still, these values are above the recendad threshold of .7. Additionally, a
lower alpha value has to be expected as the soakasts only of two items. Therefore,
the scale that measures the intention to inveataauntry is regarded as being reliable.
Only for the last scale, which measures the inbenttd visit a country, two values under
.7 are calculated, which is a rather unacceptadelt. But as in the other two research
settings the obtained alpha values are well ab@vend also the average value
calculated from all four Cronbach’s alphas is fhg, scale is still seen as being reliable.

Concluding, the five scales used can be said tedrsking reliably.
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Sample 1 Sample 2
Neutral Affinity Affinity Animosity
Country Country Country Country
Macro Country Image .938 .908 .920 941
(8 items)
Micro Country Image .839 .868 .855 .889
(4 items)
Willingness-to-buy 901 .890 .873 917
(3 items)
Intention to Invest .879 727 719 .759
(2 items)
Intention to Visit .780 .598 675 .785
(4 items)

Table 4: Reliability of the Other Scales Used

5.4 Preliminary Analyses

Besides reliability, validity is another importameasure that has to be included in the
extensive process of scale development. By conseglethe validity of a newly
developed scale it should be ensured that thels$tadd construct really measures what
it is intended to measure (Diamantopoulos and $elalch 2002). For this purpose,
different kinds of validity measurement can be &gupl (Diamantopoulos and
Schlegelmilch 2002): (1) translation validity, whican be further subdivided into
content validity and face validity, (2) criteriontated validity, which consists of
predictive and postdictive validity, concurrent iddl, convergent validity,

discriminant validity and known-group validity, a(@) nomological validity.

To decide on which of the above mentioned validigasures should be applied in the
research context depends on the constructs thatneleded in the survey. As in
practice it is not possible to apply all of thedid validity types due to survey length
considerations, the scale developer has to decidehvwtypes are most relevant for the
scale and consequently include the relevant vgliddanstructs in the questionnaire
(Netemeyer, Bearden, and Sharma 2003). Based orfothes of this study, the

following validity measures are assessed to evaltret country affect scale: translation
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validity, discriminant validity and nomological vwadity. Finally, an additional validity
analysis is conducted in which the mean scoresrdutdor the three affect dimensions
are compared according to theoretical expectatiorthe following section, the chosen

types are described in more detail.

5.4.1 Translation Validity

Translation validity is the first validity measuteat is applied. Both types of translation
validity, namely face validity and content validigre intended to “reflect the extent to
which a construct is translated into the operatination of the construct” (Netemeyer,
Bearden, and Sharma 2003, p. 72). Face validippieerned with the question if the
developed measure “seems to capture the chardictes interest” (Diamantopoulos
and Schlegelmilch 2002, p. 34), meaning that tilspardents should also be of the
opinion that the scale seems to be valid. Contalidity refers to “the extent to which a
measure appears to measure the characteristicss isupposed to measure”
(Diamantopoulos and Schlegelmilch 2002, p. 34),redieit should be determined that
the items used are relevant and represent the neelasionstruct. Both validity
measures can be tested by consulting experts amdexperts who judge the
applicability of the single items and assess ifrtteasure is appropriate or not. This step
has already been done several times during thdajauent of the country affect scale
with the help of small pretests and expert intergieAs can be seen in the detailed
description of these pretests (see chapters 43 4.6) the translation validity of the

country affect scale is ensured.

5.4.2 Discriminant Validity

To make sure that the country affect scale difgerisstantially from other constructs, a
further analysis is conducted to check for discniamt validity. Discriminant validity
refers to “the extent to which a measure is nateel to measures of different concepts
with  which no theoretical relationships are expétte(Diamantopoulos and
Schlegelmilch 2002, p. 35). In the current chapterns tested if any relationship
between the country affect scale and consumer etmiasm exists or if these two

constructs are distinct, as expected. Furthertanrelationship between country affect
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and country beliefs is explored, as these two coast are conceptually related but
should nevertheless be rather distinct constructs.

Consumer ethnocentrism is based on the assumgiaincbnsumers prefer buying
domestic goods, whereas they have prejudices dagaimducts from foreign countries.
According to Shimp and Sharma (1987, p. 280) comswethnocentrism “represents the
beliefs [...] about the appropriateness, indeed nigrabf purchasing foreign-made
products”. Country affect, however, is defined psesitive or negative emotions, other
subjective states or also to a state of arousahMtonsumers can experience toward
any (foreign) country and which further lead totgalar action tendencies and explicit
actions”. These definitions already indicate thag¢ two constructs are completely

different in their characteristics.

To prove that the two constructs are not relategyincipal components analysis is
conducted. Principal components analysis analyreslata with regard to which linear
components exist and how the various items corteibuthe components (Field 2005).
Concerning the rotation method, oblique rotatioa.(idirect oblimin) is chosen, as this
method allows the factors to correlate and is floeeea more flexible approach. To
differentiate between the country affect scale aodsumer ethnocentrism, the data

obtained from sample 2, which is also the validasample, is used.

The first analysis is conducted by using the d&ti@ioed for the affinity country. The
aim of the principal components analysis is to testhe uni-dimensionality of the two
scales. For this purpose, each dimension of thentopuaffect scale is separately
analyzed together with the five items that build tonsumer ethnocentrism scale. As it
is assumed that two factors should be derived fileenanalysis, this number of factors
that should be extracted is explicitly stated inSSP For all of these analyses, the
correlation matrix is checked at the beginning, aondpeculiarities are detected. The
Kaiser-Meyer-Olkin measure of sampling adequacyldis satisfying values for all
cases. Furthermore, significant values are caledldr Bartlett's test of sphericity,
indicating that the correlation matrix is no idéntnatrix.

Firstly, the positive country affect items are gmald together with the five consumer

ethnocentrism items. As specified at the beginning, factors are derived from the
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analysis: all positive country affect items load ome factor and the five consumer
ethnocentrism items load on the second factor. idenag the factor loadings, the
values for the positive country affect factor amtvween .564 and .735, whereas the
factor loadings of the consumer ethnocentrism itemes between .700 and .909 and
represent satisfying and statistically significhigh loadings. Next, the same procedure
is conducted with negative country affect. Agahe factor matrix shows that the two
constructs load on different factor, whereas thetofaloadings of the consumer
ethnocentrism items are between .709 and .914,aswdthe factor loadings for the
negative country affect items exceed the recomneendeeshold of .4 (Field 2005).
Similar results can be found for the arousal dinensnd consumer ethnocentrism,
where all arousal items load on the first factae.(ivalues between .694 and .922) and
the five consumer ethnocentrism items load highiytlee second factors (i.e., values
between .696 and .831).

In a second analysis, these results are crossathdkesing the data obtained for the
animosity country. The same results are receivdubme, as all affect dimensions load
on a single factor, while the consumer ethnocentitems load on their own factor as
well. All factor loadings are well above .4, ande atherefore considered highly
significant. From these results, one may interfirat consumer ethnocentrism is clearly
distinct from country affect and country affectpgven to be a unique construct that

cannot be compared to the construct of consumapeémtrism.

Now that it is proven that consumer ethnocentrisid e@ountry affect are two distinct

constructs, the same procedure is repeated torexfle relationship between country
affect and country beliefs. As these two constraces determined as the basis for the
country image construct, they are defined to beceptually related. Due to this reason
it is of importance to prove that regardless of #tonceptualization, country beliefs and

country affect are two unrelated constructs.

Again, a principal components analysis with direbtimin rotation is conducted. As

country beliefs are said to consist of two subcongmds (i.e., macro country image and
micro country image), positive country affect, niaga country affect and arousal are
first separately analyzed together with the eigdins which represent macro country

image and afterwards the three dimensions are aepartested for differences with
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regard to the four items building micro country geaThe data received from sample 2
serves as the basis for these analyses.

At first, the data obtained for the affinity countis analyzed. At the beginning, the
correlation matrices are checked and no indicatitors multicollinearity can be

detected. The values obtained for the Kaiser-M@&j&m measure of sampling
adequacy are between .769 and .904 and represarfdie a very acceptable result.
Concerning Bartlett's test of sphericity, signiftavalues are obtained which further

lead to the conclusion that the correlation madors not equal an identity matrix.

At the beginning, the positive country affect iteare analyzed together with the eight
items of macro country image. As could be assurnwved, factors are derived with the
positive country affect items loading on one faatoth factor loadings between .553
and .731 and the macro country image items loadinghe second factor with factor
loadings between .659 and .824. The same restpaactor solution, is found for
negative country image and macro country image.eH#re analysis shows factor
loadings between .424 and .807 for the negativentcpumage dimension and factor
loadings between .646 and .887 for the macro cguniage dimension. Again, the
results are statistically significant and provideptable values. Concerning arousal
and macro country image, again it can be seentltlest load on two single factors.
While arousal shows factor loadings from .691 t&4,8the factor loadings for macro
country image are between .693 and .893. Furthethersame analyses are repeated for
country affect and micro country image. Here, thens results are obtained for all
dimensions of country affect and micro country imagositive country affect loads on
the first factor with factor loadings ranging froBi76 to .735, whereas micro country
image loads highly on the second factor with faébadings from .717 to .816. Similar
results and accordingly a two factor solution also aletected for negative country

image and micro country image and arousal and neigcumtry image respectively.

To validate these results, the analyses are repégteising the data obtained for the
animosity country from sample 2. As before, the saesults are obtained for the affect
dimensions, macro country image and micro countmgage. While all three affect

dimensions load highly on one single factor eackcnm country image can be found to

result in a single factor and the same is also fouenicro country image. All factor
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loadings are well above the recommended threshiold @Field 2005), leading to the
conclusion that these results are statisticallpifigant and represent satisfying values.
Summing up, these findings provide clear evidemcdte fact that country beliefs and

country affect are two rather distinct construeigen if they are conceptually related.

5.4.3 Nomological Validity

The next measure with which the validity of the vy affect scale should be proven is
nomological validity. Nomological validity is intested in “the extent to which a
measure is related to measures of other conceptsnanner consistent with theoretical
expectations” (Diamantopoulos and Schlegelmilch22@0 35). To test for nomological
validity, the correlations between the various tatds used are examined whether

they correspond to the assumed relationships or not

In order to explore the relationships that exidiMeen variables, bivariate correlations
are calculated. Correlations measure the lineatiogiship between variables and can
take values between -1 and +1 (Field 2005). Whileoaelation coefficient of +1

indicates that two variables are positively relateaorrelation coefficient of -1 shows
that a negative relationship exists. If a correlatcoefficient of 0 is produced, no

relationship between the variables can be deteatedll. In the present case, it is
decided to use Pearson’s correlation coefficieat th also used by default in SPSS.
Considering the test of significance, one-tailedtdeare applied as the developed
hypotheses in chapter 3 already imply the expediexttions of the relationships. The

correlations are calculated for both samples ahnfdal research settings.

