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Abstract 
 
The measurement of implicit attitudes offers additional insights into consumer 
behaviour as response biases can be limited and attitudes that consumers may not 
want to admit, or may occur at a more unconscious level, can be assessed. This paper 
proposes the use of implicit attitude methodology to study consumer animosity and 
how the use of an implicit attitude methodology, in particular the Go/No-Go 
Association Task (GNAT), can be used to predict low involvement purchases and 
provide additional predictive power of actual behaviour of consumers.   
 

Introduction 
 
With consumers being exposed to more foreign products than ever before, it has 
become increasingly important to determine the affect that a product’s country-of-
origin (COO) has on consumer attitudes, and the factors that influence such attitudes 
(Wang & Chen, 2004).  In particular, one factor that is increasingly being mentioned 
in the literature as influencing consumers’ attitudes towards foreign products is 
consumer animosity (Klein, 2002).  
 
Consumer animosity involves feelings of aversion towards a specific foreign country 
due to past or present political, military, economic, personal and/or diplomatic events, 
which leads to a reduced willingness to purchase products from that specific country. 
The general consensus within the marketing research is that consumer animosity 
affects consumers’ attitudes towards products from particular countries, and that 
consumers’ purchasing behaviour is a direct consequence of such attitudes (Klein & 
Ettenson, 1999). 
 
The assumption that consumer attitudes are reliable predictors of purchasing 
behaviour is one that has originated from decades of research within the field of 
psychology.  However, it has also long been recognised that the ability to predict 
behaviour from attitudes relies on their adequate measurement. Traditionally, 
researchers have used ‘explicit’ measures to assess attitudes, which simply involve 
asking consumers’ about their behavioural tendencies, feelings and beliefs regarding 
an object (Rohner & Bjorklund, 2004). Recently however, social psychologists have 
introduced the notion of ‘implicit attitudes’, which are thought to exist outside of 
conscious awareness and affect an individual’s automatic reactions to an object 
(Karpinski & Hilton, 2001). Consequently, measures of implicit attitude have been 
developed, which allow attitude to be inferred by providing information about the 
positivity or negativity of respondents’ automatic evaluations of an object (Gregg & 
Banaji, 2004).  
 
The current research, which is in its conceptual phase, aims to introduce the use of 
implicit measures of attitude to the field of market and consumer research, by 
exploring whether such measures can be used to assess consumer animosity, and to 
predict consumer behaviour towards products from other countries.   

 1



 
Implicit Attitude Measures 

 
With interest in implicit attitudes increasing, several implicit attitude measures now 
exist. The most well known is the Implicit Association Test (IAT) (Greenwald, 
McGhee & Schwartz, 1998).  A computer based method, the IAT is based on the 
principle that it is easier to pair attitude objects (e.g. ‘flower’ and ‘insect’) with 
attributes (e.g. ‘pleasant’ or ‘unpleasant’) that have come to be associated through 
experience, than it is to pair concepts with attributes that are less or not at all 
associated (Nosek, Banaji & Greenwald, 2002). Therefore, the IAT assumes that, for 
example, the concept ‘flower’ and the attribute ‘pleasant’ should be easier to associate 
cognitively, than the concept ‘insect’ and the attribute ‘pleasant’, due to the general 
consensus that flowers are more ‘pleasant’ than insects are (Nosek, Banaji & 
Greenwald, 2002). Therefore, the IAT infers attitude by looking at the association one 
makes between an attitude object and positive and negative attributes.  
 
