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ABSTRACT 
The main purpose of this study is to examine the 

level of consumer ethnocentrism i.e. to check for the presence 

of ethnocentrism among Indian consumers based on the 

foundation of the social identity theory, and to see if the 

ethnocentrism level varies across the demographic variables 

of gender, age, education and income levels. The study also 

aims to analyse the impact of ethnocentrism on the purchase 

intention of foreign apparel brands, along with analysing the 

impact of demographics as moderator variables in the 

relationship between consumer ethnocentrism and purchase 

intention of foreign apparel brands. The results indicated an 

overall existence of ethnocentrism among the respondents. 

The ethnocentrism level across the demographics showed that 

such levels varied across gender, education, and income but 

did not vary with regard to the age of the respondents. A 

significant negative relationship was found between consumer 

ethnocentrism and purchase intention of foreign apparel 

brands, with no demographic variable serving as a moderator 

in this relationship. 
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I.  INTRODUCTION 
 

Indian markets were flooded with a plethora of 

foreign-owned brands even before independence. This 

interdependence between nations got augmented with the 

opening up of trade boundaries by the liberal trade policy 

introduced in 1991. Since then, economic borders have 

welcomed direct foreign investments in varied segments 

(Agarwal, 2022). Accelerating globalization, growing 

economic integration, and intensifying trade liberalization 

of the world‘s economies, resulted in an abundance of 

foreign products and services across local markets 

(Tintelnot, 2017), which in turn unlocked and exposed 

domestic and overseas marketers to superior market 

opportunities (Joshi, 2021).The foreign products not only 

provided competition to domestic goods but also provided 

consumers a platform for comparison and choice. 

Additionally, it presented consumers worldwide with a 

vast number of local and foreign brand choices (Joshi, 

2021). 

The impact of globalization on numerous markets 

gained many researchers‘ attention to study the issues 

affecting consumers‘ preferences, attitudes, and behavior 

towards local and global brands (Diamantopoulos et al., 

2019; Steenkamp, 2019). Along with rising globalization, 

there has been an increased focus on consumers‘ 

ethnocentric behavior that has attracted researchers 

worldwide to study the social, cultural and psychological 

effects of globalization (Sobol et al., 2018; Lee et al., 

2021). The Indian market houses prominent global brands 

and multi-national organizations that face tough 

competition from domestic products and brands to win 

consumers over (Jain & Jain, 2013). 

With marketplaces worldwide becoming 

interconnected and global, marketing research has paid 

much attention to Consumer Ethnocentrism (CE) in 

understanding its effect on consumers‘ product judgments, 

attitudes and buying intentions towards foreign products 

vis-a-vis domestic ones (Sharma et al., 1995; Verlegh, 

2007; Wang & Chen, 2004; Zeugner-Roth et al., 2015). 

This trend is also apparent in the field of international 

marketing and consumer behavior, where the outlook of 

the consumers towards domestic and foreign products has 

been of interest for several years (Okechuku & Onyemah, 

1999; Watson & Wright, 2000; Kaynak & Kara 2002; 

Solomon et al., 2012; Steenkamp, 2020). The international 

marketing literature also highlights that consumers often 

adhere to consumer ethnocentrism (CE), despite the 

proliferation of international brands (Sun et al., 2021). 

 

II.  LITERATURE REVIEW 
 

2.1. Consumer Ethnocentrism 

The origin of ethnocentrism is found in social 

psychology in the context of the study of ethnicities 

(groups of nations). William Graham Sumner (1906) was 

the first American psychologist to describe the idea of 

ethnocentrism in his work ―Folkways: A Study of the 

Sociological Importance of Usages, Manners, Customs, 

Mores, and Morals‖ in 1906. Sumner (1906) characterized 
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ethnocentrism as ―the technical name for this view of 

things in which one‘s own group (referred to as in-group) 

is the centre of everything, and all others (referred to as 

out-group) are scaled and rated with reference to it.‖ 

Shimp and Sharma (1987) have been called the creators of 

the theory of consumer ethnocentrism in the scientific 

field. They consider consumer ethnocentrism to be a belief, 

i.e. a strong internal belief that the purchase of foreign 

products is wrong. The term ‗consumer ethnocentrism‘ 

represent beliefs that consumers may hold about the 

‗appropriateness, indeed morality, of purchasing foreign-

made products‘ (Shimp & Sharma, 1987, p. 280).  

According to Balabanis and Diamantopoulos 

(2004), consumer ethnocentrism is defined as the 

application of ethnocentrism to the economic environment. 