According to the hypotheses, a positive relationdietween macro country image and
the three outcome variables under investigatioexigected. The same is also true for
micro country image. In other words, it is assurtied the more someone knows about
the particular country (i.e., macro or micro coyrknowledge), the more likely it is that
he or she buys products from this country, invesi visits this country. Considering
positive country affect, again a positive relatioipswith regard to the three outcome
variables is assumed. On the contrary, negativentcpuaffect is expected to be
negatively related, meaning that the stronger #gative country affect component is,

the less likely it is that a person has the intentio buy products from a particular
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country, the intention to invest in or to visit shtountry. With regard to the arousal
component, it is expected to detect a positiveticeiahip with regard to the relevant
outcome variables. Finally, also a positive relaiip between micro country image
and positive country affect is assumed, whereas ojygosite is expected for the
relationship between micro country image and nggatountry affect. Again, the
relationship between arousal and micro country nagxpected to be positive.

Starting with the relationship between macro couintage and the chosen outcome
variables, it can be seen that stable results arabbrigur research settings are received
with regard to macro country image and its relatmthe willingness-to-buy as well as
to the intention to invest. Because similar resaglis be found for each of the four
conditions, an overall correlation coefficient alaulated for both relationships. Here, a
positive relationship between macro country image the willingness-to-buy products
from a particular country can be found with a hygbignificant correlation coefficient
of r = .273 (p < .01). Macro country image is femthalso positively related to the
intention to invest in a country with an overallr@ation coefficient of r = .328 (p <
.001). In both cases the previously stated assompfi an existing positive relationship
Is met and can therefore be confirmed. Other resuk obtained in the case of macro
country image and its relation to the intentionvisit a country. Here, the expected
positive relationship can only be found for theadedceived for the animosity country
from sample 2 (r = .403, p <.001), whereas a mega¢lationship is calculated for the
affinity country from sample 1 (r = -.184, p < .0Epr the other two research conditions
(i.e., neutral country — sample 1 and affinity coyr- sample 2) only non-significant
results are obtained. Because of these very differesults, the assumed positive
relationship of macro country image and the intamtio visit a country cannot be
confirmed. The exact figures of the correlation lgses done with regard to macro
country image can be found in Table 5.

74



Analysis

Expected Willingness- .
Macro Country Image _ _ Investments Visits
Relationship to-buy
Affinity Countr
/ y + 1547 3137 -184%
(Sample 1)
Neutral Countr
y + .270** 397** -.080°
(Sample 1)
Affinity Countr
J J " 208** 226+ 049°
(Sample 2)
Animosity Countr
Y y + A61** .376** A403**
(Sample 2)
° not significant * significantat p <.05  ** significant at p < .01

Table 5: Results from the Correlation Analyses betwan Macro Country Image and the Outcome Variables

Concerning micro country image and the outcomeabdes, stable results are again
found only in the case of willingness-to-buy and thtention to invest in a country. The
overall correlation coefficient between micro cayrimage and the willingness-to-buy
amounts to r = .466 (p < .001) and confirms heréig before assumed positive
relationship between these two variables. The samselt can be found for the
relationship between micro country image and thenition to visit a country with an
overall correlation coefficient of r = .354 (p <1)0 Again, these two variables are
positively related as is assumed before. When taplat the correlation coefficients
between micro country image and the intention ®t\a country, it can be seen that
although the calculated effect goes in the rightation in each of the four cases, only
two of the four values are also statistically siigaint. While highly significant
correlation coefficients are obtained for the nalutountry from sample 1 (r = .247, p <
.001) and for the animosity country of sample 2 (460, p < .001), positive but non-
significant results are produced for the other weomintries. Therefore, the assumed
positive relationship between micro country image #e intention to visit a country
cannot be confirmed as no consistent results aveived. The exact values of the
correlation analyses are displayed in Table 6.
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_ Expected Willingness- .
Micro Country Image _ _ Investments Visits
Relationship to-buy
Affinity Countr
y y + 371 .357** .019°
(Sample 1)
Neutral Countr
y + A12%* AT74** 24T
(Sample 1)
Affinity Countr
y y + A45%* .183** .085°
(Sample 2)
Animosity Countr
Y Y + .635** A402** A460**
(Sample 2)
° not significant * significantat p < .05  ** significant at p < .01

Table 6: Results from the Correlation Analyses betwen Micro Country Image and the Outcome Variables

The next calculations are concerned with the m@hstiip between positive country
affect and the variables willingness-to-buy, intemtto invest, intention to visit and
micro country image. In all four cases, consistesults are calculated in each of the
four different research settings. Therefore, @#ggin possible to present here shortly the
overall correlation coefficient for each of the faelationships under examination (for
the exact figures see Table 7). As the results sipositive country affect seems to be
positively related to the willingness-to-buy (r317, p < .001), to the intention to invest
in a country (r = .257, p < .001) and to the int@mtto visit a country (r = .462, p <
.001). Further on, a positive relationship exidt® detween positive country affect and
micro country image with a correlation coefficiesftr = .247 (p < .001). Thus, all
effects can be said to go in the right directiond éimerefore also all before assumed

relationships between these variables can be coedir
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. Expected  Willingness- o Micro
Positive CA _ _ Investments  Visits
Relationship to-buy Cl
Affinity Countr
y Y/ + 352+ 164 3B1% 194
(Sample 1)
Neutral Count
& + 329> 264 g 271w
(Sample 1)
Affinity Countr
d Y/ + 341+ 256 410"  203*
(Sample 2)
Animosity Countr
’ d + 246+ 3420 504  319%
(Sample 2)
° not significant * significant at p < .05 ** significant at p < .01

Table 7: Results from the Correlation Analyses betwan Positive Country Affect and the Variables

Considering the correlations between negative eguaitect and the relevant variables,
rather inconsistent results can be found amondptlveresearch settings. Looking at the
relationship between negative country affect and thllingness-to-buy, negative
correlation coefficients are received in all foases, but only for the animosity country
also a significant correlation coefficient (r = 114 < .05) is found. Although in the
remaining three cases the calculated correlati@fficeents are negative, they are not
statistically significant anyway. The outcome ofsths that the assumed negative
relationship between these two variables cannatdmdirmed because of the missing
significance. Proceeding with the next variablemaly the intention to invest in a
country, similar results are found. Again, only tresult for the animosity country
shows a significant negative relationship betweegative country affect and the
intention to invest (r = -.172, p < .01) whereas tither results are not statistically
significant. The result calculated for the neutauntry from sample 1 even shows a
positive relationship (r = .012, p > .05). Due twege results, the previously made
assumption of negative country affect and the tmento invest being negatively
related has to be rejected. The assumed negatateonship between negative country
affect and the intention to visit a country can emer not be confirmed, as only for the
affinity country from sample 1 (r = -.169, p < .0ahd the animosity country from
sample 2 (r = -.138, p < .05) the expected coiwelatoefficients are calculated.
Although the correlation coefficient for the affypicountry from sample 2 is negative as
expected (r = -.113) it is not of statistical siggzance (p > .05). For the neutral country
from sample 1 a positive correlation coefficientlexived (r = .135, p < .05), which is

not in line with the assumptions stated beforehddally, the relationship between
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negative country affect and micro country imagexamined in more detail. Here, the
only statistically significant result is found ftire affinity country from sample 1 (r = -
133, p < .05), whereas all other three correlatboefficients are not significant
although basically the values go in the right diet But as the results vary
substantially among the various countries, the rapsion of the negative relationship
between negative country affect and the variabledeu examination cannot be fully
confirmed. The exact figures of the correlationlgses incorporating negative country

affect and the relevant variables are display€eTkiple 8.

_ Expected  Willingness- o Micro
Negative CA _ _ Investments  Visits
Relationship to-buy Cl
Affinity Countr
U Y i -100° _025°  -169%  -.133*
(Sample 1)
Neutral Count
b i -033° o0l2c  .135¢  -.019°
(Sample 1)
Affinity Countr
y i i -.095° -011°  -113°  -.097°
(Sample 2)
Animosity Countr
’ / i _141* _172%  -138*  -.082°
(Sample 2)
° not significant * significant at p < .05 ** significant at p < .01

Table 8: Results from the Correlation Analyses betwen Negative Country Affect and the Variables

Finally, when examining the relationship betweemuaal and the several other
variables, consistent results are found in all faagearch settings. Due to this reason,
again an overall correlation coefficient is caltethto simplify the presentation of the
obtained results (see Table 9 for exact figurethefcorrelation analyses). Starting with
the relationship between arousal and the willingriesbuy, it can be seen that these
two variables both are highly significant and pesiy related (r = .331, p < .001). The
same result is found for the relation between abaad the intention to invest in a
country (r = .278, p < .001). Arousal is moreovesifively related to the intention to
visit a country as well, which is indicated by aretation coefficient of .423 (p < .001).
The correlation coefficient derived for arousal angtro country image accounts for
246 (p < .01) and thus proves the positive refatigp between these two variables.
Concluding, it can be confirmed that the before enadsumptions concerning the
relationship of arousal and the four relevant \@esa are true.
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Expected  Willingness- o Micro
Arousal _ _ Investments  Visits
Relationship to-buy Cl
Affinity Countr
d Y ¥ 345 249  324% 197
(Sample 1)
Neutral Count
& ¥ 356% 308 528t 277
(Sample 1)
Affinity Countr
d Y/ + 310%* 246  350%  .139%
(Sample 2)
Animosity Countr
g d ¥ 312 300%  490%  .369%
(Sample 2)

° not significant

Table 9: Results from the Correlation Analyses betwean Arousal and the Variables

* significant at p < .05

** significant at p < .01

Finally, Table 10 summarizes whether the expecttationships between the several

variables can be confirmed or have to be rejedtiede, all four research settings are

incorporated into the results and an overall comdiion (i.e., represented b¥) or

rejection (i.e., represented b¥) is presented. No correlations are calculatedtler

relationship between macro country image and ngountry image and micro country

image itself, which is represented by /.

_ Expected  Willingness- o )
Variables _ _ Investments  Visits  Micro ClI
Relationship to-buy
Macro CI + v v X /
Micro ClI + v v X /
Positive CA + v v v v
Negative CA - X X X X
Arousal + v v v v

Table 10: Summary of Confirmed and Rejected Relatioships between Variables

5.4.1 Additional Validity Analysis

In the analyses done before, the objective is tk lat relationships between several

variables. Yet another interesting point is to loatkdifferences between variables.
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Therefore, in this subchapter the means, whichdareved for the three dimensions of

the country affect scale, are compared to tegpdssible differences.

Before conducting the analysis, it is assumed ploattive country affect shows higher
ratings for the affinity country as for the neut@untry. The same result is also
assumed when comparing the means derived for flmtyfcountry and the animosity
country. Regarding the negative country affect disien, the mean value for the
neutral country and the affinity country is expelcte be relatively similar, whereas for
the animosity country the values are expected tbigleer than for the affinity or the
neutral country. Concerning the dimension of arhusa assumed that this dimension
is rated higher for the affinity country than ftwetneutral and the animosity country, as
four rather positively labeled items (e.g. inteeedtare used, which are expected to be

rather applied to the affinity country.

To check if these assumptions can be met by the dieived from the two samples,
first overall scores are calculated for each ofttiree dimensions and for each of the
four country types in order to sum up the singbenis to a single dimension. After this
step, the mean values are calculated and a coraparfameans is conducted. Firstly, a
within-sample comparison is done which is thencdiekd by a between-sample

comparison of means. Table 11 shows the calcuratah values.

