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Abstract  

The aim of this study is to examine the effects of animosity and the country of origin image on purchase intention, the Amos 23 

software was used to analyze the questionnaire data. The results indicate that existence the indirect effects of the animosity and the 

country of origin image on purchase intention through the mediation of perceived quality. 

Keywords: Country of origin Image, consumer Animosity, purchase intention, perceived quality.
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���<�  

�Ï'3=	�"��ù�s%�§8;ا�q1iو�أ��K_`أ���¥��Ê�D;ا�Ï'3!��<=Zأ�©b1iأ�،�<>D�Eت��!��
���7
���9Eاق�ا
�و
>��و�ا&p'�ر�ا;S�D�ت�و�ا!

ا;�Ê�Dأو�ا
��!���G=H��Í­0و���b]��5اء�!S�D�ت�و���!�ت�ذات���دة���
>�،��و��%�+�&>��ا
'�اء�دور�أ9���¡�*(�ا��>�ر�ا;S�D�ت�،�

� ¡¢�"<<��
� 
%=RP%�§8ن� �<9�9E� ���D
�����w1  ا �!� ���دة s%�§8;ا� 
�ى� �ا;���ة �<%=�
�ا s%�� ��èأ� ¡î�\� �!�Rن، Ê�D!� ���إ و�ا
��iل

�ا;RP%�§8ن ÒFو�!�ا� �!Mirabi, Akbariyeh, & Tahmasebifard, 2015(  �Ao(#8%�ك�و���Vرات Ê�D;ا� ør�V�� �a�� ����KRT	D�ء �Fو�

���V��ørاaء���D	�KRT����Fو��Ï'3;%��ا	دة،�و��cl��8،�ا
;RP%�§8ن�!�Aoا
��اء،�ا
��V+�ا
�����/<0�،)Ô�=�à!�AJ�w1��	�Ï'3=ا

Ê�D;ا)Akdogan, Ozgener, Kaplan, & Coskun, 2012( .èÏ	� Òi��� Ï'3;ا� �%	� ��%·�����Vرة �=��\� ¡­
�ا �<��D;ا� �ا
��ا�� �إ�0ى ��

�O£ا�'

�<��w<8=%>��ا�M�ذ�ا
��ار�ا��!�M�8;ا� Ar�9�
�إ�0ى�ا Ao=��¡¢اء���'
�	�7Î�9ار��Fذ��M�ا�)*�s%�§8;ا))a�، 2004(��!أ�،

� s%�§8;ا� 
�ى� �x�,�!�KR,� �دول �!S�D�ت �ا�S�ه ����
�ا �<1%8
�ا;'����ا �&Ï	� Òi��� ���� �(�. (Akdogan et al., 2012)ا
��اء��
و�	�

��ا;��D��s%�§8ا�M�ذه��Fار�ا
'�اءa��KR«Ï�
  .\���G!�KLا
��ا!�Aا;8�Z=��*(�ا

  أد��3ت�ا"�را�� .1

1.1. �Ï'3;%��ا	رة��i  

�s
.`� ،Ï'3;ا� �%1	� �ا;��%�� "<Z�h;ا� �	����ف ©h%�ا�� ��èأ� �=`� �ا
1�Ro0ن، �	����ف Ï'3;ا� �%	� �	�Vرة �ا;��%�� Òر����
�ا ©h%�ا�

Ê�D;ا�ÒDiف�����	ر����S�
أ&���f(Sauer, Young, & Unnava, 1991) و��.`��)Scott, Wall, & McBoyle, 2005(ا;��Vد�أو�ا
��!��ا

��!��
�����DZ�ك���ا�]�*(�Uراء�	Rن�ا
P��ب�و�ا
1�Ro0ن��0ل��i�Ò���ªرة�	%��ا;��ª�����،Ï'3ف�ا
�Vرة�!���Gل��اVWl��ørا

��%1%
)Lala, Allred, & Chakraborty, 2008(: 

