Revised Submission

Not All Wrongdoers Are Equal in the Public
Eye: A Moderated Mediation Model of Country
Stereotypes, Condemning Emotions,
and Retaliatory Intent in Corporate Crises

Journal of International Marketing
1-19
ª American Marketing Association 2021
Article reuse guidelines:
sagepub.com/journals-permissions
DOI: 10.1177/1069031X20983806
journals.sagepub.com/home/jig

Camilla Barbarossa and Timo Mandler

Abstract
Corporate crises generate condemning emotions and retaliatory intent toward the offending companies. However, not all
wrongdoers are equal in the public eye. Consumers’ prior beliefs about a company’s country of origin may bias these responses. In
three experimental studies (combined N ¼ 1,008), the authors (1) establish that country stereotypes of warmth—but not of
competence—can buffer condemning emotions and retaliatory intent toward an offending company. They further (2) reveal the
psychological mechanism of greed attributions that underlies this bias and (3) identify the type of crisis as a crucial contingency
factor that facilitates (corporate ability crisis) or suppresses (corporate value crisis) the buffering effect of country warmth.
Keywords
consumer condemning emotions, consumer retaliatory intent, corporate crisis, corporate greed, country stereotypes
Online supplement: https://doi.org/10.1177/1069031X20983806

Corporate crises—that is, extraordinary critical events in a
company’s life that may lead to consumers’ physical or psychological harm, financial loss, and/or environmental damage—are omnipresent in today’s marketplace (Cleeren,
Dekimpe, and Van Heerde 2017). Notable examples are General Motors’ defective ignition switch (The Guardian 2014),
IKEA’s tip-over Malm dresser (BBC News 2016), Burberry’s
use of toxic pollutants (News Shopper 2014), and Volkswagen’s emission scandal (Ewing 2015). As evidence of corporate
social irresponsibility, corporate crises can result in severe
retaliation against the companies at fault. Consumers may
engage in various actions to punish an offending company
(e.g., they may spread negative information about it and even
boycott it) (Sweetin et al. 2013). Volkswagen, for example, was
hit by a social media firestorm and long-running boycott campaigns after news alerts that the German company had
equipped its diesel cars with software to disguise the actual
emissions of nitrogen oxide, a highly polluting and hazardous
gas (Swaminathan and Mah 2016).
However, not all wrongdoers are equal in the public eye.
Consumers may hold beliefs about an offending company that
dictate if and how they respond toward it. This work focuses on
consumers’ beliefs about a company’s country of origin
(COO), a key concept in the international marketing domain

(Kock, Josiassen, and Assaf 2019). We argue that the beliefs
about the national identity of a company (i.e., the stereotypes
evoked by a company’s COO) influence consumers’ retaliatory
intent in a crisis context. That is, the country–brand associations between, for example, General Motors and the United
States, Toyota and Japan, IKEA and Sweden, Burberry and
the United Kingdom, and Volkswagen and Germany all activate consumers’ stereotypes about the offending companies,
which in turn affect their retaliatory intent toward these
companies. During Volkswagen’s “diesel gate,” the words
“German” and “Germany” were indeed among the five most
frequently used words by Twitter users (Swaminathan and
Mah 2016).
Although a great deal of research has investigated consumers’ responses to corporate crises, the underlying psychological mechanisms, and contingency factors (e.g., Cleeren,
Dekimpe, and Van Heerde 2017; Gao et al. 2015; Grappi,
Romani, and Bagozzi 2013a, 2013b; Xie and Bagozzi 2019),
little is known about the roles of the origin of offending
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companies and country stereotypes in this context. This is surprising given that a substantial body of international marketing
research demonstrates that a company’s or brand’s COO (e.g.,
Allman et al. 2015; Choi et al. 2016; Herz and Diamantopoulos
2017; Tran and Paparoidamis 2020) and associated country
stereotypes (e.g., Chattalas, Kramer, and Takada 2008; Chen,
Mathur, and Maheswaran 2014; Diamantopoulos et al. 2017;
Halkias, Davvetas, and Diamantopoulos 2016; Magnusson,
Westjohn, and Sirianni 2019) can shape consumer behavior
toward companies and brands in noncrisis settings. The notion
that a company’s COO might also matter in the context of
corporate crises is supported by recent evidence showing that
wrongdoings of foreign brands receive 80% more media coverage (in terms of number of stories) than wrongdoings of
domestic brands (Stäbler and Fischer 2020). However, little
is known about how and under what circumstances country
stereotypes might affect consumer retaliatory intent when corporate crises are appraised.
Building on the stereotype content model (SCM) (Fiske
et al. 2002), this study proposes and empirically tests a model
of how country stereotypes (warmth and competence) affect
consumers’ emotional responses (condemning emotions, i.e.,
contempt, anger, and disgust) and retaliatory intent (negative
word of mouth [WOM] and boycott intentions) toward an
offending company from that country. Furthermore, we reveal
perceived corporate greed (i.e., judgments that the agent company is causing damage to others strictly to obtain a corporate
advantage; Crossley 2009) to be the key psychological process
by which a country’s warmth, but not its competence, influences consumers’ condemning emotions and retaliatory intent.
Finally, we identify relevant boundary conditions for the
hypothesized effects by testing if and how the effects of country warmth differ depending on the type of crisis (i.e., corporate
ability vs. corporate value crisis). We show that the buffering
effect of country warmth only occurs in crises that question a
company’s ability—this effect vanishes if a crisis concerns the
company’s lack of morality.
This study contributes in several ways to the still limited
body of international marketing literature regarding the role of
country stereotypes in the context of corporate crises. First, our
findings from three experimental studies consistently show that
a company’s nationality matters in such critical settings. That
is, the associated stereotype of warmth affects how consumers
respond to the offending company, whereas the stereotype of
competence does not. By focusing on an extrinsic cue—a company’s COO—and the associated stereotype of warmth, we
complement extant literature that is limited to commendable
corporate conduct, such as corporate social responsibility
(CSR) (e.g., Kim and Choi 2018; Klein and Dawar 2004), that
aims to enhance consumers’ goodwill and mitigate the fallout
of a potential crisis.
Second, while prior research has mainly focused on the
effects of country stereotypes on consumers’ cognitive
responses to crises (Barbarossa, De Pelsmacker, and Moons
2018; Xu, Leung, and Yan 2013), we provide novel insights
into consumers’ emotional responses in such critical settings.
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This perspective is relevant because consumers’ reactions to
corporate crises are often affect-laden, fueling heated public
outcries. Our findings of how country stereotypes of warmth
mitigate consumers’ condemning emotions and emotion-driven
retaliation help clarify such critical events and their ramifications for companies of different nationalities.
Third, we shed light on the underlying psychological
mechanisms through which the effects of country warmth
occur, as we incorporate perceived corporate greed as the key
motive underlying consumers’ emotional responses. We posit
that consumers naturally make judgments about the motives of
a company when the company causes a negative event (Reeder
et al. 2002). The most commonly perceived negative motive is
corporate greed, which can elicit condemning emotions and
consequent retaliation (Grégoire, Laufer, and Tripp 2010). Specifically, we theorize and empirically demonstrate that consumers infer a company’s greed from its nationality, which fuels
subsequent emotional responses. By identifying perceived corporate greed as a key mediator of the effects of country warmth
and consumers’ emotional responses, we contribute to the
hitherto limited understanding of the psychological mechanisms that determine how consumers emotionally react to
offending corporations they associate with certain countries.
Finally, we identify the type of crisis (corporate ability crisis
vs. corporate value crisis) as a crucial contingency factor that
facilitates or suppresses the buffering effect of country warmth.
Our insights into the moderating effects of crisis type extend
prior research that considers relevant moderators for the effects
of country stereotypes in crisis settings (e.g., Chattalas, Kramer, and Takada 2008).
This study’s findings have important implications for international marketers who want to protect their companies and
brands from consumer retaliation during crises. The notion that
stereotypes of country warmth can act as an insurance policy
suggests that internationally operating companies need to take
local consumers’ country-related perceptions into consideration when facing and managing locally or globally occurring
crises. Our insights inform international marketers about why
and when they should rely on stereotypes of country warmth to
soften consumers’ emotion-driven responses during a crisis.