Sample 1 Sample 2

Neutral Affinity Affinity Animosity

Country Country Country Country
Positive CA 2.293 4.275 4.449 1.462
(19 items)
Negative CA 1.380 1.422 1.369 3.107
(15 items)
Arousal 2.677 4520 4.672 2.080
(4 items)

Table 11: Mean Scores of the Country Affect Scale

When comparing the means of sample 1, it becomear dhat consumers feel
significantly stronger positive country affect tawa their affinity country (M = 4.275,

SE = .062) than towards their chosen neutral cguiMr= 2.293, SE = .07Q(209) =
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24.556, p < .001, r = .86). Regarding negative tguaffect, no significant difference
can be detected between the two types of coun(t{@89) = .957, p > .05). As
expected, the affinity country (M = 4.520, SE =3p@&chieves a higher mean value on
the arousal dimension than the neutral country (R16¥7, SE = .083(209) = 19.039,

p < .001, r = .80), which is ascribed to the moosifive attitude of the four chosen
arousal items. Similar results are obtained for @an2 when comparing the means
within the sample. Here again, the mean valuesptmitive affect are significantly
higher for the affinity country (M = 4.449, SE £9) than for the animosity country (M
= 1.462, SE = .03%(200) = 42.975, p < .001, r = .95). On the contréing animosity
country achieves a considerably higher mean vaWle=(3.107, SE = .078) on the
dimension of negative country affect than the #fficountry (M = 1.369, SE = .037,
t(200) = -22.397, p <.001, r =.91), which is lagdig explained by the entirely different
characteristics of the two different country typ€ke last dimension, which is arousal,
leads to a high mean value for the affinity courfivy= 4.672, SE = .064), whereas it is
rather low rated for the animosity country (M =800 SE = .071t(200) = 31.174, p <
.001, r = .85). Again, the difference in the vadameans is highly significant and as

theoretically expected.

In a next step the means are compared betweemvtheamples. When comparing the
mean values obtained for tlafinity country (sample 1and theanimosity country
(sample 2)it can be seen that positive country affect fog ainimosity country (M =
1.462, SE = .037) is lower and significantly difat from the affinity country (M
4.275, SE = .062t(341.997) = 39.132, p < .001, r = .9). As expectedstatistically

significant difference is also found for negativaintry affect with regard to the affinity

country from sample 1 and the animosity countrynfreample 2t(312,207) = -18.9, p
< .001, r = .73). When checking for the differenceshe mean values obtained for
arousal, the affinity country (M = 4.520, SE = .Défas a considerably higher mean
value on this dimension than the animosity courfiviy = 2.080, SE = .071). The
difference between these two values is signifi¢gd09) = 25.823, p <.001, r =.79).

Next, the mean values for thafinity countries from sample 1 and samplea2
compared. For the dimensions of negative countfgcafand arousal, no significant
difference can be reported (negative country afféd09) = .945, p > .05, r = .05;
arousal: t(409) = -1.703, p > .05, r = .08). Onlgen comparing the two mean values
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obtained for positive country affect, the differenibetween the two affinity country
mean values shows a significant resu@@9) = -2.027, p < .05). However, the
calculated effect size r = .09 represents not evemall effect (Field 2005), which
further indicates that the obtained result reprissea important effect and can therefore

be disregarded.

Different results are obtained when comparing tleamvalues of thaeeutral country
(sample 1)and theaffinity country (sample 2)Here, a significant difference can be
found with regard to the dimension of positive doyraffect, where the mean value of
the affinity country (M = 4.449, SE =.059) is higltean the mean value of the neutral
country (M = 2.293, SE =.07§400.493) =-23.388, p <.001, r =.76). The saeslt
can be found for the dimension of arousal (1(388)48-19.041, p < .001, r =.69). On
the contrary, no significant difference between itiean values of the affinity country
and the neutral country concerning the dimensiomegative country affect can be
found ¢(392.719) = .188, p > .05, r = .0095). The last parisons are made with
regard to the results obtained for theutral country (sample 1and theanimosity
country (sample 2) For all three dimensions, statistically significadifferences
between the means of the two countries are obtaiRedarding the positive country
affect dimension, the mean value for the animosttyntry is significantly lower than
the mean value of the neutral countt{B{6.148) = 10.432, p < .001, r = .51). As
assumed, the opposite is true for negative couatfgct, for which the animosity
country presents a considerably higher mean vélae the neutral country(826.965)
=-19.021, p <.001, r =.72). When consideringdhmeension of arousal, a small sized
effect r = .26 is represented by the differencavben the values obtained for the two
countries {(402.003) = 5.465, p <.001).

Concluding, it can be said that the comparison & means, both within-sample
comparison and between-sample comparison, prodtimesassumed results. Most
differences between the means are found to befisigmi. Due to the obtained results,
the country affect scale seems to work very wells@gnificantly different results are
calculated for the different country types and d@lsochosen country types seem to be a

good choice as they facilitate an adequate congranéthe results.
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5.5 Testing of Hypotheses

For the purpose of testing the defined hypothesésta proof the validity, a multiple
regression is performed for each of the hypothdsieéationships and for each of the
countries (i.e., affinity country, neutral countrgnd animosity country) under
investigation. Here, not only the country affeclsds included in the analysis, also the
macro and the micro country image are considerednpsrtant variables as they are

part of the designed research model as well (septeh3).

In order to be able to conduct the multiple regoess some preliminary work has to be
done. Firstly, to simplify calculations, the ma@ountry image scale is reverse scored
because it is the only scale that is coded in gosipe order in comparison to the other
scales used. Secondly, overall scores are caldufateeach of the single dimensions
(i.e., macro country image, micro country imagesifpee country affect, negative
country affect and arousal) and for each of theiouar countries to allow the
examination of how much influence each dimensio ot each single item, has on
the particular dependent variable. In a next dtepcorrelations of the three dimensions
of country affect are checked for multicollinearirousal and positive country affect
turn out to be highly correlated (R > .8) in eadhtlee various treatments (i.e., the
various countries). Furthermore, a factor analysisults in a one factor solution
comprising both positive affect and arousal iteiiteerefore, it is decided to exclude the
arousal dimension from the predictor variablestoaavoid a falsification of the results
due to multicollinearity. It is thus not possible dssess hypotheses 5a, 5b, 5¢ and 6c,
which are concerned with the influence of arousaltlee various outcome variables.
Therefore, the chosen predictor variables are maoumtry image, micro country
image, positive country affect and negative couaffgct. Multiple regressions are then
calculated for each of the dependent variableschvhre willingness-to-buy, intention
to invest in a country and intention to visit a sty. Concerning the procedure, a

forced entry approach is chosen.
In addition to the regressions presented belowgessgpns with country knowledge and
amount of visits as control variables were condilicks well. As no substantial

differences with regard to the prediction and digance of the chosen outcome

83



Analysis

variables were detected, only the results withauttol variables are used in the
following subchapters.

5.5.1 Impact on Outcome Variables

Sample 1 — Neutral Countr@tarting with the results from sample 1, at firgt analysis

for the neutral country is examined. The first degent variable chosen vgllingness-
to-buy As can be seen, the value for R2, which is atrument to define how much of
the variability in the dependent variable is caubgdthe predictor variables (Field
2005), accounts for .239. In other words, it cansaé that the chosen predictor
variables determine 23.9 % of the variation in coners’ willingness-to-buy. The
calculated F-value of 16.07 is highly significapt< .001) and proves the good model
fit. Another statistic to consider is the Durbin-isan statistic, which tests for serial
correlations between errors. A value of around #dsirable as this indicates that the
assumption of independent errors can be confirnnélad the residuals are uncorrelated
(Field 2005). In this case, the Durbin-Watson statidisplays a value of 1.983, which
is a satisfying value. Concerning the accuracyhef model, the ANOVA table shows
that due to a significance of less than 0.001 tleeehused significantly improves the
ability to predict willingness-to-buy. To estimatehich of the independent variables
best explain the outcome variable, the beta vajues b-value) and their significance
are examined in a next step. The b-value indicétesvhat degree each predictor
affects the outcome if the effects of all otherdiceors are held constant” (Field 2005,
p. 192). If the particular b-value is significapt € .05), it is revealed that the predictor
variable significantly contributes to the model.the current case, only micro country
image (b-value: .394, p < .01) and positive couaffgct (b-value: .462, p <.001) show
a significant contribution to the model. The staxdeed § values are referred to in
order to compare the importance of the two varmlhat contribute to the model, as
these values are directly comparable. In the ptesase, positive country affect
(standardized = .291, p < .001) contributes slightly more to semers’ willingness-
to-buy than micro country images (standardiped .275, p < .01). Interpreting these
results, it can be said that both micro countrygeand positive country affect have a
positive influence on the decision to buy produotsn a particular country, whereas
macro country image and negative country affectvsho significant impact on this

decision. Therefore, hypotheses 2a and 3a canrifeérned as both predict a positive
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influence of the particular variable on willingndssbuy, whereas the hypothesized
influence of macro country image and negative aguatfect (i.e., hypotheses 1a and

4a) cannot be confirmed.

The next outcome investigated is theention to investin a neutral country. All
variables remain the same as in the before condlunctgtiple regression and the model
again shows a good fit (F-value = 20.00, p < .OMDreover, the assumption of
independent errors is met with a Durbin-Watsonisttatof 2.18. Regarding R?, it can
be seen that the designed model can explain 2&fl\édriation in consumers’ intention
to invest. Again, the b-values are of importance fbe determination of each
predictor’s contribution to the model. Except négatountry affect, all other predictor
variables show a significant impact. In order tokréhe predictor variables in terms of
their importance, the standardiz@dvalues indicate the following listing: 1. micro
country image (standardizgd= .280, p < .001), 2. macro country image (statided

B =.244, p < .01) and 3. positive country affecaiislardizep = .193, p < .01). From
these results it can be inferred that all of thred¢hvariables show a positive influence on
the decision to invest in a neutral country. Onggative country affect shows no
significant influence on the model. Hence, hypotisesb, 2b and 3b are supported by
the findings, as they assume a positive relatignsatween the three predictor variables
and intention to invest in a neutral country. Ohlypothesis 4b, which indicates a

negative influence of negative country affect orestments, has to be rejected.

The last outcome variable that has to be analyzéide context of the neutral country is
the intention to visita country. Once more, the multiple regression pced a highly
significant F-value of 30.77 (p < .001), and alee Durbin-Watson statistic shows a
satisfying result of 1.93. In this model, a relativhigh R? can be found, indicating that
37.5 % of variability in the intention to visit @&uatral country can be explained by the
predictor variables. To further control which prdrs are responsible for this large
variability, again the standardiz@dvalues are taken into consideration. In this ctmse,
highest significant contribution is made by postigountry affect (standardizeil =
544, p < .001). Although macro country image (dtadizedp = -.208, p < .01) and
micro country image (standardizpd .218, p < .01) show a significant influence be t
model, both variables do not affect the model asngly as positive country affect.

Once more, negative country affect cannot be prawdrave a significant influence on
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the model. From the results it can be seen thabsitiye influence on consumers’
intention to visit a neutral country emanates frpositive country affect and micro
country image, while macro country image negativeffuences the decision to visit.
The outcome of these findings is that hypothesean2c3c can be confirmed, as they
are consistent with the just now mentioned findjnglile hypothesis 1c is rejected as
the direction of the impact is not consistent vilie assumed direction. Hypothesis 4c
has also to be rejected because of lack of sigmficnfluence of negative country

affect.

