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Table 1. Random Assignment of Participants

Experimental Conditions
Crisis Type Public Org-_Puin_c Frequency Percentage(%)
Involvement Relationship

Group 1 intentional 0 low 96 12.2
Group 2 intentional 0] high 105 134
Group 3 intentional X low 94 12.0
Group 4 intentional X high 107 13.6
Group 5 unintentional X low 99 12.6
Group 6 unintentional X high 92 1.7
Group 7 unintentional 0 low 103 13.1
Group 8 unintentional 0] high 88 11.2

Total 784 100.0
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] 5.34 1.50
Public Involvement 5.866 782 .000
X 4.71 1.47

Crisis Type : Levene's Test(p = .386) / Public Involvement : Levene's Test(p = .614)
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Table 3. Confirmatory Factor Analysis(Moderating Variables)

Factors
Measurement
Switching Costs Brand Usage Brand Loyalty Symbolic Benefits
SC1 .863 .201 225 .258
SC2 .851 .205 232 .235
SC3 .828 214 220 231
SC4 .798 221 .245 .303
BU1 216 .894 270 178
BU2 .260 .871 274 212
BL1 334 .303 .798 270
BL2 318 515 .676 262
BL3 .358 410 .605 416
SB1 373 .202 229 .841
SB2 .375 261 .329 TJ71
Eigenvalue 3.526 2.368 1.980 1.961
Total Variance (%) 32.052 53.581 71.582 89.412
Cronbach’s a .946 .948 921 919
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Table 5. Results of Three-way ANOVA

DV(=PLB*) Source df MS F p n
Corrected Model 7 27.796 14.969 .000 119
Intercept 1 11847.592 6380.360 .000 .892
Crisis Type(CT) 1 27.387 14.749 .000 .019
Public Involvement(PI) 1 32.421 17.460 .000 .022
Short-term Organization-Public Relationship(OPR) 1 61.206 32.961 .000 .041
CT x PI 1 67.416 36.306 .000 .045
adjust R* = CT x OPR 1 6.930 3.732 .054 .005
Pl x OPR 1 .851 458 499 .001
CT x PI x OPR 1 2.763 1.488 223 .002
Error 776 1.857
Total 784
Corrected Model 7 25.266 12.889 .000 104
Intercept 1 10486.975 5349.653 .000 .873
Crisis Type(CT) 1 15.030 7.667 .006 .010
Public Involvement(PI) 1 17.978 9.171 .003 .012
Long-term Organization-Public Relationship(OPR) 1 52.916 26.994 .000 .034
CT x PI 1 81.144 41.394 .000 .051
adjust R* = .09 CT x OPR 1 8.641 4.408 .036 .006
Pl x OPR 1 1.597 815 .367 .001
CT x Pl x OPR 1 1.717 .876 .350 .001
Error 776 1.960
Total 784
Corrected Model 7 24.519 14.707 .000 17
Intercept 1 12092.442 7253.399 .000 .903
Crisis Type(CT) 1 11.436 6.860 .009 .009
Public Involvement(PI) 1 31.200 18.715 .000 .024
Others Organization-Public Relationship(OPR) 1 49.912 29.939 .000 .037
CT x PI 1 72.550 43.518 .000 .053
adjust R? =109 CT x OPR 1 7.916 4.748 .030 .006
Pl x OPR 1 677 406 .524 .001
CT x PI x OPR 1 127 .076 .783 .000
Error 776 1.667
Total 784

* PLB : Perceived Likelihood to Boycott
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Table 6. Descriptive Statistics for each DV (IV: Crisis TypexPublic Involvement)

S - Public
DV(=PLB*) Crisis Type Involvement N 1% SD MD SE P
0 201 3.98 1.219
intentional —.187 126 .598
X 201 417 1.315
short-term
0 191 4.23 1.596
unintentional 1.008 .155 .000
X 191 3.23 1.423
0 201 3.62 1.282
intentional —.348 134 .057
X 201 3.97 1.402
long-term
0 191 4.03 1.565
unintentional .963 .154 .000
X 191 3.07 1.446
0 201 3.94 1.162
intentional =211 119 .379
X 201 415 1.222
others
0 191 4.35 1.525
unintentional 1.026 147 .000
X 191 3.32 1.340

* PLB : Perceived Likelihood to Boycott

** Tamhane's T2 tests were conducted as equal variances were not assumed by Levene's tests.
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Figure 3. Interaction plots for PLB (Crisis Type x Public Involvement)
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Table 7. Descriptive Statistics for each DV (IV: Crisis TypexOrganization-Public Relationship)