It is ―a means of differentiating consumer groups who 

prefer domestic goods over imported goods‖ (Spillan et al., 

2007, p. 40). In the words of Adorno et al. (2019), 

ethnocentrism is a persistent personality trait of most 

individuals that forms part of their ideological 

understanding. Consistent with Adorno et al. (2019), 

Sharma et al. (1994, p. 27) conceptualize CE as ‗a trait-like 

property of individuals‘ personalities‘. For this reason, the 

literature widely identifies CE as a route to deciphering the 

inherent moral concerns that consumers might have about 

purchasing foreign or domestic products (Siamagka & 

Balabanis, 2015).  

Research has demonstrated that ethnocentric 

consumers have a negative bias in their evaluation of 

foreign products and services and a positive bias in their 

preference for domestic products and services (Harrison-

Walker, 1995). When ethnocentric consumers buy foreign 

products, they feel guilty for purchasing imported goods, 

which they perceive as a moral problem (Sharma et al., 

1994). They believe that buying foreign products damages 

the domestic economy and increases unemployment, and 

that they are behaving unpatriotically, and consequently 

they prefer domestic products even if they think that 

foreign products are superior (Shimp & Sharma, 1987; 

Supphellen & Rittenburg, 2001). Ethnocentric consumers 

who think and act in this way are called high ethnocentric 

consumers (Douglas & Nijssen, 2003). Some consumers 

may be more tolerant of foreign products than high‐
ethnocentric consumers; they are called soft ethnocentric 

consumers. Although they prefer domestic products in 

general, they sometimes may favour buying specific 

foreign products (Chryssochoidis et al., 2007; Douglas & 

Nijssen, 2003).  

Literature has identified CE as a consistent 

predictor of consumers‘ preference for domestic over 

foreign products (Balabanis & Diamantopoulos, 2004). 

Certainly, by appealing to the preference of domestic 

product/service alternatives, consumers' ethnocentric 

tendencies are reinforced (Wang et al., 2018). As such, 

consumer ethnocentrism has been shown to positively 

affect consumers' attitude, preference, and willingness to 

buy domestic products (Balabanis & Diamantopoulos, 

2004; Dmitrovic et al., 2009; Shimp & Sharma, 1987), and 

to negatively affect their willingness to buy foreign 

products (Ettenson & Klein, 2005; Klein et al., 1998; 

Shankarmahesh, 2006; Shimp & Sharma, 1987). 

2.2. Importance of Ethnocentrism in Marketing 

Consumer ethnocentrism has attracted many 

researchers‘ interest for a long time as a hot domain-

specific topic in marketing (Shimp & Sharma, 1987). It is 

significant in numerous marketing research and 

implementation tactics for corporations and related 

agencies (Asavapatra et al., 2022). Defining the level of 

ethnocentrism is important for marketing strategies (Saffu 

& Walker, 2006). Based on the previous studies, 

consequently, it has become necessary to look at what 

consumer ethnocentrism is (Cho et al., 2021).  

Ethnocentric values are seen as one of the critical 

factors that define consumers, because ethnocentrism 

explains the reasons why consumers buy both domestic 

and foreign products. Therefore, ethnocentrism is an 

advantage for domestic products and services, while it is 

the opposite for foreign goods and services (Sharma et al., 

1994). Thus, businesses that plan to operate in foreign 

markets should take the strong ethnocentric tendencies of 

the local consumers into consideration (Demirel et al., 

2021). 

Companies mainly use consumer ethnocentrism 

as a marketing strategy to increase competitiveness (Batra 

et al., 2000; Kipnis et al., 2012). Despite the reduction in 

direct market protection strategies such as tariffs and 

import quota, indirect market protection strategies such as 

consumer ethnocentrism based strategies are growing 

(Lumb & Kuperman, 2012; Vida & Reardon, 2008). 

Furthermore, the international marketing literature shows 

that knowledge on consumer ethnocentrism is valuable 

when making decisions for global positioning and 

branding strategies (Alden et al., 2013). 

Ethnocentrism is identified as an important factor 

affecting the consumer willingness to buy domestic versus 

foreign products (Wang & Chen, 2004). Classifying 

consumers on a continuum ranging from highly 

ethnocentric to non-ethnocentric (Durvasula et al., 1997; 

Vida & Fairhurst, 1999) helps marketers segment and 

target foreign markets more effectively. 

The notion of consumer ethnocentrism has been 

considered a very useful tool to have an enhanced 

understanding of consumers‘ thought processes while 

choosing domestic or overseas products. It has improved 

the understanding of how consumers compare national 

products with foreign products and how and why their 

judgments may be subject to various forms of bias and 

error (Joshi & Joshi, 2021). An understanding of 
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consumers‘ ethnocentric tendencies is useful in predicting 

their openness towards foreign brands, as well as the 

emphasis they place on national identity and pride (Thelen 

& Honeycutt, 2004). 