A summary of the specified relationships of thedm®rs and the outcome variables
derived for the neutral country from sample 1 cansben in Table 12, whereas a ‘+’
indicates a positive relationship, *-* displays egative relationship and ‘not sig.’ states

that no significant contribution of this variablencbe found.

Willingness-to-buy  Investments Visits Confirmed
(R2=.239) (R2=.281) (R?=.375) Hypotheses
Macro Country ]
not sig. + ** - kx 1b
Image
Micro Country
+ % + ** + % 2a, 2b, 2c
Image
Positive Country
+ ** + ** + ** 3a, 3b, 3c
Affect
Negative Country ) _ )
not sig. not sig. not sig. none
Affect
* significant at p < .05 ** significant @ < .01

Table 12: Multiple Regressions for the Neutral County (Sample 1)

Sample 1 — Affinity Countryhe next multiple regression analysis is basedample 1

again, but now the data obtained for the affinibumtry is analyzed. As before, the
same four predictors are used to calculate the ¢inpiathese variables on each of the
three outcome variables. Firstly, the dependenabbrwillingness-to-buys addressed.
A similar R2 value is calculated as before, nan&y8 % of variation can be explained
by the four predictor variables. The F-value is1862. and highly significant (p < .001)
which further indicates that the model fits veryllw€&hecking the assumption of

independent errors, the Durbin-Watson statisticraglaows that this assumption is met
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with a value of 2.013. Looking at the significarafehe single predictors, it can be seen
that only micro country image (b = .441, p < .0&mY positive country affect (b = .508,
p < .001) significantly contribute to willingness-buy, whereas macro country image
and negative affect show no significant contribmti€omparing the standardiz¢d
values, micro country image shows a standardjzexd .366, whereas the value for
positive country affect is .283. Therefore, the tdbution of the latter is slightly
smaller than that of micro country image. Consilgrine above defined hypotheses
concerning consumers’ willingness-to-buy, only hyy@ses 2a and 3a can be confirmed
as only micro country image and positive countrfef influence the decision to
purchase products from the affinity country, wherescro country image and negative
affect seem to have no impact. Therefore, hypothéaeand 4a are rejected in the case

of the affinity country.

In a next analysis, which is still based on dattaioled from sample 1, the dependent
variable is changed tintention to investin an affinity country, whereas the four
predictor variables remain the same. Here, R? shibatsthe model accounts for 15.7 %
of the variation in consumers’ intention to inveshe applicability of the model is
confirmed with a highly significant F-value of 957qp < .001). Considering the
Durbin-Watson statistic, the assumption of indegenakrrors is met, as the statistic is
close to 2. Taking a look at the coefficients talgention to invest is in this case
merely influenced by macro country image (standadi = .187, p < .05) and micro
country image (standardiz@d= .227, p < .01). Here, the affective componetxghno
significant contribution to consumers’ intention itovest in a country. From these
results it can be assumed that the intention teshin a country is based on cognition,
whereas affect plays no significant role. Therefdrgpotheses 1b and 2 b can be
confirmed, as the analysis shows that a positiveronand micro country image both
positively influence investments. Contrary, hypst® 3b and 4b cannot be confirmed,
as these hypotheses state that positive and negatintry affect influence the decision
to invest in a country in a positive or negativeywaspectively. As the results show,

these assumptions are not met in the case of tingyatountry.

The third outcome variable is consumeangéntion to visita country, which in this case
is the affinity country implemented in sample 1.akg the multiple regression is
applied, which calculates a R? of .223 or in otherds, 22.3 % of variance in the
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model can be explained by the four predictors amo&gain, the significant F-value (F
= 14.733, p < .001) indicates a good model fit.oAllse Durbin-Watson statistic shows
an adequate value of 2.134. Regarding the starmaiflivalues and their significance,
all predictors with the exception of micro counitnyage make a significant contribution
to consumers’ intention to visit their affinity ooy (macro country image:
standardize = -.366, p < .001; positive country affect: stamliized p = .333, p <
.001; negative country affect: standardified -.248, p < .001). While positive country
image positively influences the decision to vidie taffinity country, which also
confirms hypothesis 3c, macro country image andatmeg affect show a negative
contribution to the model. These results indicai@ hypothesis 4c can be confirmed,
while hypothesis 1c has to be rejected becauseawacmtry image is actually assumed
to have a positive and not a negative influencethan intention to visit a country.
Further on, hypothesis 2c has to be rejected ircdise of the affinity country, as micro
country image plays no significant role in this rabd

Now that all outcome variables are analyzed witard to the affinity country from
sample 1, the findings of this procedure are suriredrn Table 13. Here, the specified
relationships between the predictors and the oudceaniables can be seen and also the

confirmed hypotheses are given for each of theipiad.

Willingness-to-buy  Investments Visits Confirmed
(R2=.228) (R2=.157) (R2=.223) Hypotheses
Macro Country )
not sig. +* - 1b
Image
Micro Country )
+ ** + ** not sig. 2a, 2b
Image
Positive Country _
+ ** not sig. + ** 3a, 3c
Affect
Negative Country ) .
not sig. not sig. - * 4c
Affect
* significant at p < .05 ** significant @ < .01

Table 13: Multiple Regressions for the Affinity Courtry (Sample 1)
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Now that the results from sample 1 are fully désst also the results for sample 2
shall be discussed. Here, the analysis of the dlatained for the affinity country is

discussed first, followed by the results for the@rassity country.

Sample 2 — Affinity Countryirst, the results of the multiple regression, ahhis done

with regard to thevillingness-to-buyproducts from an affinity country, are examined.
The applied model, which consists of the four prexi variables macro and micro
country image and positive and negative countrecffis said to explain 28.2 % of
variability in willingness-to-buy. The highly sidgiwant F-value (19.26, p < .001)
indicates the good model fit and also the DurbintWa statistic shows a value of 1.91,
which is regarded as appropriate. When examiniagctiefficients table, micro country
image makes the highest contribution to the mdael (568, standardizii= .495, p <
.001), followed by positive country affect (b = 3}Standardize@ = .265, p < .001).
Both predictors indicate a positive influence omsiamers’ decision to purchase
products from their affinity country. In this casso macro country image makes a
contribution to willingness-to-buy (b = -.199, stiandizedp = -.176, p < 0.5), but the
effect of macro country image goes not in the efpecified direction. Out of these
findings, hypotheses 2a and 3a, which are concewithd the positive influence of
micro country image and positive country affect) & confirmed. Hypothesis la has
to be rejected because the negative influence afeom@ountry image is not assumed in
this hypothesis. Negative country affect again rsake significant contribution to the
model, which further leads to the rejection of hysis 4a.

Next, the influence of the chosen predictors onithiention to invesin an affinity
country is analyzed. While the model applied casdid to fit well (F-value = 5.69, p <
.001), and also the Durbin-Watson statistic (1.998¢s satisfying results, the value of
R? indicates that only 10.4 % of variation in cam&us’ intention to invest in the
affinity country can be explained by the model. \Whierther examining the influence
of the single predictor variables, only macro coymnage (b = .258, standardizfd=
.193, p < .05) and positive country affect (b =1AStandardize@ = .223, p <.01) are
found to have a statistically significant impacttbe decision to invest in a country. On
the contrary, both micro country image and negatmentry affect show no significant
contribution to the model. Consequently, the resu#ad to the confirmation of

hypotheses 1b and 3b as they support the abovalkséindings, whereas hypotheses
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2b and 4b are rejected because of the absentisagtifinfluence of micro country

image and negative country affect on the intenttomvest in a country.

The third outcome variable under investigationtfa affinity country is théntention to
visit a country. Again, the good model fit is provenv@ue = 10.729, p < .001) and
also the assumption of independent errors is mathiD-Watson statistic = 2.04). R?
displays a value of .180, indicating that 18 %ldd variability in the intention to visit
the affinity country is explained by the applieddeb The b-values and standardified
values of the coefficients table show that thentiga to visit a country is positively
affected by positive country affect (b = .350, stamizedp = .409, p < .001), which is
in this analysis surprisingly the only variable alhimakes a statistically significant
contribution to the dependent variable. Therefohe, hypotheses 1c, 2c and 4c are
rejected as no evidence for a significant influelmfemacro country image, micro
country image and negative country affect can bwviged, while hypothesis 3c is
confirmed because of the highly significant impadt positive country affect on

consumers’ intention to visit a country.

Concluding, as all results for the affinity countoy sample 2 are discussed, the
specified relationships between the variables efrtfodel are presented in Table 14,

which also includes a listing of the confirmed hipeses.

Willingness-to-buy  Investments Visits Confirmed
(R2=.239) (R2=.281) (R2=.375) Hypotheses
Macro Country )
-* +* not sig. 1b
Image
Micro Country . )
+ ** not sig. not sig. 2a
Image
Positive Country
+** + +** 3a, 3b, 3c
Affect
Negative Country ) _ )
not sig. not sig. not sig. none
Affect
* significant at p < .05 ** significant @ < .01

Table 14: Multiple Regressions for the Affinity Courtry (Sample 2)
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Sample 2 — Animosity Countryhe last multiple regressions are now conductéagus

the data obtained for the animosity country (sanpldn a first step, the model should
explain if and how the four predictors influence thillingness-to-buy products from an
animosity country. Again, a highly significant aredatively large F-value (34.846, p <
.001) indicates that the model chosen fits very aedl also the Durbin-Watson statistic
is once more proving the assumption of independerdrs. The regression model
shows a very satisfying R? value of .416, whichigatkes that 41.6 % of variability in

willingness-to-buy is explained by the chosen prtedtivariables. But when examining
the b-values and their significance of the singlediztors, it becomes clear that only
micro country image (b = .639, standardifed .603, p < .001) is responsible for the
high R2 value, whereas the other three predictoosvano significant contribution to the
model. Interpreting this finding, willingness-toypbus only but strongly positively

influenced by micro country image, whereas thectéiffe component and also macro
country image are not significantly affecting thecidion to buy products from an
animosity country. Therefore, in this setting omlypothesis 2a can be confirmed,

whereas hypotheses 1a, 3a and 4a have to be tejecte

The next dependent variabiatention to invesin a country, is then investigated by
again using the data obtained for the animosityntguA highly significant F-value of
16.646 proves a good model fit. The assumptionndependent errors is met by a
Durbin-Watson statistic of 1.822. Considering ttacolated value of R?, 25.4 % of
variation in the intention to invest in the aninmgsiountry can be explained by the four
predictor variables. As the values on the coeffitsetable illustrate, positive country
affect shows the highest significant positive iefice on the decision to invest in a
country (b = .658, standardiz@d= .264, p < .001). Further on, the analysis shthas
the intention to invest in an animosity countrypissitively affected by micro country
image (b = .202, standardiz@d= .217, p < .05) and negatively affected by negati
country affect (b =-.201, standardizéd -.169, p < .01). Hence, hypotheses 2b, 3b and
4b are supported by the findings and therefore icoefl, whereas hypothesis 1b is
rejected as macro country image shows a positivenioti statistically significant

influence on the model.