Theoretical Background
Stereotypes are oversimplified, and generalized sets of beliefs
about the characteristics of members belonging to a particular
social group and are formed over time in line with the accepted
norms of a given context (Cuddy, Fiske, and Glick 2008;
McGarty, Yzerbyt, and Spears 2002). The SCM is one of the
most prominent frameworks for analyzing social stereotypes
(Fiske et al. 2002). Social cognition research has extensively
used the SCM to qualify perceptions and predict responses
toward groups and social categories characterized by, among
other things, gender, sexual orientation, religious belief, and
ethnicity (for a review, see Fiske 2018). The SCM has also been
increasingly applied to core marketing domains, such as branding (e.g., Aaker, Vohs, and Mogilner 2010; Kervyn, Fiske, and
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Malone 2012), advertising (e.g., Zawisza and Pittard 2015),
services (e.g., Kirmani et al. 2017), and international marketing
(e.g., Chen, Mathur, and Maheswaran 2014; Davvetas and
Halkias 2019; Kolbl, Arslanagic-Kalajdzic, and Diamantopoulos 2019).
In an international marketing context, the SCM is a useful
theoretical framework for qualifying consumers’ beliefs about
countries (Diamantopoulos et al. 2017; Herz and Diamantopoulos 2013; Magnusson, Westjohn, and Sirianni 2019).
Applied to countries, the SCM suggests that the content of
consumers’ stereotypical beliefs about countries can be systematically organized along two fundamental and independent
dimensions: warmth and competence (Cuddy, Fiske, and Glick
2008; Maher and Carter 2011). “Country warmth” refers to
consumers’ cognitive appraisals of a country’s friendliness,
cooperativeness, and trustworthiness. Consumers tend to perceive a country with cooperative, trustworthy intentions as
warm and a country with antagonistic, competitive intentions
as cold. “Country competence” refers to consumers’ cognitive
appraisals of a country’s capability, efficacy, and efficiency. A
country that has the power and capabilities to implement its
intentions is perceived as competent, and a country perceived
as unable to do so is perceived as incompetent (Cuddy, Fiske,
and Glick 2008; Halkias and Diamantopoulos 2020; Maher and
Carter 2011).
Importantly, consumers transfer their stereotypical beliefs
about a country to social entities, such as companies, that originate from that country. As a result of a “country–company”
halo effect (Nisbett and Wilson 1977), consumers will extend
the warmth and competence attributes owned by the COO to
the company itself. Thus, when a company’s COO evokes high
(low) warmth, consumers will tend to perceive the company as
being more (less) trustworthy, benevolent, and good-natured.
Similarly, when a company’s COO evokes high (low) competence, consumers will perceive the company to be more (less)
capable and efficient.
Stereotypes of country warmth and competence do not
merely function as group descriptors—they also affect consumers’ responses to companies. Although empirical evidence in
the context of corporate crises is still scarce, initial evidence
suggests that consumers exhibit different responses to foreign

offending companies depending on the country with which
these companies are associated. For example, using a dichotomous distinction of positive versus negative country image,
Laufer, Gillespie, and Silvera (2009) examine how a company’s COO affects observers’ assessment of blame for a
product-harm crisis when information about the company’s
culpability for the crisis is unclear. They find that a negative
country image increases blame attributions to the company,
particularly when consumers are not familiar with the brand
involved. However, they use a global, unidimensional measure
of country image rather than capturing consumers’ country
stereotypes, which hinders more nuanced explanations involving why consumers evaluate a country (un)favorably.
Addressing this limitation, Xu, Leung, and Yan (2013) and
Barbarossa, De Pelsmacker, and Moons (2018) use the SCM to
capture consumers’ beliefs about foreign countries and shed
light on the psychological mechanisms that underlie consumers’ biased reactions to foreign wrongdoers of different
nationalities. Together, these studies suggest that country
warmth plays an instrumental role in decreasing consumer
blame attributions toward a foreign wrongdoer. In the context
of a product-harm crisis, Xu, Leung, and Yan (2013) find that
the perceived warmth of a company’s COO increases consumers’ willingness to give the company a second chance. Similarly, Barbarossa, De Pelsmacker, and Moons (2018)
demonstrate that country warmth significantly reduces the
attribution of blame to a foreign company involved in a
product-harm crisis, whereas country competence has no
impact on this outcome.
Although these initial advances underscore the importance
of country stereotypes in the context of corporate crises, especially perceived warmth, they fall short in at least two ways.
First, existing findings are limited to assessing the effects of
country stereotypes on cognitive evaluations of corporate
actions (see Table 1). However, consumers’ reactions to corporate crises are often affect-laden, fueling heated public outcries that are often accompanied by calls for boycotts. Second,
existing research lacks insight into the psychological mechanisms that explain why and when consumers show different
emotions and emotion-driven retaliatory intent toward offending companies of different nationalities and to what extent

Table 1. Study Positioning.
Outcomes

Noncrisis setting

Crisis setting

Consumer Cognition-Driven

Consumer Emotion-Driven










 Diamantopoulos et al. (2017)
 Halkias and Diamantopoulos (2020)
 Micevski, Diamantopoulos, and Erdbrügger (2020)

Maher and Carter (2011)
Chen, Mathur, and Maheswaran (2014)
Halkias, Davvetas, and Diamantopoulos (2016)
Diamantopoulos et al. (2017)
Magnusson, Westjohn, and Sirianni (2019)
Halkias and Diamantopoulos (2020)
Xu, Leung, and Yan (2013)
Barbarossa, De Pelsmacker, and Moons (2018)

Notes: Articles in each cell are presented in chronological order.
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Figure 1. Conceptual model.

these detrimental outcomes might vary depending on the type
of crisis in which a company is involved.

Conceptual Model
To address these research gaps, we theorize and empirically
test (1) the effects of country stereotypes on consumers’ condemning emotions and subsequent retaliatory intent, (2) the
underlying psychological mechanism through which these
effects occur (i.e., attribution of greed motives to offending
companies), and (3) the role of crisis type (corporate ability
crisis vs. corporate value crisis) as a crucial contingency factor.
Accordingly, we propose a moderated, serial mediation model
(see Figure 1) and discuss the underlying hypotheses.

Condemning Emotions and Retaliatory Intent
Appraisals of corporate crises evoke negative moral emotions
in consumers who are directly or indirectly exposed to them
(Grappi, Romani, and Bagozzi 2013a; Xie, Bagozzi, and Grønhaug 2015). Haidt (2003, p. 853) defines negative moral emotions as those “that are linked to the interests or welfare either
of society as a whole or at least of persons other than the judge
or agent.” Some negative moral emotions, such as fear, are
passive and internalized and may cause consumers to quietly
terminate their relationship with the offending agent (Harmeling, Magnusson, and Singh 2015; Xie, Bagozzi, and Grønhaug
2015). Conversely, other negative moral emotions, such as
contempt, righteous anger, and disgust (also known as othercondemning emotions), may cause consumers to actively
“move against” the offending company (Harmeling, Magnusson, and Singh 2015; Romani, Grappi, and Dalli 2012). Given
the objective of explaining consumers’ active retaliation (i.e.,
negative WOM and boycott), this study focuses on the latter
group of other-condemning emotions (hereinafter simply
referred to as “condemning emotions”).

“Contempt” refers to the negative evaluation of others in
terms of their social or ethical conduct (Rozin et al. 1999);
“anger” refers to a painful feeling and a desire or impulse for
revenge caused by appraisals of others’ unjust (past) actions
(Lazarus 1991; Xie, Bagozzi, and Grønhaug 2015); and
“disgust” describes something revolting, triggered by behaviors appraised as impure. Whereas some scholars consider
contempt, anger, and disgust distinct emotions that are elicited
separately by different violations (Rozin et al. 1999), other
researchers view this “hostility triad” as manifestations of the
same underlying negative emotional state that is caused by
similar appraisals (interpersonal concerns; Hutcherson and
Gross 2011; Shaver et al. 1987).
To reconcile these apparently incompatible interpretations,
Grappi, Romani, and Bagozzi (2013a) postulate that respective
measures of contempt, anger, and disgust load on distinct factors, thereby supporting discrete emotion interpretations, but
that the three emotions are also consistently and substantially
interrelated, which suggests the existence of a higher-order
factor supporting the hostility triad interpretation. As Grappi,
Romani, and Bagozzi (2013a, p. 1816) note, treating these
three emotions as a second-order construct “does not impose,
a priori, either a shared or distinct conceptualization or operationalization. That is, actual common and unique aspects of
the emotions are represented as they naturally occur in memory.” In line with this rationale, later advances in marketing
have treated contempt, anger, and disgust as a second-order
construct (e.g., Xie and Bagozzi 2014, 2019; Xie, Bagozzi, and
Grønhaug 2015), as do we. Accordingly, we view condemning
emotions as a higher-order construct that exists at a deeper and
more embedded level than its subdimensions (contempt, anger,
and disgust) and regard the latter as manifestations of condemning emotions (MacKenzie, Podsakoff, and Podsakoff
2011; see Study 1 [measurement assessment] for more details).
We posit that condemning emotions elicit consumers’ retaliatory intent, such as negative WOM and the intention to
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boycott the company (Klein, Smith, and John 2004). Observers
of corporate wrongdoings may engage in retaliation because
they are guided by motives of “venting” their anger, anxiety,
and frustration (Nyer 2000). Research indeed finds that condemning emotions are the motivational antecedents of consumer
retaliation across diverse corporate social irresponsibility contexts, such as severe product defect (Choi and Lin 2009), unfair
employee treatment (Grappi, Romani, and Bagozzi 2013a), offshore practices (Grappi, Romani, and Bagozzi 2013b), and environmental disasters (Xie, Bagozzi, and Grønhaug 2015).