The IAT, while being the most widely used of the implicit measures, is recognised as 
being limited, in that it is a relative measure that is only able to assess attitude toward 
a concept (e.g. flower) in comparison to an opposing attitude concept (e.g. insect). 
While this may be functional to the measurement of naturally opposing constructs, it 
is less useful when single attitude categories are of interest. Therefore, Nosek and 
Banaji (2001) developed the Go/No-Go Association Task (GNAT), which unlike the 
IAT, is able to assess one attitude concept without the need for an opposing concept 
(Nosek & Banaji, 2001). Like the IAT, the GNAT infers implicit attitude by 
measuring the strength of association between a target concept (e.g. flower) and an 
attribute dimension (e.g. pleasant or unpleasant) by the degree to which stimuli that 
represents each concept (e.g. flower and pleasant) can be discriminated from 
‘distracter’ stimuli which do not represent those concepts. Thus, a shorter reaction 
time when, for example, ‘flower’ is paired with ‘pleasant’, compared to when ‘flower’ 
is paired with ‘unpleasant’, reflects a higher degree of association between the target 
concept (flower) and the evaluation (pleasant), indicating a positive implicit attitude 
towards flowers. 
 
The value of implicit attitude measures lies in their capacity to provide an insight into 
the situations in which there is a discrepancy between an individual’s explicit (i.e. 
self-reported) and implicit attitude towards an object, and the extent to which each 
type of attitude influences behaviour (Maison, Greenwald & Bruin, 2001).  In general, 
research using implicit measures of attitude has demonstrated a correspondence 
between implicit and explicit measures when measuring attitudes towards mundane, 
non-controversial objects (Fazio & Olson, 2003). However, for socially sensitive 
constructs, such as race and gender, there tends to be a low correlation between 
explicit and implicit attitude measures.  Furthermore, research has shown that both 
implicit and explicit measures can predict behaviour; however, the predictive validity 
of each measure is dependent on the extent to which the individual being assessed is 
motivated and/or has the opportunity to deliberate about their behaviour (Fazio & 
Olson, 2003). That is, when motivation and/or the opportunity to deliberate are low, 
behaviour tends to largely be a function of automatically activated attitude, and hence, 
implicit measures prove predictive. On the other hand, when motivation and/or the 
opportunity to deliberate are high, explicit measures tend to be more predictive of 
behaviour.  This is thought to be the result of the individual’s responses on the explicit 
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measure being influenced by the same motivational forces that guide their behaviour 
(Fazio & Olson, 2003). Therefore, it appears that implicit measures of attitude are 
more useful in predicting behaviour that does not occur as a result of effortful 
cognitive processing, but instead occurs automatically, without conscious 
deliberation.   
 
Table 1 summarises the measurement of implicit versus explicit attitudes and the 
advantages and disadvantages of each methodology. 

Table 1: A comparisons of measurements of attitudes 

 

 Explicit Attitude Implicit IAT Implicit GNAT 

Measurement 
(e.g. Assessing 
animosity toward 
China) 

Provide a rating on the 
extent to which you 
agree/disagree with the 
following statements. 

-I like China. 

-I do not like China's actions 
in Tibet. 

 

Associate either ‘Good’ or 
‘Bad’ with either China or 
the USA, by pressing the 
response key that matches 
the correct pairings (e.g. 
Good + USA/ Bad + China).  

Response time provides an 
indication of implicit 
attitude; the shorter the time, 
the closer the attribute 
(pleasant or unpleasant) is 
linked with the target (China 
or USA).  

 
Associate either ‘Good’ or 
‘Bad’ with China, avoiding 
the distracters (other), by 
pressing the response key 
when you are presented with 
the correct pairings (e.g. 
Good + China).  
 
The number of "correct" 
responses when the target 
(e.g. China) is paired with 
each attribute (Good or Bad) 
is a measure of implicit 
attitude.  Response times 
can also be used.    

Pros and Cons Predicts intent. 

A moderate predictor of 
actual behaviour when it 
involves conscious 
deliberation.  

Not a strong predictor of 
actual behaviour when it 
involves little conscious 
deliberation. 

Problem with response bias.  

Predicts actual behaviour 
when it involves little 
conscious deliberation.  

Can only assess implicit 
attitude towards one 
category (e.g., China) 
relative to another (e.g. 
USA).  

No problem with response 
bias. 

Predicts actual behaviour 
when it involves little 
conscious deliberation. 

Is able to assess implicit 
attitude towards one 
category (e.g. China), with 
out the need of an opposing 
category (e.g. USA).  