"�%1

��Õاد��0ل�ا��<!��Qر��،�و�ا;����ات��ت�ا;�>���9�3���G!����=S!�)ß��%1
 )�i".)Martin & Eroglu, 1993رة�ا

"��&�B91%��و�
�	�s%�§8;ا���%�\��!�AJ�Ao=���%1
�(�iرة�ا��S�D=	�Ì�
  )Brijs, Bloemer, & Kasper, 2011( )."و�

��aء���D	ف���ª��F���èأ��=`�Ê�D;ا�ør�V�)Lala et al., 2008(  

ا
��>>=�ت�و �G!����=S!�)ßا
�Vر�..." î�ª")*�7Di¡�ا
�Vرة�B�E�ر،�اh%Wl>��ا
���h>�،�و�ا
�ا	��ت�ا;�����1	���h;م،�	=��i�Íîرة�"

�%1
 (Nagashima, 1970) ."و�ا
�Vر�ا
D=�>��ا
­¡����!���ر��ل��E=�ل�و�ا;RP%�§8ن�;S�D�ت�ا


%=�Ê�Dا
.ي���)*�7DV	R�!��%ن"����H;ا��=<�
�	�w1���ت���	را�G!ن��B���¡­
   )�i".)Narayana, 1981رة�ا
�i�)ß��%1رة�!���ة�ا
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  Animositéا"!�اء� .2.1

��ا
��!��ا
�S�ر���*(��9Eاق�ا
��;>��،�ا;�����F�s%�§8ر���اء�ا�S�ه�	%��a���1%9��«:��¡­
��اء�ا;��s%�§8��G!�A!أZ"�ا
��ا!�Aا

���#���KR,ب�أ��ى��19éن�R�!� �̀'
��ا
��!��أو�ا����5اء�ا
��!�ت�ا
D�Z�G!��¦5.ا�ا
1%�. إa���1%9��«:��Ï'3;%��ا	ه��S�اء�ا��
 Z.ا�ا

)Bayraktar, 2013(.  

����ª (Klein, Ettenson, & Morris, 1998; Sauer et al., 1991)ف&Ï	اء���
&���Êا
�PاZ>��ا
­¡����AV	��0éاث�ا
�V�F��،���P8�د���"ا

�ا
'�اء �9%�ك �a���«:�� ¡­
�ا �<
�klأو�ا� ��	�8
�ا �<9�<8
��.`��." و�ا ،s
�ذ �a�� �%o!Ï`و�)� ،uÎو�ن�) �2007RP%�§8;ا� ���اء !o�ل

>8#� �ا
>�	�ن �ا�S�ه �إ��ق�ا
R<D�Vن +>8#� �8(��� �ا�S�ه �K$9Eا
>Rن �و���اء ،�<&�o
�ا �<;��
�ا �ا�klب �أ»D�ء 
%RVن� �ا
>�	�ن �ا0��ل +

���F�د� �ا
.ي Ò
�b�%
� �8(��� �!��ر�� +>8#� �8(��� �ا�S�ه �R<P��!Eن �و���اء ،OB<h<9�1
�ا w<b;ا� ���Dب )*� �&�و�� 
�S�رب� �8(��


cX¤ا��r،�و�&.`� )�2007�وuÎ،�(ا
��f�ت�ا;��bة����ا
��اق��¡��(�h
و����س�. `=o�ل���اء�اcl¤اR��rن�ا�S�ه���)8����اء��0��ل�ا

��أ9�س�أ19�ب���ر�M>��أو�,ZKR�،�و�a���%1
ا
��اء�!���Gل�#���Z�G=����اء�ا�klب�و�ا
.ي�\��ÒF�!�G��KLا
�hد�ا
��ا£�Oا�S�ه�ا

�ا
.ي ���S�D!و� �%1
�ا �ا�S�ه �ا
�hد ���اء G��KL�\� �ا
.ي ��V�F�دي ���ا
��اءa�� �أ»�ر�1%9>� �
� �=Z�`و�� �اV�F�د�� �Eم �	%�ه A�0ا