Country Stereotypes, Perceived Corporate Greed, and
Condemning Emotions
When consumers become aware of a corporate crisis, the
motives attributed to the offender (i.e., why the firm caused
the negative event) are of critical importance in generating
emotional reactions against the company (Crossley 2009;
Grégoire, Laufer, and Tripp 2010). Previous research indicates
that the perceived motives behind an action are often even
more important than the action itself (Gilbert and Malone
1995). Research in organizational psychology finds that consumers are most likely to infer greed as a perceived negative
motive for a firm and that perceived corporate greed plays a
crucial role in the revenge process and in arousing feelings of
hate (Crossley 2009; Reeder et al. 2002). Observers infer
“perceived corporate greed” when they judge that a company
has opportunistically tried to take advantage of a situation
strictly to serve its own interests (e.g., a desire to increase
profit) in a way that is detrimental and/or harmful to others
(Grégoire, Laufer, and Tripp 2010). The criminal justice system has long recognized the importance of offender motives in
determining punitive damages, and greed represents one of the
most commonly cited motives for criminal behavior (Povinelli
2001). In marketing, the relevance of perceived corporate greed
is particularly well emphasized in the service failure literature,
which shows that customers’ judgments about procedural and
interactional fairness are more likely to create anger and a
desire for revenge than the perceived outcome itself (Bechwati
and Morrin 2003).1
In this study, we argue that when consumers appraise a
corporate crisis, a company’s COO and the related internally
stored country stereotype of warmth will affect their inferences
about the company’s benevolence (Nisbett and Wilson 1977)
and mitigate perceptions of corporate greed. Country warmth is
closely related to consumers’ attributions that the company
might (not) have put others in danger knowingly, because
warmth entails consumers’ perceptions of a social object’s
benevolent intent toward others (Fiske et al. 2002). When
1
Perceived corporate greed can be understood as the “alter ego” of perceived
sincerity of corporate actions (e.g., Yoon, Gürhan-Canli, and Bozok 2006;
Yoon, Gürhan-Canli, and Schwarz 2006) in terms of (1) the theoretical
context it applies to (irresponsible vs. commendable corporate behaviors),
(2) the valence of related consumer emotions (negative vs. positive moral
emotions), and (3) consumers’ behavioral responses (punishment vs. support).
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consumers hold stereotypical beliefs that a foreign country has
a predisposition or tendency to act harmlessly (harmfully),
these beliefs expand to the company originating from that
country and will decrease (increase) consumers’ attributions
of greed in the occurrence of a corporate crisis. According to
cognitive dissonance theory (Festinger 1957), this country
warmth bias occurs because consumers want to reduce internal
dissonance when faced with new information that is inconsistent with their prior beliefs. An important coping mechanism to
resolve such dissonance is to pay selective attention to information that is consistent with previously held beliefs (Dawar
and Pillutla 2000; Klein and Dawar 2004). For example, when
a company originating from a well-intentioned, friendly, and
trustworthy (i.e., warm) country is involved in a crisis, consumers may process related information in a biased way to retain
their prior positive beliefs and reduce discomfort. In other
words, they may discount negative attributions (i.e., perceived
corporate greed).
Furthermore, we argue that country warmth weakens condemning emotions indirectly through lower levels of perceived
corporate greed. In the context of a service failure, Schoefer
and Ennew (2005) find that the rude (vs. warm) treatment of a
customer evokes associations of coldness and unfriendliness
and exacerbates consumer anger toward the company. Moreover, previous research has shown that the inferred motives
behind a company’s misconduct determine consumers’ emotional reactions to the offending company (Lange and Washburn 2012). The inferred intentions serve as a cognitive anchor
that biases observers’ emotional reactions to a wrongdoer.
Attributions of greed boost condemning emotions that cause
consumers to perceive their retaliation as morally justified and
even desirable. Conversely, if consumers believe that a company has nonexploitative intentions with respect to a crisis,
their condemning emotions will be less exacerbated. Thus,
we formally hypothesize an indirect relationship between
country warmth and condemning emotions mediated through
perceptions of corporate greed:
H1: Country warmth decreases perceived corporate greed.
H2: Perceived corporate greed increases condemning
emotions.
H3: Perceived corporate greed mediates the relationship
between country warmth and condemning emotions.
Finally, we expect that consumers’ condemning emotions
drive their retaliatory intent, for example, in the form of negative
WOM and boycotting the offending company and its products.
Because this link is well-established in the literature (e.g.,
Grappi, Romani, and Bagozzi 2013a, 2013b; Klein, Smith, and
John 2004; Xie and Bagozzi 2019; Xie, Bagozzi, and Grønhaug
2015), we refrain from formally hypothesizing it.
Compared with country warmth, we expect country competence to have no significant effect on consumers’ attribution of
greed to the offending company. When consumers have associations of high levels of country competence, their expectations are related to a company’s ability to produce the best
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products, to control consistent product quality, and generally to
operate as a market leader in a product category (Wang et al.
2012). When consumers perceive a company as originating
from a highly competent country, they will likely infer higher
product quality, which can result in more favorable attitudes
toward the company’s goods (Barbarossa, De Pelsmacker, and
Moons 2018) and possibly higher purchase intentions, even in
the aftermath of a crisis. However, we argue that country competence is not a diagnostic cue for consumers to infer the favorability of a company’s intentions toward out-group members
because a lack of competence is not associated with consumer
appraisals of harm and threat (Klein and Dawar 2004; Lange
and Washburne 2012). Research has indeed found that country
competence has no or only limited influence on blame attributions (Barbarossa, De Pelsmacker, and Moons 2018; Xu,
Leung, and Yan 2013). The primacy of warmth over competence in consumers’ emotional reactions to corporate crises
could be explained by evolutionary psychology. In corporate
crises, the consequences of the negative events are generally
severe, and consumer attributions are mainly directed to potentially harmful agents. In this context, another agent’s intent for
good or ill is more important in one’s survival than whether the
agent can act on those intentions. Similarly, warmth judgments
determine approach–avoidance tendencies, so they are the fundamental aspect of emotional reactions. Thus, warmth carries
more weight in affective reactions, such as condemning emotions, than competence does. Along these lines, we posit that
country competence has no significant impact on perceived
corporate greed and condemning emotions. Therefore, we
refrain from formulating specific (null) hypotheses in this
regard. Nonetheless, we conceptually (see Figure 1) and
empirically (see covariates) allow for potential effects of country competence on the criterion variables.

