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The Impact of Product—harm Crisis on Purchase Intention:
Moderating Effects of Personal Characteristics of Consumers

—The Example of Toyota Recalls

WU Jiandin GU Ji-bao DAI Qi
( School of Management University of Science and Technology of China Hefei 230026)

Abstract: This study takes Toyota recall as an example to explore the differences of the survey data before and after the re—

calls. The results show that the decreasing degrees are significantly different between consumers with different gender age

and income during car product-harm crisis. The personal characteristics have moderating effects between product-harm crisis

and purchase intention.
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