  .)Klein et al., 1998(�9���اد�
%'�اء

  @�3س����_�ات�ا"�را�� .2

� G!� �&�B!� ��<8#� �<rا�'�� �D<�� )ßو�� �اcl¤ا�rي، 7=�S;ا� G!� �D<�� �a�� �!�زع �ا9�<>�ن ���ل G!� �ا
1>�&�ت 7=�� "�380��"�� ��د،

��KR1��%
� �!�KRTات�ا�S�9ا��" �و��"�F>�س �أ��ى، ���� G!� �<8(�h
�ا �ا;S�D�ت �����و�ا�S�ه G!� Ï'3!� �%1`� �8(��� �ا�S�ه "�hFا�!� G

)a���=`��9را�
  : ا

1.2 .�?Cرة�����ا��^ 

� ��أر���â	�Dد�!F�"%9�G>�سa�� �ا;�Ï'3	D�ء و�ا
­¡���)/)Pisharodi & Parameswaran, 1992; Scott et al., 2005�F�">�س��iرة�	%�

� �%1
�ا ør�V�� �أي �%1%
� )aP
�ا �	�;8��ى [%���)�8(��( �<
��
�ا �ا
�D1د øM�� �=<�  :1.�� ،� �<
�ا
�و ��E=�ل )*� � ا;��رات��. .2ا;'�ر̀

��،��<D��
و�ا
­¡����%]�	VM��ørا;S�D�ت�ذات�   )Han, 1989(سو�»�»��	�Dد�!F�"%9�G>�. ا
���ر�ا
8>���¡.4ا
���ر��V�F�دي،�. 3ا

�<
��
  .ا
��8. 3،�ا;B�&�. 2،�ا
���م�ا
��î¡. 1: ا;�Ï'3ا
=<��¡��(�h����øMا
�D1د�ا

  ا"!�اء .2.2

D	اء���
����ء��"�F>�س�اaس��<F�"%9�G!��i�D���8=�)Klein et al., 1998( )a���=`:  


بHYاء�ا�S :1 .�+HT
��اcl¤ا����rل��0��ل. 2�S�ه���)8�،�اأ���5	����إ�%����!�G=«�7د���8(����aن��R���.  


�B��5�©8���S�ر����=���GP�=�د��%·��،�. 1: ا"!�اء�~@��mدي��. ��2)8������)8����،�ّrا¤clد���*(�ا�V�F����%8
��ا�. 3ا
��iل�إ

�rا¤clا�*(�ا���KR1`دي��V�Fذ�ا�h&���ù�
��8(��.  
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  ��3Zا"?
اء�. 3.2

�� �ا
'�اء �<&� ÒV�"�!��
�ا 
'�اء� ���� 
1.ل� �ا
�ا�>� �ا
�hد ���" (Spears & Singh, 2004)�� ¡¢�"��!��
� �ا��>�ر�ا
�=�ء ا0�=�ل

� ��5اء �
�0� )*� Ê�D!� �¦�� G!� �D<�!�D<�! " Crosnoet al., 2009).(س��<F� �ا
'�اء" �" �	�Dد"&>� �«�«� ���ل G!� ،� )ß»أود���<`Ï�
�	


�ي�اZ�=�م�" ،�و"	�
�Ï`>��أ&�ي�ا
'�اءأ&��"،�"ا
'�اء)����%
��F�"%9>�س��"'�اءaء���D	)Spears & Singh, 2004(.  