Country Warmth and the Moderating Role of Crisis Type
The theoretical reasoning proposed previously supports a buffering effect of country warmth. However, under certain circumstances, consumers are not likely to completely ignore or
discount the negative information, such that positive country
stereotypes can no longer “gloss over” the negative information
associated with the committed wrongdoing. That is, the buffering effect of country warmth might depend on situational characteristics, such that country warmth does not always serve as
an insurance policy for a foreign wrongdoer against the unfavorable consequences of a crisis.
We argue that the type of crisis a company is involved in
constitutes a crucial contingency factor for the occurrence of
the country warmth bias. We posit that the type of crisis provides diagnostic contextual cues that initiate divergent cognitive processing among consumers that selectively focuses on
either positive or negative information, resulting in an activation or deactivation of the buffering effect of country warmth.
In this regard, we distinguish between corporate ability (CA)
crises, which are caused by a company’s “failure to meet quality standards, as perceived by consumers” (Kim and Choi 2019,
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p. 573), and corporate value (CV) crises, which are caused by a
company’s “behavior that conflicts with consumers’ . . . ethical
standards” (Kim and Choi 2019, p. 573). This distinction is
grounded in prior work that identifies two key dimensions of
corporate associations: ability and morality. Brown and Dacin
(1997), for example, distinguish between corporate ability
associations, which emphasize a company’s professional competence in producing and delivering its products and services,
and CSR associations, which highlight a company’s promise
and performance in fulfilling its moral obligation as a member
of society. Similarly, later work categorizes organizational reputation or behavior by distinguishing between economic performance and social responsibility (Fombrun and Van Riel
1997), performance and value (Kübler et al. 2020), and corporate expertise and CSR (David, Kline, and Dai 2005).
This distinction is crucial because, in general, ability categories are defined more in terms of positive than negative
performances (Skowronski and Carlston 1987; Wojciszke
1994). Conversely, values (morality) categories are defined
more in terms of negative than positive performances (Skowronski and Carlston 1987; Wojciszke 1994). For example, Wojciszke (2005) demonstrates that in situations in which
information about a target agent pertains to morality traits,
negative information is considered more diagnostic than positive information, whereas the opposite is true in situations
involving information that is pertinent to a target agent’s ability
traits. Negative performances in ability categories also tend to
be perceived as less diagnostic than negative performances in
value (morality) categories (Kim and Choi 2019; Sohn and
Lariscy 2015).
Extending this reasoning to the moderating effect of crisis
type on the buffering effect of country warmth, we argue that if
a crisis calls into question a company’s ability to perform, high
levels of country warmth may serve as an interpretive frame.
Previous research indeed shows that in CA crises, positive cues
(e.g., country warmth) about a company’s nonopportunistic
behavior (Barbarossa, De Pelsmacker, and Moons 2018; Xu,
Leung, and Yan 2013) or its engagement in CSR (Klein and
Dawar 2004) increase trust in the company and expand to a
maintained confidence in and positive attitude toward the company. Thus, we expect consumers to use country warmth as a
diagnostic cue for the company’s benevolent intentions toward
others. This diagnostic cue of benevolence leads consumers to
discount negative information about a company’s potential
greedy intentions when a CA crisis occurs.
Conversely, if a crisis calls into question a company’s adherence to moral norms, negative information will appear more
diagnostic for understanding the situation and will not be
ignored. Because country warmth is related to the moral
domain (as it deals with the trustworthiness, reliability, and
kindness of a company), congruence between country warmth
and a CV crisis will lead consumers to attend even more to the
negative event (Kim and Choi 2018). Consumers’ skepticism
and attributions of corporate hypocrisy may also arise (Kim and
Choi 2018; Skarmeas and Leonidou 2013). Thus, we expect
that consumers will not rely on country warmth as a diagnostic
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Table 2. Overview of Empirical Studies.
Study

Purpose

Design

Scenario

Sample

Analysis

327 adult consumers Regression analysis
Study 1 Establishing the indirect effect
22
Product-harm crisis (ambiguous)
(PROCESS Models
of country warmth on
between-subjects Defective refrigerators causing
6 and 81)
condemning emotions and
harm to customers
retaliatory intent through
perceived corporate greed
(H1–H3)
Study 2 Replication of the results from
22
Product-harm crisis (unambiguous) 283 adult consumers Regression analysis
Study 1 using alternative
(PROCESS
between-subjects Malfunctioning pipe discharging
country stimuli, attribution
Model 6)
chemical waste products into
of responsibility, and
waterways
measurement scales (H1–H3)
398 adult consumers Regression analysis
Study 3 Replication and extension of
222
Data privacy violation
(PROCESS
the results from Studies 1
between-subjects
(unambiguous)
Model 83)
and 2 by considering the
Company violating rules regarding
moderating effect of crisis
consumer personal data
type (H4a, H4b)
protection
CA crisis: lack of high quality
standards
CV crisis: lack of high moral
standards

cue signaling the company’s benevolent intentions toward others and will not discount negative information about a CV
crisis. A country warmth cue will no longer be diagnostic for
consumers in this case, and the buffering effect of country
warmth will vanish. Along these lines, we formally hypothesize an interaction between levels of country warmth (low vs.
high) and crisis type (CA crisis vs. CV crisis):
H4a(b): In CA crises (CV crises), high levels of country
warmth (do not) lead to decreased perceived corporate
greed, condemning emotions, and retaliatory intent, compared with low levels of country warmth.

Empirical Studies
To test the hypotheses, we conducted three experimental studies (see Table 2 for an overview). In Study 1, we establish the
basic mediation model, which involves formal tests of H1–H3.
In Study 2, we replicate these effects while alternating the
company’s COO and the examined retaliation behavior. Then,
in Study 3, we test the complete moderated (serial) mediation
model, including a formal test of H4a and H4b.

Study 1
Research Design
To test the hypothesized indirect effect of country warmth on
condemning emotions and subsequent retaliation through perceived corporate greed, we conducted a 2 (COO warmth: low
vs. high)  2 (COO competence: low vs. high) betweensubjects experiment set in the context of a product-harm crisis.
The vignette described “Fridge,” a foreign company involved
in a case of defective refrigerators and possibly related

domestic accidents such as fires. Notably, we ensured that the
company’s responsibility for the described product-harm crisis
was unclear, which may have increased the salience of extrinsic
cues (e.g., COO; Laufer, Gillespie, and Silvera 2009). We also
opted for a fictitious company name to avoid brand-induced
confounding effects (e.g., past brand experience, brand attitude, consumer–brand relationship strength). We report the
narrative of the scenario in Web Appendix A.
To assess the causal effect of the country stereotypes, we
systematically manipulated the company’s COO in the vignette. As country stimuli, we used Canada (high warmth, high
competence), Spain (high warmth, low competence), Germany
(low warmth, high competence), and Romania (low warmth,
low competence). We pretested these country stimuli with a
sample of 55 adult consumers. To measure respondents’ perceptions of these countries’ warmth and competence, we
adopted established scales from the literature (Maher and
Carter 2011, based on Fiske et al. 2002; Cronbach’s a ¼ .92
for both measures; see Web Appendix B for these measurement
scales). Analysis of variance results across the four country
conditions (warmth: F(3, 51) ¼ 6.32, p ¼ .01; competence:
F(3, 51) ¼ 18.85, p < .01) and post hoc pairwise comparisons
using the Bonferroni correction (all significant at p < .05)
indicated that the respondents perceived the pretested countries
as expected: Canada and Spain as warmer than Germany and
Romania, and Canada and Germany as more competent than
Spain and Romania (see Web Appendix B, Panel A, for
country-specific means and standard deviations).
To obtain a diverse sample of general consumers, we
approached potential respondents as they shopped in supermarkets and provided them with a ticket indicating an online survey
link. As an incentive to participate in the online experiment, we
also offered them the possibility of participating in a lottery of
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e-commerce vouchers. We randomly assigned respondents who
accessed the survey link to one of the four country conditions.
They were presented first with the case of “Fridge,” and then
they were asked to answer questions related to the constructs of
interest, including negative WOM (capturing retaliatory intent;
Joireman et al. 2013), condemning emotions (in terms of contempt, anger, and disgust; Xie, Bagozzi, and Grønhaug 2015),
and perceived corporate greed (Antonetti and Maklan 2016; all
items were measured on seven-point scales). Table 3 provides an
overview of all measurement scales, their properties, and sources
(for further details on how we measured condemning emotions,
see Web Appendix C). To rule out alternative explanations for
the mediating processes of condemning emotions, we also
included a measure of fear in the questionnaire (three items
adopted from Xie, Bagozzi, and Grønhaug 2015, i.e.,
“threatened,” “scared,” and “fearful,” measured on seven-point
scales, anchored by 1 ¼ “very weak,” and 7 ¼ “very strong,”
a ¼ .94). Finally, we included country warmth and competence
(measured as in the pretest), perceived corporate benevolence
(as a reflection of warmth at the corporate level; Peloza, Ye, and
Montford 2015; a > .90), and corporate ability (as a reflection of
competence at the corporate level; Aaker, Vohs, and Mogilner
2010; a > .90) for manipulation check purposes (see Web
Appendix B for these measurement scales). To enable post hoc
assessments of potential common method variance (CMV), we
also included a theoretically unrelated CMV marker variable (“I
prefer brands endorsed by celebrities,” measured on a sevenpoint Likert scale; Barbarossa, De Pelsmacker, and Moons
2018). Before leaving the survey, all respondents were debriefed
about the fictitious nature of the scenario.
In total, 366 consumers fully completed the questionnaire,
with 39 being disqualified for failing the attention checks.
The final sample consisted of 327 consumers (age groups:
18–35 years ¼ 73%, 36–55 years ¼ 20%, 55þ years ¼ 7%;
gender: 49% male).