Finally, a multiple regression to test for the tiglaships between the four predictor

variables and thentention to visitan animosity country is performed. Besides a good

91



Analysis

model fit (F-value = 30.938, p < .001) also theuasggtion of independent errors is met
with a Durbin-Watson statistic of 2.01. The indegent variables explain 38.7 % of the
variability in the intention to visit an animosigountry, which represents a rather
satisfying value. The obtained b-values and statizied f values indicate that the
decision to visit a country is determined mostlydmsitive country affect (b = 1.085,
standardized3 = .424, p < .001), which has a positive influerare the dependent
variable. Furthermore, the intention to visit annamsity country is also positively
affected by micro country image (b = .240, stangdadip = .251, p < .01) and
negatively affected by negative country image (bh198, standardizefl = -.162, p <
.01) respectively. Only macro country image makessignificant contribution to the
model, which leads to the rejection of hypothesis@Qn the contrary, the hypotheses

2c¢, 3c and 4c can be confirmed as is indicatedheybtained results.

Table 15 again shows a summary of the now discdvesiationships between the four
predictor variables and the three dependent vasalfigain, the particular hypotheses

that can be confirmed are listed at the end ofdhke.

Willingness-to-buy  Investments Visits Confirmed
(R2=.416) (R2=.254) (R2=.387) Hypotheses
Macro Country _ ) )
not sig. not sig. not sig. none
Image
Micro Country
+ +* + ** 2a, 2b, 2c
Image
Positive Country _
not sig. + ** + ** 3b, 3c
Affect
Negative ,
not sig. - *x - *x 4b, 4c
Country Affect
* significant at p < .05 ** significant @ < .01

Table 15: Multiple Regressions for the Animosity Country (Sample 2)

5.5.2 Impact of Country Affect on Micro Country Image

Not only the influence of the four predictor valed on the three chosen outcome
variables is a topic of interest in this diplomadis. Another research objective that is
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formulated in chapter 3 contains the question & #ifective dimensions of country

affect also have an influence on micro country imap answer this question, another
multiple regression analysis is conducted, in whgokitive country affect and negative
country affect serve as independent or predictaakikes, whereas micro country image
Is inserted as dependent variable. The dimensiarafsal is again excluded from the
pool of independent items because, as already amettibefore, arousal correlates very
highly with positive country affect, which violateshe assumption of no

multicollinearity. The proposed hypotheses areetk$or each of the two samples and

for the various countries respectively.

Sample 1 — Neutral Countnystarting with the data from sample 1, first theufes

obtained for the neutral country are examined. Adgmodel fit is assumed (F-value =
9.808, p < .001) and also the assumption of indég@nerrors is met (Durbin-Watson
statistic = 2.097). The R? derived for the neutralintry shows a small value which
indicates that positive and negative country afie responsible for only 8.7 % of
variation in micro country image. While positiveuriry affect has a positive and
statistically significant influence (b = .344, s#iandizedp = .311, p < .001), negative

country affect makes no significant contribution tiois model. Therefore, only

hypothesis 6a can be confirmed as it is supponyetidfindings, whereas 6b is rejected

in this setting because of the insignificance afatere country affect.

Sample 1 — Affinity CountryConcerning the effect of the two predictor vargsbbn

micro country image for the affinity country fromamaple 1, a good model fit is
assumed (F-value = 6.124, p < .01) and also thdtresthe Durbin-Watson statistic is
acceptable (2.143). However, R2 shows a quite igfigiaig result of .056, meaning that
the two predictors chosen can explain only 5.6 %aofability in micro country image.
Considering the b-values, positive country afféct=(291, standardizel = .195, p <

.01) and negative country affect (b = -.287, statidadp = -.135, p < .05) both show a
significant impact on the model. Although the prdmm of the contribution is very
small, hypotheses 6a and 6b can be confirmed, agi@ocountry affect positively
impacts micro country image and negative countriecaf negatively affects the

dependent variable.
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Sample 2 — Affinity Countrdbserving the data obtained for sample 2, firstritultiple

regression analysis is conducted for the affindyrdry. Here again, the model shows a
relatively good fit with a statistically significak-value of 5.052 (p < .01). The Durbin-
Watson statistic displays an acceptable value&89l.But also in this case, R? indicates
that only 4.9 % of variance in the model can belarpd by positive and negative
country affect. When taking a look at the coefintgetable, again only positive country
affect shows a significant contribution (b = .2%%andardizep = .198, p < .01) to
micro country image, whereas negative country affes no significant effect on the
model. Consequently, these findings lead to thdicoation of hypothesis 6a and to the
rejection of hypothesis 6b.

Sample 2 — Animosity Countrizinally, the data obtained for the animosity cowynt

from sample 2 is analyzed with regard to the refeghip between the two predictor
variables and micro country image. As before, tbieieved F-value indicates a good
model fit (F-value = 13.305, p < .001) and the DowWatson statistic shows that the
residuals are uncorrelated. For the animosity agunositive country affect and
negative country affect seem to explain slightlyrenof the variability in micro country
image than in the other settings, as R? accountsliB % of variance explained.
Responsible for this value is the dimension of fpasicountry affect, which shows a
significant and positive influence on micro counimyage (b = .902, standardiz@d=
.338, p < .001), which confirms hypothesis 6a ontare. Unlike positive country
affect, negative country affect makes no significaontribution to the model.

Therefore, hypothesis 6b is rejected.
As a summary, Table 16 shows the just now specifegdtionships between micro

country image and the both dimensions of countfgcaf Furthermore, the table also
shows if the in advance defined hypotheses canrginbe confirmed or not.
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SAMPLE 1 SAMPLE 2
Affinity Neutral Affinity Animosity Hypotheses
Country Country Country Country Confirmed?
Micro ClI Micro ClI Micro CI Micro CI
Positive
+ *% + *% + *% + *% ‘/

Country Affect
Negative
Country Affect -* not sig. not sig. not sig. X
* significant at p < .05 ** significant @ < .01

Table 16: Influence of Country Affect on Micro Country Image

5.5.3 Importance of Country Beliefs and Country Affect

A further interesting research question is conamvgh the problem whether country
affect or country beliefs have a greater impactlon chosen outcome variables. The
assumed answers to this question are formulatagigatheses 7a to 7c¢. For the purpose
to clarify whether the assumptions can be suppooedot, an additional multiple
regression analysis is conducted for each of treetbhutcome variables and for each of
the four research settings from sample 1 and sa@pht the beginning, an overall
score for country affect is calculated using thed¢hdimensions positive country affect,
negative country affect and arousal. Moreover, aerall score for country beliefs,
including the values from macro country image androncountry image, is computed.
Afterwards, the multiple regression analysis istfidone for sample 1 and then for
sample 2.

In sample 1 the data is collected on the one hatidregard to the affinity country and
on the other hand for the neutral country, whilegke 2 is concerned with an affinity
and an animosity country. For all settings the ks, which are all highly significant
(p < .001), indicate that the applied model is wimgksuccessfully. Further on, the
obtained Durbin-Watson statistics are all arourahd indicate that the assumption of
independent errors is met. Regarding the calculatecelations, all values are well

below the critical point of .9, which indicates timaulticollinearity is no problem in this
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case. In a next step, a closer look is taken atamulated results and the findings are
discussed in the next paragraphs.

Sample 1 — Neutral Countrtarting with the dependent variablélingness-to-buy

products from a country (i.e., a neutral countryhis case), the analysis yields a R? of
.219. Both country affect (b = .534, standardiged.269, p < .001) and country beliefs
(b = .577, standardizeftl= .358, p < .001) make a statistically significanttribution

to the model but the influence of country beliefsslightly greater than the impact of

country affect. Therefore, hypothesis 7a is nopsuted in this case.

Testing for hypothesis 7b, which is concerned with impact of the two predictor
variables on théntention to invesin a neutral country, the multiple regression gsial
shows that both independent variables have a hgghificant impact (country affect:
b = .478, standardizefl = .220, p < .001; country beliefs: b = .825, stadtzedp =
469, p < .001) which explains 28.8 % of the valigbon the intention to invest in a
country. Therefore, the assumption that countredfihas a greater impact on the
dependent variable than country beliefs cannot tefircned, which leads to the
rejection of hypothesis 7b.

The clear opposite to the before described resiilgllingness-to-buy and intention to
invest is produced by the multiple regression agialgonducted for thiatention to visit

a neutral country. Here, 29.2 % (R? = .292) of vheation in the intention to visit a
country is explained by country affect (b = .89@nslardized3 = .535, p < .001) and
country beliefs (b = .058, standardizZigd- .043, p > .05), whereas only country affect
has a highly significant impact on the applied modg country beliefs show no
significant b-values. Consequently, hypothesis & be confirmed, as the impact of
country affect is definitely greater than the imipafccountry beliefs.

Sample 1 — Affinity CountryNext, the data for the affinity country from saed is

examined. Regarding R?, it can be seen that 17@ #e variation inwillingness-to-
buy products from a country can be determined by W firedictor variables. When
examining the obtained b-values and their signiitea both independent variables can
be regarded as making a significant contributiotheodecision to buy products from a

country. Although country affect (b = .770, stardizedp = .294, p < .001) and country
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beliefs (b = .382, standardiz@d= .280, p < .001) both positively influence congsush
willingness-to-buy, the impact of country affectsil somewhat higher than the impact

of country beliefs. Therefore, hypothesis 7a caodidirmed.

For theintention to invesin a country, the analysis shows that 17.1 % efuriability
can be explained by country affect and countryett®l(R? = .171). Although country
affect can be seen to make a significant positorgrdoution to the intention to invest in

a country (b = .521, standardizfd= .177, p < .01), the values obtained for country
beliefs (b = .560, standardizegll = .365, p < .001) indicate that the latter has a
considerably greater impact on the outcome vari#tide country affect. Therefore,
hypothesis 7b cannot be confirmed, as the intertianvest in a country is determined

more by country beliefs than by country affect.

Testing for the influence of country beliefs andictyy affect on théntention to visita
country, the multiple regression analysis producé® of .086. As can be seen on the
coefficients table, 8.6 % of variability in the émtion to visit a country is largely
explained by country affect (b = .379, standardiged .279, p < .001) as country
beliefs show no significant contribution to consusheecision to visit a country. Here,
hypothesis 7c is clearly confirmed by the findings,country affect definitely has the

greater impact on the outcome than country beliefs.

Sample 2 — Affinity CountrNow that sample 1 is analyzed with regard to tbsep

research question, the obtained results are fukthledated with the use of data from
sample 2. Checking the received data from the igffcountry, the following findings
are produced: 20 % of the variation in consumenflingness-to-buyproducts from
their affinity country can be explained by couraiffect and country beliefs. Like in the
case of sample 1, again both predictor variablesvsh positive and statistically
significant impact on the applied model and onceanaountry beliefs (b = .423,
standardizeds = .336, p <.001) have a greater impact on theniian to buy products
from the affinity country than country affect (b.657, standardizefl = .266, p < .001).
These findings again lead to the rejection of higpsis 7a, as country affect is not of

greater importance for the model than country kelie
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For theintention to invesin a country, the results indicate that only 1@03of the
variation in the outcome variable can be explaibgdhe predictor variables. While
both predictor variables show rather similar reswah the coefficients table, country
affect (b = .670, standardiz@d= .230, p < .01) has slightly more positive inflge on
the model than country beliefs (b = .306, standadlp = .206, p < .01). Therefore,
hypothesis 7b can be confirmed in the current casesountry affect makes a greater
contribution to the model, although the differenoethe standardized values is

minimal.