3.3. �Qدة�ا��ر�XYا  

�G��� �،�	���د�ا
�1اAr��hق�ا;�Ê�Dأو�ا��!�Wl	�VMص���Vر�ا;�s%�§8ا
'�!�KL�ª"�G��Aا�clدة�ا;�ر̀D!����;ف�ا��
 ,Zeithaml(ا

��&�ا���ا
'�اء.  )1988a�����8;ا��ZKR«Ï��G!8�=�ة�!��   )ZÏ� )Tsiotsou, 2005=>��ا�clدة�ا;�ر̀

� � �ا;�ر̀ �ß(ا�clدة �	�Dد �«�«� ���ل G!� ��9�<F� "�" :� �!�=��
�"ا ،"�<F�«�;ا"� �"����ة"، �F>�س، "%9� �a��  & ,   )Antony, Agus	D�ء

Shukri Hajinoor, 2012( س�<F�"%9�G!ره��ا��>�"��/
�o

E�G��D1%ول�و�ا
o�O(،�أ!��ا
��D1ا )ST Wang, 2013(.  


��3ت�ا"�را�� .3T:  

"Fر�AB'
��ا
D=�ذج�ا;R1ن�*(�اaء���D	 :01��،اء�'
��و�&>��ا ا
.ي��R1ن�ا
����F	Rن��iرة�	%��ا;Ï'3،����اء�ا;s%�§8،�ا�clدة�ا;�ر̀

��&>��ا
'�اء،��Z�ÒV.ه�ا
�را9�ت�ا
����Fا;1��5ة�������i%©�درا9�ت�����ة�a��Ï'3;%��ا	رة��V
��ا
��KR«Ïا;1���5و�,�KRا;1���5�إ

	Rن��،�`=����ÒVدرا9�ت�أ��ى�ا
���KR,��Fا;1��5ة  )�Ao!)Peterson & Jolibert, 1995درا�9"&>��
%'�اء"و�" �iرة�	%��ا;"�Ï'3	Rن�

"�Ï'3;%��ا	رة��i "اء"و��'%
��<& "��
�klه�ا.Z�)*�/<0 "� ����w9ا
����F	Rن��iرة�ا
1%��و�&>��
%'�اء�!�Aoدرا��9" ا�clدة�ا;�ر̀

)Lala et al., 2008(§8;ا� ���اء �!���ع ©
��D�و ¡­
�ا ���Eى )ß� �درا9�ت ©%i��� �=`��F��� �و���د ���إ �ا
'�اء �<&� �a�� �و��KR«Ïه s%�

  .)Li, Yang, Wang, & Lei, 2012(!1��5ة�و�,�KR!1��5ة�	Rن�ا
��اء�و�&>��ا
'�اء�!�Aoدرا�9


��3ت�ا"��"�3o"ا��ä�3^��  &2��،�"ذ�JiSء�� �:  

��&>��ا
'�اءa��Oâ�Sإ��KR«Ï����
�Ï'3;%��ا	رة��i  

� ��ا�clدة�ا;�ر̀a��Oâ�Sإ��KR«Ï����
�Ï'3;%��ا	رة��i  

��&>��ا
'�اءa��Oâ�Sإ��KR«Ï���
  ا
��اء�

� ��ا�clدة�ا;�ر̀a��Oâ�Sإ��KR«Ï���
  ا
��اء�
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  2Z�ذج�ا"�را���01@��و����Ä2ا"?��vر 

 

 

 

 

 

 

 

 

���V��Z��3�4ا"�را�� .4  

 :@�3س�q;�ت�ا�>�3س .1.4

�1
��إذا�!���Fر&©�)�7درا9�ت�9�	���0.914��Ao!و��0,834و���او�&�©0��!�Êr��A!أ
h��`�و&1�خ�;�KRTات�ا
�را��9	Rن��!�"<F�)ßو�

  )Pisharodi & Parameswaran, 1992(,   )Han, 1989(درا�9

��»1�ت�أداة�ا
�>�س�
��b>]�أ�Zاف�ا
�را�9aل������ا�!.Zو�.  