Data Analysis and Results
Manipulation checks. Respondents perceived the manipulated
countries as expected (see Web Appendix B, Panel A, for means
and standard deviations; country warmth: F(3, 323) ¼ 66.07, p <
.01; country competence: F(3, 323) ¼ 128.34, p < .01). In
addition, in line with our expectations, perceptions of country
stereotypes were transferred to companies of that nationality as a
result of a country–company halo effect. Respondents perceived
companies originating from high-warmth (high-competence)
countries as more benevolent (competent) than companies originating from low-warmth (low-competence) countries (see
Web Appendix B, Panel A, for means and standard deviations;
corporate benevolence: F(3, 323) ¼ 5.91, p < .01; corporate
ability: F(3, 323) ¼ 10.68, p < .01).
Measurement assessment. Before running a confirmatory factor
analysis (CFA) for all focal measures, we examined whether
measures of contempt, anger, and disgust could be organized
hierarchically in a second-order CFA model. Specifically, in
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line with our theoretical conceptualization, we modeled condemning emotions as a Type I model (reflective first-order,
reflective second-order; Jarvis, MacKenzie, and Podsakoff
2003). Such representation “recognize[s] the contribution and
retain[s] the idiosyncratic nature of each first-order construct
[i.e., contempt, anger, and disgust] and treat[s] such constructs
as facets of the higher-order construct [i.e., condemning
emotions]” (Koufteros, Babbar, and Kaighobadi 2009, p.
635). The results, which we report in Web Appendix C, Panel
A, indicate that the second-order specification fits the data
well. Both the second-order factor and the subordinate firstorder factors exhibit excellent psychometric properties. All
factor loadings (l), average variances extracted, composite
reliabilities, and Cronbach’s alphas exceed the recommended
thresholds, attesting to the convergent validity of the measures
(Bagozzi and Yi 1988; Nunnally 1978). Each construct’s average variance extracted is also greater than its squared correlations with all other constructs, indicating discriminant validity
(Fornell and Larcker 1981).
Next, we ran another CFA comprising all constructs of interest. Table 3, Panel A, reports the psychometric properties of the
constructs. All constructs exhibit convergent and discriminant
validity. Finally, we assessed the amount of CMV in our data
using the marker variable technique (Lindell and Whitney
2001). We found that all coefficients remain statistically significant after controlling for the marker variable, suggesting
that CMV does not represent a threat in our data.
Direct and indirect effects. To estimate the relationships postulated by our conceptual model, we used Hayes’s (2017) PROCESS routine. We employed Model 6, a serial mediation
model, and specified country warmth (low ¼ 0; high ¼ 1) as
the key independent variable, negative WOM as the dependent
variable, and perceived corporate greed and condemning emotions as mediating variables. Country competence (low ¼ 0;
high ¼ 1), age (18–24 years ¼ 1; 25–34 years ¼ 2; 35–44 years
¼ 3; 45–54 years ¼ 4; 55–64 years ¼ 5; 64þ years ¼ 6), gender
(male ¼ 0; female ¼ 1), education level (junior high school or
lower ¼ 1; high school ¼ 2; higher education ¼ 3), and consumer ethnocentrism (four items adopted from Cleveland, Laroche, and Papadopoulos 2009, e.g., “it is not right to purchase
foreign products, because it puts [country citizens] out of jobs,”
measured on seven-point scales, anchored by 1 ¼ “strongly
disagree,” and 7 ¼ “strongly agree,” a ¼ .90) served as covariates. We calculated 95% bias-corrected confidence intervals
(CIs) using bootstrapping (10,000 resamples). Table 4, Panel
A, summarizes the results. In addition, we report means across
conditions in Web Appendix D.
Consistent with our predictions, country warmth mitigates
perceived corporate greed (b ¼ .34, p < .01, CI [.60,
.09]). Perceived corporate greed elicits condemning emotions
(b ¼ .67, p < .01, CI [.56, .78]), which in turn lead to increased
intentions to spread negative WOM (b ¼ .47, p < .01, CI [.35,
.59]). The model explains 29% of the dependent variable’s variance. In line with our theoretical expectations, country warmth
affects condemning emotions through the mediating effect of
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.83 .89 .89

1. I will tell others about the scandal in
which the company is involved.
2. I will warn friends and relatives not to
buy from the company.
3. I will complain to friends and relatives
about this company.
1. I will (not) boycott the products of the
company.

.91 .92 .93
.86
.91

1. Contempt
2. Anger
3. Disgust

.80

.93

.74
.78
.86

–––

.74
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.87

.77
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.87 .93 .93



3.62 (1.71)

3.78 (1.52)

4.50 (1.44)

M (SD)

Study 3 (n = 398)

Panel C

3.87 (1.87) 1.00 n.a. n.a.

4.17 (1.55)

4.67 (1.34)

M (SD)

Study 2 (n = 283)

Study 1 (n = 327)

1. The company intends to take advantage
of the situation.
2. The company has bad intentions.
3. The company is acting out of selfishness.
4. The company is acting out of greed.

Measurement Items

Panel B

Panel A

Notes: Model fit indices, Study 1: w2(32) ¼ 72.31, RMSEA ¼ .06, SRMR ¼ .03, CFI ¼ .99, NNFI ¼ .98; model fit indices, Study 2: w2(18) ¼ 54.36, RMSEA ¼ .08, SRMR ¼ .03, CFI ¼ .98, NNFI ¼ .98; model fit indices,
Study 3: w2(18) ¼ 86.39, RMSEA ¼ .09, SRMR ¼ .04, CFI ¼ .98, NNFI ¼ .97; M ¼ mean value, SD ¼ standard deviation, l ¼ latent factor loading in the CFA, a ¼ Cronbach’s alpha, CR ¼ composite reliability, AVE
¼ average variance extracted, n.a. ¼ not applicable due to single-item measurement. Bivariate correlations among perceived corporate greed (PCGreed), condemning emotions (CEmotions), and consumer
retaliation (CRetaliation) across studies: PCGreed–CEmotions ¼ .58–.74, PCGreed–CRetaliation ¼ .36–.50, CEmotions–CRetaliation ¼ .49–.58 (all significant at p < .01).

Boycott Intentions
Source: Klein et al. (2004)
Response format: seven-point
bipolar scale

Perceived Corporate Greed
Source: Antonetti and Maklan
(2016)
Response format: seven-point
Likert scales, anchored by 1 ¼
“strongly disagree,” and 7 ¼
“strongly agree”
Condemning Emotions
Source: Xie et al. (2015)
Response format: seven-point
scales, anchored by 1 ¼ “very
weak,” and 7 ¼ “very strong”
Negative WOM Intentions
Source: Joireman et al. (2013)
Response format: seven-point
Likert scale, anchored by 1 ¼
“strongly disagree,” and 7 ¼
“strongly agree”

Constructs and Sources

Table 3. Measurement Scales.
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Notes: All reported beta coefficients are unstandardized. Statistically significant coefficients (p < .05) are highlighted in boldface. The reported 95% bias-corrected confidence intervals (CI) are based on 10,000
resamples. CWarmth ¼ country warmth, PCGreed ¼ perceived corporate greed, CEmotions ¼ condemning emotions, CRetaliation ¼ consumer retaliation (Study 1: negative WOM intentions; Studies 2 and 3:
boycott intentions).
a
CT refers to crisis type (CA crisis ¼ 0; CV crisis ¼ 1).
b
In all studies, we further controlled for respondents’ age, gender, education level, and consumer ethnocentrism (except for Study 3).
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Table 4. Model Estimations.
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perceived corporate greed (bindirect ¼ .23, CI [.42, .06]).
We also find evidence of a significant indirect effect of country
warmth on negative WOM through perceived corporate greed
and condemning emotions (bindirect ¼ .11, CI [.22, .03]).
The direct effect of country warmth on retaliatory intent is not
significant (b ¼ .05, p ¼ .74, CI [.32, .23]). Likewise, country
competence shows no significant impact on any of the model
variables (perceived corporate greed: b ¼ .19, p ¼ .13, CI
[.44, .06]; condemning emotions: b ¼ .19, p ¼ .15, CI
[.07, .44]; negative WOM: b ¼ .23, p ¼ .10, CI [.50,
.04]). These results provide support for H1, H2, and H3.
To enhance confidence in our findings, we carried out additional analyses. First, we tested for potential interactions
between country warmth and competence in influencing the
dependent variables. The results of univariate analyses
revealed no significant interactive effects of country warmth
and competence on perceived corporate greed (F(1, 319) ¼
1.05, p ¼ .31), condemning emotions (F(1, 319) ¼ .20, p ¼
.65), or negative WOM (F(1, 319) < .01, p ¼ .99). Second, we
estimated a rival model that included fear as an additional
mediator (PROCESS Model 81) to rule out the possibility that
the observed effects were due to negative moral emotions other
than condemning emotions. The results showed that fear did
not mediate the effect of country warmth (bindirect ¼ .01, CI
[.04, .01]), while the mediating effect of condemning emotions remained significant (bindirect ¼ .09, CI [.18, .02]).
These results lend support to the notion that condemning emotions are more suitable antecedents of retaliatory intent toward
an offending party than more passive and internalized emotions, such as fear.