The third outcome variable is concerned with consgmntention to visittheir affinity
country. The multiple regression analysis produrd®? value of .121. As assumed in
hypothesis 7c, this value is largely influencedcbyntry affect (b = .422, standardized
B =.341, p <.001) which makes a highly significaahtribution to the model, whereas
the analysis shows that country beliefs (b = .@2&ndardize@ = .043, p > .05) are not
of significance for the decision to visit a countr@oncluding, hypothesis 7c is
confirmed once more, as country affect seems ttusixely impacts on the outcome

variable.

Sample 2 — Animosity Countriginally, the same procedure is conducted for #s |

research setting, which is the animosity countnyvée from sample 2. For consumers’
willingness-to-buya more satisfying R? can be presented, that sayothat 34.8 % of
the variability in the outcome variable can be expdd by the combination of country
affect and country beliefs. Unlike for the otheuntry types before, in the case of the
animosity country only country beliefs make a diigant contribution to the model (b =
.628, standardizefl= .581, p <.001) whereas country affect is nghigicant at all (b =
.092, standardizefl = .040, p > .05) and therefore has no importafitemce on the
decision to buy products from the animosity countdnce more, hypothesis 7a is

rejected out of this reason.

Similar results are obtained for ti@ention to invesin an animosity country. While
18.3 % of the variability in intention to investrcde explained by the model, only
country beliefs (b = .386, standardizgéd .406, p < .001) appear to be responsible for
this variation whereas country affect (b = .16angdardized = .079, p > .05) makes no

significant contribution to the model. Based onstheesults the decision to reject
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hypothesis 7b is unavoidable as country beliefarttfehave a greater influence on
consumers’ intention to invest in an animosity dogrwhereas the affective part shows

no significant influence.

The last multiple regression is conducted to find @bout the importance of the two
predictor variables country affect and country dfslwith regard to thmtention to visit

an animosity country. A satisfying R2 value of .23lows that the model used can
explain 27 % of the variation in the intention tesiv an animosity country. Both
predictors make a significant positive contributitmthe model. But again, country
beliefs (b = .412, standardiz@d= .423, p < .001) have a greater impact on thésubec

to visit a country, whereas country affect (b =848tandardize® = .233, p < .001)
plays a smaller role in this model. While hypotkeat is based on the assumption that
country affect has a greater impact on the decigiasisit a country than country beliefs
have, these findings do not support this assumptuich further leads to the rejection

of hypothesis 7c in the case of an animosity cquntr

SAMPLE 1 SAMPLE 2
Affinity Neutral Affinity Animosity
Country Country Country Country
H 7a — Willingness-to-Buy:
v X X X
Country Affect > Country Beliefs
H 7b — Intention to Invest:
X X v X
Country Affect > Country Beliefs
H 7c — Intention to Visit:
v v v X
Country Affect > Country Beliefs

Table 17: Results of the Multiple Regression Analysi Concerning the Importance of Country Affect and
Country Beliefs With Regard to the Outcome Variabls

Additionally, now that all of the assumed relatibips between the constructs of
interest are analyzed, Table 18 gives an overviewhich hypotheses are confirmed
and which ones are rejected. Firstly, the hypothese listed according to the two
samples and the four countries respectively. Foin e&the four settings it is declared if
the particular hypothesis is rejected or confirm&itlerwards, the last column indicates
if the hypotheses can also be (partially) confirnadgbn summarizing all four research
settings or if they have to be rejected. Whereag’andicates that the hypothesis is
99



Analysis

confirmed, a X’ shows that the hypothesis is rejected. A ‘?’ esants the partial

confirmation of a hypothesis. As one can see, tlegomty of hypotheses can be

confirmed when looking at each single researchingetfThe results of the overall

confirmation process are the following: three hjygses can be clearly confirmed when

summarizing the obtained results, eleven hypotheaasbe partially confirmed, and

only three hypotheses have to be rejected definitel

Expected SAMPLE 1 SAMPLE 2
. . Overall
Hypothesis Relation- | asfinity  Neutral | Affinity  Animosity N
. Confirmation
ship Country  Country | Country  Country
la Macro Cl —
Willingness- * . X X X X
to-Buy
1b Macro Cl — + v v v x "
Investments
1c Macro Cl - + X X X X X
Visits
2a Micro Cl —
Willingness- * v d Y Y Y
to-Buy
2b Micro Cl — + v v X v 2
Investments
2c Micro Cl — + x v X v 2
Visits
3a | Positive CA -
Willingness- * v Y d X ?
to-Buy
3b | Positive CA — + X v v v ?
Investments
3c | Positive CA — + v v v v v
Visits
4a | Negative CA —
Willingness- - X X X x X
to-Buy
4b | Negative CA - X % % v 2
Investments
4c | Negative CA — - v X X v ?
Visits
6a | Positive CA — + v v v v v
Micro CI
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7a

7b

7c

Negative CA —
Micro ClI
Willingness-
to-Buy:

Country Affect
>

Country
Beliefs
Investments:

Country Affect
>

Country
Beliefs
Visits:
Country Affect
>

Country
Beliefs

Analysis

Table 18: Summary of Confirmed and Rejected Hypothess
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6 Discussion and Conclusion

The aim of this diploma thesis is the developmeini@a aneasuring instrument that
captures country-related emotions, as up to novaparopriate measure exists. The
following chapter now incorporates a discussionthe& findings that are achieved in

chapter 5 and gives insights into the newly devadioponstruct of country affect.

At the beginning of chapter 5, the dimensionalityhe country affect scale is examined
first. With the help of a factor analysis, the sture of the country affect scale is
determined and also the scale development procedurecommended by Netemeyer,
Bearden and Sharma (2003) is finished. As expethedfactor analysis results in the
following findings: the items which are included @&ach of the single dimensions,
namely positive country affect, negative countrfeeif and arousal, all load on one
single factor each, which proves the uni-dimendignaf the three dimensions of

country affect. Using sample 1 as development samapld sample 2 as validation
sample, the results are crosschecked and proviea stable. The reliability of the scale
is further tested with the calculation of Cronbachlpha, which shows values between
.717 and .966 for the various dimensions and differsettings. Therefore, the high
internal reliability of the country affect scale joven. To prove the discriminant

validity of the country affect scale, a principaingponents analysis is conducted to
distinguish the scale from the concept of consuetlenocentrism (Shimp and Sharma
1987) and from the construct of country beliefse Biscriminant validity of the country

affect scale can be confirmed as it is provenaliacales are highly distinct.

Afterwards, several other analyses are conducteth aheck for the validity of the
country affect scale. For this purpose, the hypsbhdhat are developed in chapter 3 are
tested for their accuracy. While some of the figdirconfirm the assumptions made
before, others lead to the rejection of severabliygses. When looking at the obtained
results, it can be seen that they always vary d#ipgron whether the results are related

to an affinity country, a neutral country or anransity country.

Starting with the influence of the macro countryage component, surprisingly it is
found that its assumed positive influence on the wariables purchase intentions and

the intention to visit a country cannot be confidme any of the four research settings.
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While in the literature the positive influence ofacno country image on these two
variables is emphasized (e.g., Um and Crompton ;198ith and Romeo 1992;
Parameswaran and Pisharodi 1994; Heslop et al.; ZKicy and Hosany 2006), the
opposite result is detected in the current studwiteQ differently, the positive

relationship between macro country image and ttention to invest in a country can
be confirmed. Only in the case of the animosity toy a negative relationship
between these two variables is calculated. Thisilresould be understood as an
animosity country is often a country that is polfly and economically unstable and

consumers do not want to invest in politically aednomically unstable countries.

With regard to micro country image, no strikinguks can be detected. While the
positive influence of micro country image on thdliwgness-to-buy products from a
specific country can clearly be confirmed, the Hssdor the other two outcome

variables differ slightly. Yet generally speakinthe findings from the literature

considering the positive influence of micro couninage (e.g., Roth and Romeo 1992)
can be confirmed. Especially in the case of thetrabwountry and the animosity

country, micro country image may play a significesie when deciding to buy products
from this country, invest in the country or viditd country.

Considering the two dimensions under examinati@mfrthe country affect scale,

namely positive country affect and negative coustfifect, positive country affect can

clearly be found to have a great impact on thevegleoutcome variables. An especially
strong impact is detected for the decision to dsibuntry. In this case, positive country
affect is found to be the driving factor with regdo this decision in all four research
settings, even in the case of the animosity couitflyen looking at the results received
for the two affinity country settings, it can beeadhat here only positive country affect
has a substantial influence on the decision td @istountry, whereas macro country
image or micro country image play no role at alhe3e results clearly show that the
intention to visit a country is largely determinbg the affective component of the
country image. This finding is not surprising astle tourism literature it is already
stated that “behavior may be influenced by theirteded, perceived or remembered)
affective quality of an environment rather than its/ objective properties directly”

(Russell and Snodgrass 1987, p. 246) and emotimshre developed with regard to
tourism destinations (Ekincy and Hosany 2006). lkarrbn, positive country affect can
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also be said to have a significant positive infteeron the formation of the micro
country image. This impact can also be confirmedafbfour research settings. On the
contrary, this finding cannot be confirmed with aed) to the relationship between
negative country affect and micro country imagereii¢ghe assumption of a negative
relationship between these two constructs has t@jeeted as no significant influence
is detected. Moreover, when looking for the infloerof negative country affect on the
three chosen outcomes, it seems as if negativei@moplay no significant role in
consumers’ decisions when these decisions conaeraffanity country or a neutral
country. Here, the results show that negative ecguaftect makes nearly no significant
contribution to the proposed model. Only in theecatthe animosity country, negative
country affect can be said to influence the intamtio invest in this country, and also
the intention to visit a country. When comparing tibtained results, it can be seen that
the influence of the negative component is a loalen than the influence of the
positive component. This finding leads to the cosdn that the role of negative
country affect should not be completely disregardmd that nonetheless the positive

dimension of country affect is of higher importameelecision making.

Unfortunately, the dimension of arousal is foundctorelate very highly with the
dimension of positive country affect. Therefore,ist not possible to answer the
hypotheses, which are developed with regard taritheence of arousal on the chosen
outcome variables. Although the present study baed evidence for the independence
of positive country affect and arousal in the &tere, a possible explanation for the
derived findings might be that “positive emotions aometimes accompanied as well
by higher levels of physiological arousal, expandgténtion, increased optimism,
enhanced recall, and a shift from self- to othenteed orientations” (Bagozzi,
Gopinath, and Nyer 1999, p. 187) and thereforetpescountry affect and arousal
might be rather similar constructs. Resulting frims finding, it might be possible to
say that positive country affect and arousal cabeateen as distinct constructs but that

they are rather related.