وZ;�خ�!����أ"��o(@�3س�q;�ت�ا�>�3س���N01ول�ر@��Q(  

  !��!�Aأ
h��`�و&1�خ  ��د�ا
�D1د  :ا;�KRTات

Ï'3;%��ا	رة��i  06  0.914  

  0.894  04  ا
��اء

  0.834  03  &>��ا
'�اء

�   0.882  03  ا�clدة�ا;�ر̀

  16  0,838  


��3ت�ا"�را��ا.. 2.4Tر��;�  

��<%B<�

1%�Ro0ن�*(�!�Ò%�Mا
�VVM�ت�#'�AB،�ا
­¡� (SEM)اD!�M�9��Z�)*.ه�ا
�را��9&=�ذج�ا;��دfت�ا��%Hh;ت�ا�<D��
�G!���ªا


1%�Ro0ن�ا�1�����*(�ا
�%�م����=��>���a��+و���!��Zا���و�$! )Hooper, Coughlan, & Mullen, 2008(.�����=S!�s
و�\�M�8م�*(�ذ

  نية الشراء  على ، العداءمنشأالصورة بلد  افتراضي لتأثيرنموذج  01:الشكل رقم

 

 

 

 

 

 

 

 صورة بلد المنشأ

 العداء

 نية الشراء الجودة المدركة
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�ا;:�5  G!� ��VWX�� �ا
D=�ذج، mأو����� A1��� ��
��� G!� ¡­
�ا �ا;��	�� ���دة �	=:�5ات Íä8ª� �»�»���(Hooper et al., 2008)ات )*

)ß� �أ9�9>� �ا;�%��: !:�5ات �ا;��	�� �ا;�%���(!:�5ات G8�� �!:GFI�5!:�5ات �ا
����w9��! 7â�! ¡ý �.ر ، Ï�Wlا  RMSEA(�،

�)Hooper et al., 2008( و��Ò<H.  )Hooper et al., 2008( )��رن ا;�>�ري،�!:��5ا;��	���ا; ا;��	�� !:�5(!:�5ات�ا;��	���ا;$�ا��ة�

�"Fول�ر�clا�)*�)ß�¡­

�.ه�ا;:�5ات�و�ا��
  . 01ا
�>"�ا;��1

��k*(�ا�clول�ا;�ا�( و�أ5�رت�F>"�!:�5ات��G80ا
D=�ذج�*(�Z.ه�ا
�را�9 �́!�،�
�1�!�Êr��&���  :إ

  


ات�,�1Uا" 2�ذج��N :01ول�ر@������V��Z  


ات�,�1Uا" 2�ذج���  

  

  ا">��3ا�>;�"�

(Hooper et al., 2008)  

�3U%
o"ا� ���ت�ا  

��<��fات�ا�
����<�fا�  

CMIN/DF  �G!�AF2.953  3أ 



��� 8��ÑN ñر ���� Oû[
 ا��f�Yا"�>

RMSEA  

�G!�AF0.072  0.08أ  

���<�f�1ا�UNات�
���GFI  ن�R	)00.749  )1و��  

AGFI   �G!�KL`0.826  0.90أ  


ات�ا���f>��ا���ا��ة���  


��� �<��fا�!�3ري  ا� NFI ن�R	)00.758  )1و��  


��� �<��fا�>�رن  ا� CFI 

 

  0.819  )1و��)0	Rن�

��q_��إ����$���3Z�JiSا"?
اء .1��x"��?Cرة�����ا��ر�: ^�ا;8�A!��!�"%	The path coefficients اء��'
	Rن��iرة�	%��ا;�Ï'3و�&>��ا

��=<�

%=S�D�ت�ا
�h)8>��،�أي�أن�) 0,06(ا�! ���=<F 6  %ا���ف���Ï'3;%��ا	رة��i�"<���)*Ê��& G� نا;8§�% &>���5اءRP ��=!

��أن�aل����� 
��ا�clدة�ا;�ر̀fد��
�Ì�
����Ò<���KR«Ïو�DP
��&>��ا
'�اء�a��Oâ�Sا��KR«Ï����
و����&�[h�Z�Êr.ه�ا
�را�7!��9. 

  .!0�G>/�ا
�KR«Ï (Peterson & Jolibert, 1995)و�&���Êrدرا�& )Li et al., 2012( , ���9��Êrدرا�9
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