.. Public
— *
DV(=PLB*) Crisis Type Involvement N M SD MD SE P
high 212 3.90 1.082
intentional —.370 128 .024
low 190 4.27 1.429
short-term
high 180 3.32 1.423
unintentional —.769 157 .000
low 202 4.09 1.650
high 212 3.65 1.147
intentional —.307 137 142
low 190 3.96 1.538
long-term
high 180 3.15 1.398
unintentional —.751 .156 .000
low 202 3.90 1.651
high 212 3.91 1.077
intentional —.302 120 .070
low 190 4.21 1.300
others
high 180 3.45 1.388
unintentional —.728 151 .000
low 202 4.18 1.557
* PLB : Perceived Likelihood to Boycott
** Tamhane's T2 tests were conducted as equal variances were not assumed by Levene's tests.
PLB (Long—term) PLB (Others)
4.0 4.4
3.8 224 cw___/_i_,__——a
o
36 ’// 1.0
// P
344 /// 38 ///
) s / Org—Public
// //
a2 A . e Relationship
//
# _——
3.0 3.4 ngh
unintentional intentional unintentional  intentional Low
Crisis Type Crisis Type

Figure 4. Interaction plots for PLB (Crisis Type x Organization-Public Relationship)
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Table 8. Correlation between DVs and MVs

Brand Switching Symbolic Brand PLB PLB PLB

Usage Costs Benefits Loyalty |(Short-term)|(Long-term)| (Others)

Brand 1 550%* 561+ 759+ —331%*% | —359%* | —30%*
Usage

Switching 1 708%* 705%* —268** | —249%% | —247%
Costs
i

Symbolic 1 744%% | —244%% | —240%* | —233%*
Benefits

Brand 1 —407** | —.424%% | —360**
Loyalty
PLB

1 877** 791**
(Short-term)

PLB 1 J73%*
(Long-term)

PLB 1
(Others)
**p= 000
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Table 9. Verifying Moderating Effects of Brand Usage

DV: Perceived Likelihood to Boycott (Short-term)

R*=.119, F=35.213, p=.000

Final 4/% =.004, F=3.335, p=.068

B se t p 95% Cl
Constant 5.361 207 25.931 .000 (4.955, 5.767)
v —.092 .084 —1.099 272 (—.256, .072)
Brand Usage —.381 .047 —8.154 .000 (—.473, —.289)
IV x Brand Usage .031 017 1.826 .068 (—.002, .065)

DV: Perceived Likelihood to Boycott (Long-term)

R?*= 136, F= 40.747, p=.000

Final 4£% =.004, F=3.422, p=.065

B se t P 95% Cl
Constant 5.293 .209 25.358 .000 (4.883, 5.702)
I\ —.114 .084 —1.352 77 (—.280, .052)
Brand Usage —.409 .047 —8.674 .000 (—.502, —.317)
IV x Brand Usage .032 017 1.850 .065 (—.002, .066)

DV: Perceived Likelihood to Boycott (Others)

R*=.108, F=31.383, p=.000

Final 482 =.002, F=1.777, p=.183

B se t P 95% ClI
Constant 5.226 197 25.530 .000 (4.839, 5.613)
v —.062 .080 -.778 437 (—.218, .094)
Brand Usage —.331 .045 —7.446 .000 (—.419, —.244)
IV x Brand Usage .022 016 1.333 183 (—.010, .054)

IS ot 7] 9Jgt Z o HAHT o] § o]
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Table 10. Verifying Moderating Effects of Switching Costs

DV: Perceived Likelihood to Boycott (Short-term)

R?=.086, F=24.492, p=.000 Final 4R%=.005, F=3.819, p=.051
B se t P 95% Cl

Constant 4.961 77 28.103 .000 (4.615, 5.308)

\% —.064 .074 —.867 .386 (—.209, .081)

Switching Costs —.392 .054 —7.242 .000 (—.498, —.285)

IV x Switching Costs .037 .019 1.954 .051 (—.0002, .074)

DV: Perceived Likelihood to Boycott (Long-term)

R?=.074, F=20.857, p=.000 Final 4R%=.009, F=7.797, p=.005
B se t P 95% Cl
Constant 4.823 181 26.640 .000 (4.468, 5.179)
v —.157 .076 —2.079 .038 (—.306, —.009)
Switching Costs —.396 .055 —7.141 .000 (—.505, —.287)
IV x Switching Costs .054 .020 2.792 .005 (.016, .093)