Discussion
The findings from Study 1 provide initial evidence for the
asymmetric effects of country stereotypes on consumers’ condemning emotions and subsequent retaliatory intent (negative
WOM) in the context of an ambiguous product-harm crisis.
When a company is associated with a country evoking high
levels of warmth, this stereotype operates as an insurance policy against the negative impact of product harm. Conversely,
when a company’s COO evokes high levels of competence, it
does not significantly influence condemning emotions and negative WOM.
Furthermore, we provide an explanation for why country
warmth influences condemning emotions and retaliatory intent.
Specifically, we demonstrate that a halo of country warmth is
extended to otherwise unrelated consumer judgments. The cue
of country warmth, which could be perceived as independent of
attributions and responses in corporate crises, does indeed matter in these contexts. The stereotype of high (low) warmth
evoked by a company’s COO spills over into lower (higher)
attributions of corporate greed, which in turn lead to decreased
condemning emotions and intentions to spread negative information about the company at fault.
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Study 2
Research Design
In Study 2, we aim to replicate and extend the findings from
Study 1. We test H1–H3 using different country stimuli, a different product-harm crisis setting, different evidence of responsibility, and a different outcome variable to measure consumer
retaliation (i.e., consumers’ intention to boycott the offending
company and its products). Again, we use a 2 (country warmth:
low vs. high)  2 (country competence: low vs. high) betweensubjects experiment. As country stimuli, we use the United
States (high warmth, high competence), Greece (high warmth,
low competence), Switzerland (low warmth, high
competence), and Albania (low warmth, low competence),
which we pretested with a sample of 53 adult consumers (perceived warmth: F(3, 49) ¼ 4.93, p < .01; perceived competence (F(3, 323) ¼ 11.43, p < .01; Web Appendix B, Panel B).
The scenario describes “SML,” an American (Greek/Swiss/
Albanian) clothing company involved in an environmental
scandal (i.e., discharging toxic chemicals into waterways
caused by the malfunctioning of the company’s water pipe).
In contrast with Study 1, which involved an ambiguous
product-harm crisis, SML is undoubtedly the direct source of
the crisis (see Web Appendix A).
The questionnaire structure was identical to that of Study 1,
except for the outcome variable. To increase confidence in the
robustness of our findings, we changed our measure of consumer retaliation in Study 2. Instead of measuring consumers’
negative WOM intentions, we captured their intention to boycott the products of the focal company. Table 3, Panel B,
reports the measurement scales, their properties, and sources.
The data were collected online by a market research agency.
In total, 296 consumers completed the questionnaire, with
13 being disqualified for failing the attention checks. The final
sample consisted of 283 consumers (age groups: 18–25 years ¼
23%, 26–35 years ¼ 18%, 36–45 years ¼ 19%, 46–55 years ¼
15%, 55þ years ¼ 22%; gender: 51% male).

Data Analysis and Results
Manipulation checks and measurement assessment. Respondents
perceived the manipulated countries as expected (country
warmth: (F(3, 279) ¼ 43.61, p < .01); country competence
(F(3, 279) ¼ 54.06, p < .01; see Web Appendix B, Panel B,
for details). The CFA results, which we document in Panel B of
Table 3, further show that all construct measures are valid and
reliable.
Direct and indirect effects. Similar to Study 1, we test the
hypothesized relationships by specifying a serial mediation
model using the PROCESS Model 6. Table 4, Panel B, reports
the results. Again, country competence, age, gender, education
level, and consumer ethnocentrism served as covariates. The
results indicate that country warmth mitigates perceptions
of corporate greed (b ¼ .37, p ¼ .02, CI [.67, .07]),
which significantly affects consumers’ condemning emotions
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(b ¼ .86, p < .01, CI [.77, .96]) and, ultimately, their intention
to boycott the company (b ¼ .39, p < .01, CI [.23, .55]). The
model explains 45% of the variance in the dependent variable.
In line with our theoretical expectations, country warmth also
affects consumers’ retaliatory intent through perceived corporate greed and condemning emotions (bindirect ¼ .12, CI
[.28, .03]). While country warmth also directly affects retaliatory intent (b ¼ .47, p < .01, CI [.81, .14]), country
competence does not significantly affect any of the model variables (corporate greed: b ¼ .17, p ¼ .28, CI [.14, .48]; condemning emotions: b ¼ .02, p ¼ .88, CI [.26, .23]; boycott
intentions: b ¼ .06, p ¼ .73, CI [.27, .39]). Therefore, Study 2
also fully supports H1–H3. Again, additional univariate analyses yielded no evidence of potential interactive effects of country warmth and competence on perceived corporate greed (F(1,
275) ¼ 2.50, p ¼ .12), condemning emotions (F(1, 275) ¼ 1.10,
p ¼ .30), or boycott intentions (F(1, 275) ¼ .09, p ¼ .76).

After reading the scenario, respondents answered the same
set of questions as in Study 2. Regarding the manipulations, we
measured respondents’ perceptions of the CA and CV crisis
with a single-item statement (“the negative event is caused
by a lack of the company’s ability” and “the negative event
is caused by a lack of the company’s morality,” respectively;
both scales anchored by 1 ¼ “not at all” and 7 ¼ “completely”).
All measurement scales, their properties, and sources appear in
Panel C of Table 3.
We recruited the respondents following the same procedure
as in Study 2. In total, 445 consumers participated in the study,
with 47 being disqualified for failing the attention checks. The
final sample consisted of 398 consumers (age groups: 18–25
years ¼ 16%, 26–35 years ¼ 19%, 36–45 years ¼ 21%, 46–55
years ¼ 17%, 55þ years ¼ 26%; gender: 50% male).

Discussion

Manipulation check and measurement assessment. Respondents
perceived the manipulated countries as expected (see Web
Appendix B, Panel C, for means and standard deviations; country warmth: F(3, 394) ¼ 64.27, p < .01; country competence:
F(3, 394) ¼ 53.24, p < .01). The respondents exposed to the
CA crisis scenario attributed statistically higher CA scores than
CV scores to the crisis (MCA ¼ 4.51, SDCA ¼ 1.59; MCV ¼
3.90, SDCV ¼ 1.52; t(182) ¼ 5.02, p < .01), whereas respondents exposed to the CV crisis scenario attributed statistically
higher CV scores than CA scores to it (MCV ¼ 4.85, SDCV ¼
1.61; MCA ¼ 3.89, SDCA ¼ 1.52; t(214) ¼ 7.48, p < .01). The
CFA results, which we report in Table 3, Panel C, show that all
construct measures are valid and reliable.2

Study 2 corroborates the findings from Study 1. Importantly,
Study 2 demonstrates that country warmth biases consumer
attributions of corporate greed, condemning emotions, and
boycott intentions, even when the company is undoubtedly the
direct source of the product-harm crisis. By using different
country stimuli than those of Study 1, we further rule out that
these effects are country-specific.

Study 3
Research Design
Study 3 complements Studies 1 and 2 by clarifying the conditions under which the buffering effect of country warmth may
occur. In this study, we test the hypothesis that the effects of
country warmth (low vs. high) depend on the type of crisis (CA
crisis vs. CV crisis)—that is, that high country warmth will
(not) buffer the negative consequences of CA (CV) crises
(H4a and H4b). Although country warmth and crisis type are
the focus of this study, we also manipulate country competence
(low vs. high) and include it as a covariate. Therefore, we
employ a 2 (country warmth: low vs. high)  2 (country competence: low vs. high)  2 (crisis type: CA crisis vs. CV crisis)
between-subjects design for our experiment.
The manipulated countries were the same as in Study 2. The
scenario describes the case of “T&S Networks,” an American
(Greek/Swiss/Albanian) e-commerce company involved in a
scandal for violating rules regarding customers’ personal data
protection (see Web Appendix A). We told respondents
exposed to the CA crisis condition that the company was to
be blamed for its inadequate quality and safety standards. Conversely, we told respondents exposed to the CV crisis condition
that the company was to be blamed for its dearth of higher
moral standards and obscure practices regarding customers’
personal information. Each respondent was exposed to only
one of the eight conditions.