Now that it is clearly determined that both counefliefs and country affect have an
effect on purchase intentions, the intention teestvin a country and the intention to
visit a country, another interesting question f@susn which of the two constructs

makes a higher contribution to the model. Althowhdence for the superiority of
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affect can be found in the literature (e.g., Detld#195; Shiv and Fedorikhin 1999; Kim
and Morris 2007), this assumption can only be suppowith regard to the intention to
visit a country. Here, country affect shows a cgperiority over country beliefs with
regard to the affinity country and the neutral doynAlthough positive country affect
and negative country affect are defined beforeigEfecantly influencing the decision
to visit an animosity country as well when examiresd single dimensions, country
beliefs are the predominant influencers when raggrthe overall influence of the two
constructs (i.e., country beliefs and country djfe€his finding again confirms that
consumers do not let themselves be influenced lgatne country affect; instead the
cognitive component is applied stronger under siidumstances. Considering the two
variables purchase intentions and the intentianuest a country, country beliefs show

a stronger impact on these decisions than couffegta

Summing up, it can be said that the results froendurrent study indicate that both
country beliefs and country affect have an infleermn purchase intentions, the
intention to invest in a country and the intentiorvisit a country, whereas the intensity
of the influence varies for each of the three couttpes. While the literature reports
solely about the high influence of country beliefisd concentrates largely on the
exploration of this construct (e.g., Parameswarah¥aprak 1987; Knight, Spreng, and
Yaprak 2003), this diploma thesis proves that when model of country image is
extended by an affective component, the importasfceountry beliefs decreases, as
emotions towards countries also have a signifigemgact on the chosen outcome
variables. More precisely, a predominant influeateountry affect on the intention to
visit a country can be found, whereas country beliee more important in the context

of product purchase and investments.
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7 Contribution

To finally conclude this diploma thesis, the aintlod following chapter is to outline the
overall contribution of this work, which compriséiseoretical as well as practical
implications. Afterwards, the limitations of theroent study and the possibilities for

future research are discussed in chapter 8.

Although the construct of country image attractetaof interest in the literature and is
subject to many studies in the last years, thisttoat is always treated only one-sided
as most researchers concentrate on the cognitikeop@ountry image, whereas the
affective part is rather disregarded. The main rdtecal contribution of this diploma
thesis is the development of a scale that enabkesneasurement of country-related
emotions. The development of the country affecltesisabased on a thorough literature
review on the one hand and on a complex scale olevent process on the other hand.
In order to bring up a well-grounded definitiontbé construct of country affect, similar
constructs are reviewed which exist in the fieldpsychology and marketing research.
By taking the literature into account, country affés finally defined as “positive or
negative emotions, other subjective states or alstate of arousal, which consumers
can experience toward any (foreign) country andctvifiurther lead to particular action
tendencies and explicit actions”. Based on thigndein, country affect consists of
three components, namely positive country affeegative country affect and arousal.
Empirical findings, however, show that arousaldad show discriminant validity from
the former two dimensions, and thus, the final ¢gumffect scale only comprises
positive and negative country affect. As explonedhis diploma thesis, country affect
shows a significant impact on the chosen outcomi@blas. While the findings confirm
that positive country affect plays an importanerimi consumers’ decision making in all
cases, negative country affect shows no substanfiaknce in consumers’ decision
making. Although some significant influences cardbe&ected among the three outcome
variables when concerning an animosity countryturhs out that the decisions are
nevertheless largely influenced by positive counaffect and country beliefs
respectively. Regarding the importance of countlells and country affect, it can be
said that in most cases consumers’ decisions avendby the interplay of country
beliefs and country affect. Which one of the twaigtoucts is predominant depends on

(1) the subject of the decision and (2) the countnich is associated with the subject of
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this decision (i.e., affinity country, neutral cdya animosity country). While the
intention to buy products from a country and themtion to invest in a country are
generally largely determined by country beliefdsiin interesting finding that country

affect is the driving component in consumers’ decigo visit a country.

With regard to the scale development process, nwamgiderations, several expert
interviews, pretests as well as a thorough itemiaktion procedure are necessary as to
choose the appropriate items, which build up thenty affect scale. Once the
theoretical basis for the country affect scalere/ed, country affect is embedded into
a research model that includes country beliefs el (ive., macro country image and
micro country image) and three outcome variables, (purchase intentions, intention to
invest in a country, intention to visit a countr@everal hypotheses, which are based on
the literature and the assumptions made with refgatbe constructs of country beliefs
and country affect, are developed. To enable th@oeation of these hypotheses, an
online survey is conducted. In order to be abledmpare the results, three different
country types are chosen and integrated in thé §oastionnaire, namely an affinity
country, a neutral country and an animosity courfiigally, the created questionnaire
is presented to a quota sample of 421 Austrianoresgnts, which represents the
structure of the Austrian population. After a cl@esemination of the obtained data, the
developed country affect scale can be said to b&img soundly, which is also proven
by good achieved reliability values ranging frem= .717 too = .966. The country
affect scale is also tested for its validity, whican be overwhelmingly confirmed.
Therefore, the country affect scale represents l@ble and valid tool for the

measurement of country-related emotions.

The acquired knowledge about the construct of aguatfect can also be useful for
companies and marketing managers. The three mosédaffinity countries in the
online survey are ltaly (34 %), Greece (20 %) apdis (17 %) whereas the three most
named animosity countries in the online surveyTankey (40 %), the USA (31 %) and
Irag (12 %). Regarding the three most named newgtrahtries, Germany (44 %) is
ranked first, followed by Switzerland (39 %) andafce (19 %). Taking into
consideration that positive country affect primaiihfluences the decision to visit a
country, it may be valuable to know that counttlest are not ranked that high on affect

can still be compensated with positive country disli According to the mentioned
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countries, this might mean that Germany is not ecoted to extremely positive or
negative emotions, but it still is possible to atv@purchase intentions or the intention
to invest in Germany by the strengthening of pesittountry beliefs. On the other
hand, Italy might only benefit from strong positiv®untry affect with regard to
Austrian consumers’ intention to visit a countryhesreas the strong positive emotions
do not show any extremely strong advantage forrgugroducts from Italy or investing
in Italy. Also for animosity countries, the lack pésitive country affect does not mean
that the decisions are ruled by negative countigcafOn the contrary, the results show
that in the case of an animosity country consuni@&se their decisions rather on
country beliefs than on country affect. Once maine, rather unfavorable country-of-

origin can be compensated by strengthening positwatry beliefs.

For governments and companies as well it mighnhbsesting that 65 % of the affinity
countries chosen by the Austrian respondents aratdd in the European Union,
whereas only 18 % of the animosity countries arefean. Building on the result that
positive country affect and positive country belidfave a considerably influence on
purchase intentions, the intention to invest inoantry and the intention to visit a
country, the strengthening of positive emotions anoditive beliefs may not only be
beneficial for companies from the particular Eumpeountry, but also for regional

unions like the European Union.

108



Limitations and Future Research

8 Limitations and Future Research

Although this diploma thesis gives first insighigo the concept of country affect and
provides a scale that enables the measurementuotrgoaffect, this study has some
limitations as well. Therefore, future research milge necessary to address the issues
arising from these limitations as to gain furthersights into the topic under

investigation.

One limitation of the present study simply resdittsn the chosen topic, as it is very
difficult to derive a perfect measure of affectamuntry affect respectively, as “self-
rated [verbal] affective reactions are undoubtedlynix of cognitive and affective
reactions, because when [verbally] asked for thié@ctive reactions, respondents must
think about them” (Derbaix 1995, p. 471). Althoughthorough literature review on
affect and emotions measurement provides the basibe development of the country
affect scale, one has to be aware of the facttheatesults are to a certain extent still

affected by cognition.

Another limitation arises from the fact that thealscis only applied to an Austrian
sample. In order to be able to increase the gamehbdlity of the findings and to prove
that the scale can be also used successfully uoither research conditions, it is
necessary to further test the scale with the hélpepresentative samples from other

countries.

Further on, the constructs used in the preseny stmdmine consumers’ willingness-to-
buy only on a general product level. Thereforeighthbe of further interest to conduct
studies that find out if the impact of country afferaries among different product

categories, as for example technical and food ptsdor if there is no difference at all.

In the present study, unexpected results are gamwidd regard to the relationship

between macro country image and the intention ga@ & country. While the developed

hypothesis suggests a positive relationship betwbese two variables, the results

show a negative relationship in all four researettirgys. The same results are also

gained for the relationship between macro coumrgge and willingness-to-buy. While

in the literature the positive influence of macauotry image on the intention to buy
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products is outlined (e.g., Roth and Romeo 1992) therefore also the developed
hypothesis relies on this assumption, the obtamesdlts show a contrary influence.
Therefore, in additional research it might be iesting to examine if these unforeseen
results arise from the sample used or if similadifigs can also be identified from other

representative samples.

Another challenge for future research might beitiskision of moderator variables into
the research model. Here, it might for examplenberesting to also include consumers’
personality and character traits and to examinaviiich extent they influence the

development and further on the impact of countfgcaf
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10 Appendix

10.1 Abstract

This diploma thesis investigates the construct ountry affect, which is a
subcomponent of country image and rather unexplanetthe literature. As research
concentrates largely on the exploration of the @ognpart of country image, little is
known about the influence of the country imageg@tive part on consumers’ buying
decisions. Addressing this research gap, the aithisfthesis is the development of a
scale that enables the measurement of countryecelatnotions and further gives

insights into the importance and the influenceamifrdry affect.

Concentrating on the recommended scale developmestedure of Netemeyer,
Bearden and Sharma (2003), the thesis starts wittxtensive literature review on the
constructs of interest. Based on this literatuveesg, country affect is finally defined as
“positive or negative emotions, other subjectivéestar also a state of arousal, which
consumers can experience toward any (foreign) eguand which further lead to
particular action tendencies and explicit actiongiccording to this definition and the
findings from the literature, a research model évedoped which contains country
affect and country beliefs as well as the threeaue variables purchase intentions,
intention to invest and intention to visit a coyntDepending on the developed research

model, several research questions are posed agdadenypotheses are developed.

In the next chapter, the extensive scale developprexess is described with regard to
all necessary steps, which include the item poolegs&ion, several expert screenings
and pretests as well as the final item eliminapoocedure and the finalization of the
country affect scale. In order to enable the comipiity of results, it is decided to poll
the country affect scale with regard to three défe country types, namely an affinity
country, a neutral country and an animosity counifp test for the developed
hypotheses, a questionnaire is developed and peesém a sample of 421 Austrian
respondents. Finally, by conducting an exploratantor analysis, it can be concluded
that three dimensions form the country affect sgatesitive country affect (19 items),
negative country affect (15 items) and arousatems).
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Additionally, the scale is analyzed with regardtsoreliability and validity. The scale is
found to be working reliably with excellent Cronbac alpha values. Regarding the
validity of the country affect scale, the resulesynstrate that the country affect scale
differs substantially from the constructs of consumthnocentrism and country beliefs.
Furthermore, a good portion of the developed hygseh can be confirmed, although
the results differ across the three country typesen. Country affect is found to have a
substantial impact on consumers’ decisions in mases. Regarding the importance of
country affect and country beliefs, both construniske a contribution to the various
outcome variables. While country beliefs are fouted be predominating when
considering decisions concerning product purchase¢he intention to invest in a

country, country affect clearly dominates the iti@mto visit a country.
To conclude this diploma thesis, the obtained tesalle discussed and theoretical as

well as practical implications of this study arevegi. Finally, the limitation of the

current study and possibilities for future resead presented.
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10.2 German Abstract

Die vorliegende Diplomarbeit beschaftigt sich ménd Thema ,Landeraffekt’ (vgl.