No problem with response 
bias. 

 
 

Using Implicit Measures to assess Consumer Animosity 
 
Thus far, the relevance and value of implicit measures of attitude have not been 
thoroughly investigated within the field of marketing (Brunel, Tietje & Greenwald, 
2004).  Instead, consumer researchers tend to rely on explicit measures to predict 
purchasing behaviour, which, as research shows, tend to be predictive of behaviour 
that is guided by motivation and consciously deliberated (Fazio & Olson, 2003). 
However, it has long been established that much of consumers’ purchasing behaviour 
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is guided by a spontaneous, automatic appraisal of the environment (e.g., Zajonc, 
1980). In fact, researchers have found that people only engage in a thoughtful, 
deliberative consideration of their attitudes when purchasing high-involvement 
products (Dovido et. al, 1997). Conversely, the purchase of low involvement products 
involves little deliberation and conscious processing.   Therefore, it is possible that the 
use of implicit measures of attitude may provide marketers with a way in which to tap 
into the automatically activated attitudes of consumers, which are beyond their 
control, and therefore allow for better prediction of spontaneous, uncontrolled 
behaviour, particularly for low-involvement purchases (Maison, Greenwald & Bruin, 
2001).   
 
The present research aims to introduce the use of implicit attitude measures to the 
field of market and consumer research, by exploring whether the GNAT can be used 
to measure consumer animosity, and to predict consumer behaviour towards both high 
and low involvement products from other countries.  Three empirical studies will take 
place to fulfil this aim: 
 
• The first will assess consumers’ explicit and implicit attitudes toward a range of 

countries. It is hypothesised that there will be a dissociation between participants’ 
explicit and implicit attitudes toward the countries, suggesting that the GNAT 
uncovers something about consumers’ attitudes that traditional explicit measures 
do not, and therefore demonstrating that explicit measures may lead to incorrect 
predictions regarding purchasing behaviour. 

• The second and third study will assess the predictive validity of explicit and 
implicit measures, by examining which is more predictive of participants’ 
purchasing behaviour of low involvement (study 2) and high involvement (study 
3) products from a range of countries. For study 2, it is hypothesised that the 
GNAT will be more predictive of purchasing behaviour for low-involvement 
products, when compared to explicit measures of attitude. On the other hand, it is 
expected that explicit measures of attitude will be more predictive of participants’ 
“intention” to buy low involvement products, when compared to the GNAT. For 
study 3, it is hypothesised that explicit measures of attitude will be more 
predictive of participants’ actual purchasing behaviour of, and their intent to buy, 
high-involvement products, when compared to the GNAT.    

 
Conclusion 

 
Considering the current political and military events occurring throughout the world, 
it is likely that consumer animosity will become a relevant issue in regard to 
consumer attitudes and their subsequent behaviour towards imported products. It is 
argued that animosity towards a country can manifest itself either explicitly or 
implicitly or both. 
 
A tool, such as the GNAT, that can measure attitude at the implicit level, would 
provide great insight into the underlying automatic associations that consumers make, 
specifically regarding foreign countries, and help to better predict consumer 
behaviour, purchase decisions, and/or product judgements. Although traditional 
explicit measures have proven useful in the past, the use of implicit measures, such as 
the GNAT, provides the following benefits for market researchers:  
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• A reduce possibility of response bias, as responses on implicit measures are free 
from retrospective and motivational concerns; 

• The detection of attitudes that respondents themselves are not even aware of; and 
• The measurement of attitude without the consumer being aware their attitude is 

being assessed. 
 
It is well reported that the majority of purchase decisions are determined by cognitive 
processes that occur outside of conscious awareness and control, and therefore 
without consumers realising (Fazio & Olson, 2003). It is believed that the empirical 
studies outlined in this paper will encourage consumer researchers to utilise implicit 
measures, such as the GNAT, as a measure of consumers’ implicit social cognition, 
while providing further insight into consumer animosity and the effect it has on 
consumers’ purchasing behaviour.   
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