Data Analysis and Results

Conditional and indirect effects. To test the relationships of interest, including the moderating role of crisis type, we specified a
moderated (serial) mediation model using PROCESS Model
83. Again, we included country competence and respondents’
age, gender, and education level as covariates. Table 4, Panel
C, reports the results. As hypothesized, we observe a significant interaction between country warmth and crisis type. In the
case of CA crisis, country warmth substantially mitigates perceived corporate greed (b ¼ .66, p < .01, CI [1.06, .26]).
Conversely, in the case of CV crisis, the effect of country
warmth is not significant (b ¼ .04, p ¼ .82, CI [.41,
.32]). Similarly, the indirect effect of country warmth on consumers’ boycott intentions through perceived corporate greed
2

We also assessed the discriminant validity between respondents’ perceptions
of country warmth (CW), lack of corporate benevolence (LB), country
competence (CC), and lack of company ability (LA). Because we captured
crisis type perceptions using single items, we proceeded in two steps. First,
we report all bivariate correlations “so that readers can draw their own
conclusions” (Voorhees et al. 2016, p. 132): CW–CC ¼ .42, CW–LB ¼
.24, CW–LA ¼ .20, CC–LB ¼ .17, CC–LA ¼ .12, and LB–LA ¼
.28. Second, as a formal test, we used the overlapping confidence interval
(CI) technique (Anderson and Gerbing 1988). This complementary
assessment showed that the 95% CIs around the estimates did not overlap
with 1. We thank an anonymous reviewer for suggesting this additional check.
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A: Conditional Direct Effect of Country Warmth on
Perceived Corporate Greed
CA crisis
CV crisis
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Effect Size

0

−.04 [−.41, .32]
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-0.4
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conditional indirect effects on condemning emotions (Panel B)
and boycott intentions (Panel C).
Similar to Studies 1 and 2, we also tested for potential interactive effects of country warmth and competence on the dependent variables, none of which were statistically significant
(perceived corporate greed: F(3, 391) ¼ .25, p ¼ .62; condemning emotions: F(3, 391) < .01, p ¼ .94; boycott intentions: F(3,
391) ¼ 2.95, p ¼ .09). We also tested for potential interactive
effects of country competence and crisis type on condemning
emotions but found no significant interactions (F(3, 391) ¼ .23,
p ¼ .63).
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B: Conditional Indirect Effect of Country Warmth on
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C: Conditional Indirect Effect of Country Warmth on
Consumer Retaliation
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Figure 2. Interactive effects.

and condemning emotions is significant in the case of CA crisis
(bindirect ¼ .19, CI [.32, .07]) but not in the case of CV
crisis (bindirect ¼ .01, CI [.12, .09]). Importantly, though, we
observe a direct negative relationship between country warmth
and retaliatory intent (b ¼ .33, p ¼ .03, CI [.62, .04]),
similar to Study 2. These results provide support for H4a and
H4b. To better illustrate the role of crisis type as a contingency
factor, Figure 2 plots the conditional direct effect of country
warmth on perceived corporate greed (Panel A) as well as its

The results of Study 3 confirm the presumed buffering effect of
country warmth in the case of CA crisis. When consumers
believe that the company originates from a well-intentioned,
friendly, and trustworthy country, their beliefs work as an
insurance policy for the company during such crises. Consumers likely go through biased information processing that confirms their prior, positive country warmth beliefs and discounts
negative information about the CA scandal.
However, the results of Study 3 paint a markedly different
picture of country warmth effects in the case of CV crisis. As
expected, the mitigating effect of country warmth on the model
variables vanishes when a company faces a CV crisis. In addition, the indirect effect of country warmth on consumer retaliatory intent through perceived corporate greed and
condemning emotions is not significant. Consumers seem to
focus more on a company’s deceitful motives than on its
inferred benevolence when its morality is called into question
due to a crisis.

General Discussion
Ample research has investigated consumers’ responses to corporate crises, the underlying psychological mechanism, and
contingency factors (e.g., Cleeren, Dekimpe, and Van Heerde
2017; Gao et al. 2015; Grappi, Romani, and Bagozzi 2013a,
2013b; Xie and Bagozzi 2019), but the roles of the origin of
offending companies and the associated country stereotypes in
consumers’ appraisal of corporate crises remain unclear. To
address this gap in the international marketing literature, we
theorize and empirically test (1) the effects of country stereotypes of warmth on consumers’ condemning emotions and
retaliatory intent, (2) the underlying psychological mechanism
through which these effects occur, and (3) the role of crisis type
as a crucial contingency factor.
Study 1 provides evidence for the buffering effect of country
warmth—but not of country competence—on consumers’ condemning emotions and subsequent retaliatory intent in the context of an ambiguous product-harm crisis. It also establishes
perceived corporate greed as the key mechanism underlying the
effect of country warmth on condemning emotions. Study 2
replicates the findings of Study 1 by using different countries,
product-harm scenarios, evidence of responsibility, and a
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different outcome variable. Finally, Study 3 clarifies the
boundary conditions for the hypothesized effects and identifies
the type of crisis as a crucial contingency factor that facilitates
or suppresses the country warmth bias. In the case of CA crises,
country warmth mitigates consumers’ adverse responses,
which indicates that consumers discount negative information
to reduce cognitive dissonance (i.e., to reconcile the event with
their country-induced benevolence inferences). Conversely, in
CV crises, country warmth does not translate into lowered
perceived corporate greed and, consequently, has no influence
on the relevant outcomes, which implies that country-induced
inferences of benevolence cannot “gloss over” a company’s
moral shortcomings.

Theoretical Contributions
Our findings contribute in four ways to the growing but still
limited stream of literature on the role of country stereotypes in
the context of corporate crises. First, our study underscores the
importance consumers (consciously or unconsciously) attach to
a company’s nationality in crisis settings, thus complementing
international marketing research in noncrisis settings (e.g.,
Choi et al. 2016; Herz and Diamantopoulos 2017; Kock, Josiassen, and Assaf 2019). As part of the activation of company
associations that occur when consumers appraise a crisis, country stereotypes of warmth lead consumers to infer the benevolence of a company, which in turn results in diminished
perceptions of corporate greed. The findings that a company’s
COO and associated stereotypes (i.e., extrinsic cues) affect how
consumers react to corporate misconduct are an important
extension of prior literature that focuses on (internal) strategies
and actions (e.g., CSR; Kim and Choi 2018, 2019; Klein and
Dawar 2004) that companies purposely employ to increase
consumers’ goodwill.
Second, this study demonstrates that the two dimensions of
the SCM are not equally relevant for consumers’ emotional
responses to corporate crises. Whereas country warmth significantly affects consumers’ condemning emotions, which in turn
stimulate retaliatory intent, country competence has no impact
on the same outcomes. Although recent studies provide initial
evidence for the primacy of warmth over competence during
product-harm crises, these studies exclusively focus on consumers’ cognitive responses (Barbarossa, De Pelsmacker, and
Moons 2018; Xu, Leung, and Yan 2013). Because consumers’
reactions to corporate crises are often affect-laden, we focus on
their emotional responses and emotion-driven retaliation and
find additional evidence of the primacy of warmth over competence beyond cognitive evaluations.
Third, we provide novel insights into the underresearched
psychological mechanisms that explain why consumers emotionally respond as they do to offending companies of different
nationalities. We theoretically propose and empirically verify
that perceived corporate greed plays a key role in generating
emotion-driven retaliation against offending agents (Crossley
2009; Gilbert and Malone 1995; Grégoire, Laufer, and Tripp
2010). By elucidating the connection between country warmth
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and condemning emotions through inferred perceptions of corporate greed, we improve understanding of the mechanisms
through which country associations affect consumer emotional
reactions to offending companies of different nationalities.
Fourth, we shed light on the boundary conditions of the
buffering effect of country warmth. Previous research has
found that ability (vs. morality) violations are perceived differently (Skowronski and Carlston 1987; Wojciszke 1994, 2005).
We build on this work and also establish that the type of crisis
acts as a crucial contingency factor that facilitates (CA crisis)
or suppresses (CV crisis) the buffering effect of country
warmth. While previous studies have specified moderators of
the effects of country stereotypes on consumer evaluations
(Barbarossa, De Pelsmacker, and Moons 2018; Chattalas, Kramer, and Takada 2008), our findings regarding the conditional
effects of country warmth depending on the crisis type are
novel and have important implications for managerial practice.