,country affect’). Dieser stellt eine Subkomponentes Landerimages (vgl. ,country
image’) dar und wurde bis zu diesem Zeitpunkt im déeratur nicht detailliert

untersucht. Da sich bisherige Forschungsaktivitggemér auf die Erforschung der
kognitiven Komponente (vgl. ,country beliefs') dednderimages konzentriert haben,
ist nur wenig Uber den Einfluss der affektiven Kamente auf die Kaufentscheidungen
von Konsumenten bekannt. Um diese Forschungsliakschlie3en, beschéftigt sich
die vorliegende Arbeit mit der Entwicklung eineraik mit welcher landerspezifische
Emotionen gemessen und deren Einfluss auf versahgelonsumentenentscheidungen

bestimmt werden kann.

Der umfangreiche Prozess zur Entwicklung der Léaftiektiskala basiert auf dem
Leitfaden zur Skalenentwicklung von Netemeyer, Bear und Sharma (2003).
Beginnend mit einer Darstellung der aktuellen latar zu diesem Thema wird das
Konstrukt des Landeraffekts ndher untersucht urdussendlich wie folgt definiert:
.Landeraffekt umfasst positive oder negative Emuio, andere subjektive Zustande
sowie einen Zustand der Erregung, die Konsumenggergiber Landern empfinden
konnen und die im Weiteren zu bestimmten Handlumigstionen oder expliziten
Handlungen fuhren®. Wie aus der Definition hervdrgebesteht Landeraffekt aus
positivem Affekt, negativem Affekt und verschiederterregungszustanden. Basierend
auf dieser Definition und den zuvor gewonnenen Emnka&ssen aus der Literatur wird
ein Forschungsmodell entwickelt, das sowohl dienitoge als auch die affektive
Komponente von Landerimage bertcksichtigt. Weiterdasst das Forschungsmodell
drei Ergebnisvariablen, namlich Kaufintention, théention in ein Land zu investieren
und die Intention ein Land zu besuchen. In Ubetiemmeung mit diesem
Forschungsmodell werden einige ForschungsfragenHypeathesen formuliert, die im
Laufe dieser Diplomarbeit beantwortet werden sollen

In  einem ersten Schritt werden die notwendigen ifiehr des

Skalenentwicklungsprozesses genauer beschriebeau §ehdren unter anderem die

Generierung eines Itempools, zahlreiche Expertenirgws und Probebefragungen, ein

umfangreicher Prozess zur Eliminierung von unpassenltems, als auch die
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endgultige Festlegung der Landeraffektskala. Une &argleichbarkeit der Ergebnisse
zu ermoglichen, wird die Landeraffektskala in Hiokl auf das Lieblingsland, ein

neutrales Land und ein Land gegen das man einesgeWweindseligkeit hegt, abgefragt.
Damit die zuvor entwickelten Hypothesen Uberpriferaden konnen, wird ein

entsprechender Fragebogen entwickelt. Anschliefderdieine Onlinebefragung unter
421 Osterreichern durchgefiihrt. Eine explorativktGi@nanalyse fiihrt schlussendlich
zur finalen Struktur der Landeraffektskala, wondah Skala aus 19 positiven Items, 15

negativen ltems und vier Erregungs-Zustanden besteh

Zusatzlich wird die neu entwickelte Skala hinsidhtl ihnrer Verlasslichkeit und

Validitat Uberprift. Wie die Ergebnisse zeigen, rkadie Landeraffektskala als
verlasslich eingestuft werden, was auch durch geke Werte fur Cronbach’s Alpha
bestatigt wird. Hinsichtlich der Validitat der S&atann sowohl eine klare Abgrenzung
zur kognitiven Komponente des Landerimages erreigrtden als auch eine definitive
Unterscheidung von Landeraffekt und Ethnozentrisrisiters kann der Grol3teil der
entwickelten Hypothesen bestatigt werden. Obwoél Eligebnisse minimal zwischen
den drei verschiedenen Landertypen variieren, k&édnderaffekt als wichtiges

Kriterium bei der Entscheidungsfindung von Konsuteangewertet werden. Die

Ergebnisse zeigen, dass sowohl Kognition als autékAeinen Einfluss auf die drei

gewahlten Entscheidungsvariablen haben. WéahrendhiKog einen groReren Einfluss
auf Produktkauf und auf Entscheidungen betreffamgestitionen hat, dominiert der
Einfluss von Affekt wenn es um die Intention, eiand zu besuchen, geht.

AbschlieRend werden die erhaltenen Ergebnisse gendiskutiert und praktische
Konsequenzen dieser Studie erlautert. Um die gesarieit abzurunden wird am
Schluss noch auf die Einschrankungen dieser Diplbeita eingegangen und
Moglichkeiten fur die zukinftige Forschung zu dies€hema werden prasentiert.
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10.3 Additional Information

Appendix Table 1: Scales Used for the Development tife Initial Item Pool
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Appendix Table 2: Coefficient Tables of the MultipleRegression Analyses on Willingness-to-Buy, Investmts
and Visits - Neutral Country (Sample 1)

b-values Stérr;g?rd B Sig.
Constant .709 .619 235
Macro CI 139 113 .097 218
Micro CI .394 115 275 .001
Positive CA 462 .109 291 .000
Negative CA -.243 .160 -.101 131

Dependent Variable: Willigness-to-Buy (Neutral Ctoyri- Sample 1)

b-values Sté\rr;g?rd B Sig.
Constant -1.480 0,657 0,025
Macro CI 381 119 244 .002
Micro CI 438 122 .280 .000
Positive CA 334 115 193 .004
Negative CA .028 170 011 .867

Dependent Variable: Investments (Neutral Count8ample 1)

b-values Stgrr;g?rd B Sig.
Constant 3.079 A73 .000
Macro CI -.251 .086 -.208 .004
Micro CI .264 .088 218 .003
Positive CA 129 .083 544 .000
Negative CA -.179 122 -.088 145

Dependent Variable: Visits (Neutral Country — Saenp)
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Appendix Table 3: Coefficient Tables of the MultipleRegression Analyses on Willingness-to-Buy, Investmts
and Visits - Affinity Country (Sample 1)

b-values Stérr;g?rd B Sig.
Constant 1.670 .692 .017
Macro CI -.121 101 -.097 231
Micro CI 441 .097 .366 .000
Positive CA .508 113 .283 .000
Negative CA -.208 164 -.081 .206

Dependent Variable: Willingness-to-Buy (Affinity Gotry — Sample 1)

b-values Sté\rr;g?rd B Sig.
Constant -174 .814 .831
Macro CI .263 119 .187 .028
Micro ClI .308 114 227 .007
Positive CA .235 133 116 .079
Negative CA 162 193 .056 401
Dependent Variable: Investments (Affinity Countrggample 1)
b-values Stgrr;g?rd B Sig.
Constant 6.039 .360 .000
Macro CI -.218 .053 -.336 .000
Micro CI .080 .050 128 112
Positive CA .310 .059 .333 .000
Negative CA -.330 .085 -.248 .000

Dependent Variable: Visits (Affinity Country — Salefd)
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Appendix Table 4: Coefficient Tables of the MultipleRegression Analyses on Willingness-to-Buy, Investmts
and Visits - Affinity Country (Sample 2)

b-values Stérr;g?rd B Sig.
Constant 1.964 .651 .003
Macro CI -.199 .093 -.176 .034
Micro CI .568 .092 495 .000
Positive CA 453 .106 .265 .000
Negative CA -.234 176 -.085 185

Dependent Variable: Willingness-to-Buy (Affinity Gotry — Sample 2)

b-values Sté\rr;g?rd B Sig.
Constant 169 .860 .845
Macro CI .258 123 193 .037
Micro ClI .028 121 .021 .816
Positive CA 451 .140 223 .001
Negative CA 193 232 .059 406

Dependent Variable: Investments (Affinity Countrggample 2)

b-values Stgrr;g?rd B Sig.
Constant 5.131 .349 .000
Macro CI -.043 .050 -.077 .385
Micro CI .023 .049 .040 .640
Positive CA .350 .057 409 .000
Negative CA -.151 .094 -.109 110

Dependent Variable: Visits (Affinity Country — Sale®)
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Appendix Table 5: Coefficient Tables of the MultipleRegression Analyses on Willingness-to-Buy, Investmts
and Visits - Animosity Country (Sample 2)

b-values Sté\rr;g?rd B Sig.
Constant 712 .355 .046
Macro CI .005 .073 .005 947
Micro CI 639 .083 .603 .000
Positive CA 187 167 .066 .263
Negative CA -.135 .076 -.100 .080

Dependent Variable: Willingness-to-Buy (Animositp@try — Sample 2)

b-values Stgrr;g?rd B Sig.
Constant .583 .353 .100
Macro CI .103 .072 125 157
Micro CI .202 .082 217 .014
Positive CA .658 .166 .264 .000
Negative CA -.201 .076 -.169 .009
Dependent Variable: Investments (Animosity Courtiyample 2)
b-values Sté\rr;g?rd B Sig.
Constant 547 .328 .097
Macro CI .074 .067 .088 271
Micro CI .240 .076 251 .002
Positive CA 1.085 154 424 .000
Negative CA -.198 071 -.162 .006

Dependent Variable: Visits (Animosity Country — Sden2)
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Appendix Table 6: Detailed Results from the MultipleRegression Analyses on Willingness-to-buy, Investmts
and Visits

- Adjusted | Durbin- ANOVA
Outcome Variable R? R2 \évtztt?sot?c F-Ratio | Sig.
(Ne\ﬁﬁg',ré%ﬂﬁf;_tosg;‘ée y| 239 224 1.983 16.066 .000
A eSS OOy | 228 | 213 2.013 15162 .040
( Aﬁ‘iﬁ{{ﬂigggnejfjg;me 5 | 282 268 1.909 19.262 .00
( Anin‘ﬁ!ﬂ;‘%ﬂﬁﬁiff?ﬁ\“gp}le | 416 404 1.916 34.846 .000
(Neutrallnc\:/c?usrftrrr;/e—nézmple 1) 281 267 2.180 20.002 .000
(Af'finityl rc]:\cgiﬁtt:? frét:mme y | 17 141 1.961 9.572| .000
(Affinityl g\éiﬁtt:; ° r;tasmple 2 | 104 .086 1.993 5.690| .000
(Animosiltr)]/vceosutrrl?rsrltgample 2 .254 238 1.822 16.64§ .000
teurs C(\)/Jﬁ{s_ sample 2)| 375 363 1.929 30.767 .000
Affiniy CO\SL‘:‘:;S_ sampie 1) | 223 208 2.134 14733 .000
(Affinity Co\lfinstif/s— Sample 2) 180 163 2.036 10.729 .000
(Animosity éf)'j,'ftfy _sample 2| 387 375 2.010 30.938 .000

10.4 Curriculum Vitae
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