DV: Perceived Likelihood to Boycott (Others)

R?=.072, F=20.295, p=.000 Final 4R%=.006, F=4.808, p=.029
B se t P 95% Cl
Constant 4.923 .168 29.242 .000 (4.593, 5.253)
v —.093 .070 —1.326 185 (—.231, .045)
Switching Costs —.351 .052 —6.806 .000 (—.452, —.250)
IV x Switching Costs .040 .018 2.193 .029 (.004, .075)

* |V = Crisis Type(CT) + Public Involvement(Pl) + Organization — Public Relationship(OPR) + CTxPl + CTxOPR + PIxOPR + CTxPIxOPR

2w $EAOR AZE W)/ 7] Bl s ZRsAS wobd A0 et HE g
W 08 Uehdthe7): p= 003, 37): p= 7] ool elel Bul FeAS gatsie 2 f)
022)((Table 9) ). 2 ek 7Hdo] S A Hgle 45 MelER

(APH 22y = AT HI8) 28 ANS S Abwu, 1) €] Eo /Rso] thet S el

obm7] $fat A0 A3k ulgo] KolHSE Bul T ] 80| ATAEE FOISIA| AUTH A R
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Table 11. Verifying Moderating Effects of Symbolic Benefits

DV: Perceived Likelihood to Boycott (Short-term)

R?=.069, F=19.293, p=.000 Final 4R%=.005, F=4.113, p=.043
B se t P 95% Cl
Constant 5.049 .201 25.132 .000 (4.655, 5.444)
\% -.107 .081 -1.319 .188 (—.265, .052)
Symbolic Benefits —.353 .054 —6.566 .000 (—.459, —.248)
IV x Symbolic Benefits .039 .019 2.028 .043 (.001, .076)

DV: Perceived Likelihood to Boycott (Long-term)

R?=.062, F=17.305, p=.000 Final 4R%=.004, F=2.944, p=.087
B se t P 95% Cl
Constant 4.808 .205 23.404 .000 (4.405, 5.212)
\% =111 .083 —1.336 182 (—.273, .052)
Symbolic Benefits —.334 .055 —6.071 .000 (—.442, —.226)
IV x Symbolic Benefits .034 .020 1.716 .087 (—.005, .072)

DV: Perceived Likelihood to Boycott (Others)

R?=.062, F=17.082, p=.000 Final 4R*=.005, F=3.867, p=.0496
B se t P 95% Cl

Constant 4.996 191 26.165 .000 (4.621, 5.370)

\% —.109 .077 —1.423 155 (—.260, .042)
Symbolic Benefits -.317 .051 —6.203 .000 (—.418, —.217)

IV x Symbolic Benefits .036 .018 1.966 .0496 (.0001, .071)
= Al A g, A e, Hils $4%) 9 HYHE o] 3 A wole FREAo= oF
24 aajof gt 7hdo] RE AR EH, @& S FUeh Bl E 7Rs Aol Mgk vl 8t
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Table 12. Verifying Moderating Effects of Brand Loyalty

DV: Perceived Likelihood to Boycott (Short-term)

R?=.186, F=59.511, p=.000 Final 4R%=.004, F=3.479, p=.063
B se t P 95% ClI

Constant 5.791 .206 28.089 .000 (5.386, 6.196)

\% —.067 .090 —.753 452 (—.243,.108)

Brand Loyalty —.522 .049 —10.658 .000 (—.618, —.426)

IV x Brand Loyalty .035 .019 1.865 .063 (—.002, .072)

DV: Perceived Likelihood to Boycott (Long-term)

R?=.194, F=62.587, p=.000 Final 4R%=.004, F=3.949, p=.047
B se t P 95% ClI
Constant 5.698 210 27.256 .000 (5.288, 6.109)
\Y —.100 .091 —1.107 .269 (—.279, .078)
Brand Loyalty —.544 .050 —10.952 .000 (—.642, —.447)
IV x Brand Loyalty .038 .019 1.987 .047 (.001, .075)

DV: Perceived Likelihood to Boycott (Others)

R?=.143, F=43.438, p=.000 Final 4R%=.004, F=3.441, p=.064
B se t P 95% ClI
Constant 5.565 .200 27.789 .000 (5.172, 5.958)
\% —.088 .087 —1.008 314 (—.258, .083)
Brand Loyalty —.441 .048 —9.259 .000 (—.534, —.347)
IV x Brand Loyalty .034 .018 1.855 .064 (—.002, .069)