Managerial Implications
Our results offer practical implications for international marketers who (expect to) face a corporate crisis of global or local
(i.e., in a single-country market) scope. In the aftermath of a
corporate scandal, companies generally opt for specific
response strategies to mitigate the negative effects of the crisis.
This article focuses on sets of corporate crises in which the
company is deemed at least partly responsible for the negative
event, thus excluding cases in which the company itself is a
victim of unpredictable natural disasters or disinformation
(Coombs 2017). Previous research suggests that when companies are at least partly responsible for a critical event, they
should develop repair strategies, such as apologizing, proposing remedial actions (e.g., compensation), and/or developing
strong justifications for their misconduct (Coombs 2017).
While our findings do not substitute previous research’s guidelines on the selection of effective postcrisis response strategies,
they complement these by providing additional elements that
are useful in the development of effective responses. Our
results show that, despite being seemingly ancillary elements,
an offending company’s COO and the related stereotype of
country warmth do matter for consumers in a crisis context:
their emotional responses and emotion-driven retaliation vary
depending on the warmth the company’s COO evokes and the
type of crisis (CA vs. CV crisis) in which it is involved.
Our findings suggest that practitioners should first assess
whether consumers in the relevant country markets associate
the company at fault with a specific COO and, if this is the case,
detect the stereotypes, specifically warmth, evoked by that
country. Do consumers perceive the company’s COO as warm,
friendly, and trustworthy? Answering this question is of pivotal
importance because our results show that under certain circumstances, country warmth works as an insurance policy for a
foreign wrongdoer against the unfavorable consequences of a
crisis. Practitioners should also assess how consumers perceive
the type of crisis in which the company is involved. Do consumers perceive the crisis as being caused by a lack of the
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company’s ability or morality? Answering this question is
important because our results indicate that the effects of country warmth work differently when consumers witness CA or
CV crises.
Thus, if the foreign company is associated with a “warm”
country and is involved in a CA crisis, practitioners can leverage the company’s origin by emphasizing its ties to its home
country that consumers consider friendly, trustworthy, and
well-intentioned. Emphasizing the warmth dimension supports
consumer inferences of corporate benevolence, which lowers
perceptions of corporate greed and mitigates emotion-driven
retaliation. Conversely, when a company is associated with a
“cold” country, marketers should ideally dissociate the company from its COO. This can be achieved primarily by communicating a company’s connectedness with and concern for
the local market or, in more abstract terms, positioning the
company as a “rootless” global player (Mandler, Bartsch, and
Han 2020). Notably, it is possible that consumers’ stereotypical
beliefs are biased in a way that disadvantages local companies.
In such cases, nation branding strategies can help educate consumers about the desirable (ideally warm) traits of a nation
(Avraham 2020). Another strategy is to compensate for the
detrimental country-induced inferences of corporate greed by
actively signaling the company’s benevolence by, for example,
highlighting its active engagement in local CSR activities,
which may disconfirm consumers’ inferences of the company’s
ill intentions.
Finally, marketers should also be aware that consumers condemn offending companies more when they violate ethical
standards than when their professional competence is at issue.
Importantly, moral standards differ between cultures (e.g., Ford
et al. 1997; Singh et al. 2007), which implies the need for
international marketers to carefully assess how exactly consumers in the affected markets perceive the corporate crisis. Our
results also reveal that if consumers perceive a crisis to be
value-related, the buffering effect of country warmth vanishes.
Therefore, marketers should rely on the buffering effect of
country warmth only if the crisis is related to its ability to meet
quality standards. As such, marketers should try to prevent
media from framing a crisis as resulting from the company’s
lack of morality and engage in counterbalancing actions specifically when the company is depicted as a moral transgressor.

Limitations and Future Research Directions
Our study has limitations that provide avenues for further
research. First, we opted for an experimental approach to establish causality and ensure high levels of internal validity. We
used fictitious brand stimuli to avoid any brand-induced confounding effects, which is a common practice in experimental
research in international marketing (e.g., Davvetas, Diamantopoulos, and Liu 2020; Diamantopoulos et al. 2019; Herz and
Diamantopoulos 2013; Magnusson, Westjohn, and Zdravkovic
2015). We expect the demonstrated country warmth bias to
extend to real brands but to be weaker, as the diagnosticity of
country cues depends on consumers’ level of brand familiarity
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and knowledge (Laufer, Gillespie, and Silvera 2009). If consumers have extensive experience with a brand and have
formed strong beliefs about its values and behaviors, they are
less likely to infer its benevolent or greedy motives from its
origin. Nonetheless, because country-induced effects operate
automatically and unconsciously (Herz and Diamantopoulos
2013, 2017), the country warmth bias may also apply to
well-known brands, even if to a lesser extent. Accordingly,
we call for research to explore the robustness and potential
boundary conditions of this effect using real brands.
Second, recent advances suggest that country stereotypes
can interact with a brand’s positioning (Halkias, Davvetas, and
Diamantopoulos 2016). For example, Magnusson, Westjohn,
and Sirianni (2019) investigate the case of brands originating
from different (warm and competent) countries that are positioned in a consistent (vs. inconsistent) manner with the brand’s
home country personality. They find that consumers evaluate
brands more favorably if they are positioned in a manner that is
congruent (vs. incongruent) with their home country’s personality stereotype. Therefore, future studies should extend our
findings by testing if and to what extent the investigated relationships vary depending on a brand’s positioning.
Third, in addition to the hypothesized indirect pathway, we
observe a direct effect of country warmth on retaliatory intent
in Studies 2 and 3. Given that these studies use a different set of
country stimuli than those used in Study 1, this direct effect
might be due to unobserved differences in country-specific
attitudes. For example, increased levels of consumer affinity
(Oberecker, Riefler, and Diamantopoulos 2008) or reduced
levels of animosity (Harmeling, Magnusson, and Singh 2015)
toward the sampled (warm) countries could prevent consumers
from taking retaliatory actions more directly (in addition to the
indirect pathway through perceived corporate greed and condemning emotions). Therefore, future studies should focus on
the role of prominent consumer dispositions toward foreign
countries, such as consumer ethnocentrism, cosmopolitanism,
and consumer affinity/animosity (for a review, see Bartsch,
Riefler, and Diamantopoulos 2016), which may affect how
consumers respond to misconduct of companies from different
countries.
Fourth, crises are by definition extraordinary critical events
that differ, for example, from minor product defects that cause
only mild inconveniences to consumers. Accordingly, in our
empirical studies, we considered sets of corporate crises that
had rather severe consequences, though we did not statistically
control for the perceived severity of the crisis. Thus, we cannot
exclude that the effects we observed could have had different
sizes in less severe crises. We speculate that consumers rely
less on stereotypes in highly critical contexts: as the perceived
severity of an event increases, the activation of automatic,
heuristic, and stereotype-based information-processing systems may decrease. Thus, the effects of country warmth stereotypes provide a rather conservative test. Similarly, while we
distinguish between CA and CV crises, corporate crises could
further differ in additional dimensions, such as the intentionality (purposeful or accidental) of the company’s actions.
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Future research could test our conceptual model by including
perceived severity and intentionality as statistical controls and/
or moderating variables.
Fifth, we used the adapted versions (Maher and Carter 2011)
of Fiske et al.’s (2002) original scales to assess a country’s
perceived warmth and competence. Although these dimensions
represent well-established theoretical constructs that are widely
used across disciplines, their operationalization in empirical
marketing research has been somewhat problematic (Halkias
and Diamantopoulos 2020). Future studies should replicate our
findings using alternative scales to measure a country’s warmth
and competence, such as those recently developed by Halkias
and Diamantopoulos (2020).
Finally, our study focuses on condemning emotions and
emotion-driven retaliation against offending companies of different nationalities. We encourage future research to test cognitive and emotional responses to corporate crises side-by-side
and over time. It could be that consumers’ condemning emotions in response to corporate crises play a primary role in the
short run but fade over time. In the long run, consumers may
weigh their moral concerns against the subjective utility they
can obtain from a company’s offerings, which might also be
affected by stereotypes of country competence. Further
research could adopt such a holistic perspective to delve into
the interplay and dynamics of emotional and cognitive
responses to corporate crises.
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