* |V = Crisis Type(CT) + Public Involvement(Pl) + Organization — Public Relationship(OPR) + CTxPl + CTxOPR + PIxOPR + CTxPIxOPR

(M=3.94)2
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Table 13. Conditional Effects of IV on DVs at the value of Moderating Variables

Variables .
B se t p 95% CI sig.
MV DV | MV Level
M—1SD | —.013 044 —.295 768 (—.099, .073)
short M 037 026 1.420 156 (—014 0g7) | Pata
p=.068
Brand M + 15D 086 029 2.941 003 (029, .143)
Usage M—1SD | —.034 044 — 755 451 (—.121, .054)
partial
| M 017 026 659 510 —.034, 068
°n9 ( 1 968) | h- 065
M + 15D 068 030 2.293 022 (010, .126)
M — 15D 000 044 0003 1.000 (—.087, .087)
short M 052 027 1.905 057 | (-.002,.105) ppfrté;
M + 15D 103 030 3.471 .0005 (.045, 161)
M—1SD | —.064 046 ~1.39 163 (—.153, .026)
Switching - sig.
N M 012 028 431 667 (042, 066) | T
M + 15D 087 030 2872 004 (028, .147)
M—1SD | —.025 042 - 588 557 (—.108, .058)
others M 030 026 1.173 241 (—.020, .081) 319
p=.029
M + 15D 085 028 3.016 003 (030, .141)
M—1SD | —.024 044 — 538 591 (—.109, .062)
short M 030 026 1.135 257 (—.022, 082) %19
p=.043
M + 15D 083 030 2.805 .005 (025, .142)
M—1SD | —.039 045 — 864 388 (—.126, .049)
Symbolic partial
| M 008 027 286 775 045, 061
Benefits °ong - ) p=.087
M + 15D 054 030 1.774 077 (—.006, .114)
M—1SD | —.033 041 —.788 431 (—.114, .049)
sig.
h M 017 025 661 509 033, .066
others (- ) p=.0496
M + 15D 066 028 2330 020 (010, .121)
M — 15D 023 045 514 607 (—.065, .110)
short M 072 026 2782 006 (021, .123) partial
p=.063
M + 15D 122 028 4.402 .000 (067, .176)
M—1SD | —.003 045 — 063 950 (—.092, .086)
Brand sig.
| M 050 026 1.916 056 —.001, 102
Loyalty | o9 ( 102 | 2 047
M + 15D 104 028 3.705 10002 (049, .159)
M — 15D | —.0003 043 —.008 994 (—.085, .085)
others M 047 025 1.876 061 (—.002, 097) | Prta
p=.064
M + 1SD 095 027 3541 0004 (042, .148)

* Interactions were explored at the p-value less than 0.1
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Objectives
This study examined why individuals do not engage in boycott despite unethical violations by
companies.

Methods

A 2crisis type: intentional/unintentional)x2(public involvement:  0/X]x2(perceived
organization-public relationship: high/low] online experiment was conducted. The situation in
which the public is more likely to boycott (short-term/long-term boycott/others) is explored.
Furthermore, this study tries to find moderating variables rendering boycott during crisis. We
collected 784 data from 392 participants.

Results

The study found that the perceived likelihood to boycott(PLB) became higher when the crisis
was intentional, highly involved with the public, and in a low organizational-public relationship
situation. Interestingly, when corporate violations were unintentional, a higher public
involvement rendered a higher likelihood of boycott while a higher org-public relationship
lowered long-term/others likelihood of boycott. Meanwhile, this study chose the level of brand
usage, switching cost, symbolic benefits, and brand loyalty as moderating variables that may
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lower the likelihood of boycott. Results showed that: 1) symbolic benefits lowered the
likelihood of short-term/others boycott, 2) switching costs reduced the likelihood of
long-term/others boycott, and 3) brand loyalty lowered the likelihood of long-term boycott.
However, the level of brand usage level did not show a significant moderating effect.

Conclusions

By examining moderating effects of variables not explored in previous studies, this
experimental study was performed to understand real reasons why individuals were not
willing to boycott brands/companies even if companies were involved with some unethical
crises. These results suggest some practical implications regarding boycott for both business
and civic groups.

KEY W 0 RD S Boycott, Crisis, Public Involvement, Organization-Public Relationship,
Brand Usage, Switching Cost, Symbolic Benefits, Brand Loyalty
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