Countries have been using consumer 

ethnocentrism to protect local industries from foreign 

competition while firms also devise marketing strategies to 

optimize such opportunities (Insead et al., 1991). For 

instance, countries and firms design ―buy local‖ campaigns 

to trigger consumer ethnocentrism. Similarly, 

policymakers set import and export policies and strategies 

according to consumers‘ attitude toward domestic and 

foreign products (Insead et al., 1991). On the other hand, 

international and multinational firms develop marketing 

strategies to decrease or to bypass consumer ethnocentrism 

tendency (Batra et al., 2000; Kim & Heere, 2012). 

2.3. Social Identity Theory 

Ethnocentric consumers have a more favourable 

perception of domestic products (in-group) while 

developing prejudiced attitudes toward imported products 

(out-group) (Watson & Wright, 2000; Shankarmahesh, 

2006). Social identity theory describes why individuals 

have more positive attitude toward their in-group and 

negative attitude toward their out-group (Tajfel, 1979). 

From people‘s selective use of stereotypes to 

distinguish ―us versus them‖, social psychologists Henri 

Tajfel and John Turner brought forth social identity theory 

(Tang et al., 2021). The social identity theory (SIT) is used 

as the theoretical foundation to underpin the study. The 

theory was developed to essentially understand 

discrimination, conflict and prejudice within inter-groups 

in the society (Hogg, 2016).  

Social identity theory makes a clear distinction 

between a person‘s behavior toward the in-group and out-

groups (for example, the home country as in-group and 

foreign countries as out-groups) (Zeugner-Roth et al., 

2015). SIT consists of three processes - social 

categorization, social identification and social comparison. 

Social categorization proposes that individuals tend to 

categorize their social environment into categories to 

understand them. Once categorized, individuals will 

collectively define themselves based on specific unique 

characteristics or traits through the second process, which 

is social identification. Based on these characteristics or 

traits, these individuals form a group known as the ―in-

group‖ to source pride, self-esteem, self-image and 

belongingness. The final process; the social comparison is 

where the ―in-group‖ compare themselves relative to ―out-

groups‖, leading to the ―us versus them‖ mentality and 

attitude. The core of SIT is that members of a group tend 

to seek the perceived negative aspects of an out-group to 

enhance their self-image. This theory can explain the 

behavior of group members towards another group (Latif 

& Talib, 2020). 

Balabanis et al. (2019) identified the social 

identity theory (SIT) as the most dominant theoretical 

explanations on how and why consumers prefer domestic 

brands. The SIT explains why consumers engage in 

favourable evaluations and preferential responses towards 

specific brands (Rambocas & Mahabir, 2021). 

2.4. Social Identity Theory and Consumer Ethnocentrism 

A broadly used theoretical framework to explain 

CE is the social identity theory, which suggests that 

individuals tend to express biased opinions towards out-

group members due to dissimilarities (Tajfel & Turner, 

1986; Zeugner-Roth et al., 2015). Balabanis et al. (2019) 

applied this theory to global and domestic products 

assuming that consumers‘ strong identification with their 

home country leads them to protect their country‘s balance 

of trade and employment by preferring domestic brands. 

The SIT‘s in-group versus out-group concepts are 

related to CE. Consumers‘ preference for choosing ―home‖ 

over foreign products implies the ―in-group and out-group‖ 

formation of SIT (Tajfel & Turner, 1986) and ―us versus 

them‖ (Klein, 2002; Shimp & Sharma, 1987). SIT 

indicates that people put extra effort into their group to 

stand out from others (Tajfel & Turner, 1986). As a result, 

each person begins to favour their group (country) and 

reject out-group products (foreign products) (Mishra et al., 

2022). According to Huang et al. (2010) the concept of 

consumer ethnocentrism is based on the logic of social 

identity, thus social identity theory can be useful to 

illustrate the cause of consumer ethnocentrism (Huang et 

al., 2008).  

Ethnocentric tendencies that are rooted in social 

identity theory (Balabanis et al., 2019) measure 

consumers‘ general beliefs towards purchasing foreign 

products which involve the decency of purchasing them 

(Shimp & Sharma, 1987; Klein et al., 1998). In line with 

social identity theory, consumer ethnocentrism provides 

people with a sense of belonging to a group while also 

offering them a frame of reference for appropriate or 

inappropriate purchasing behavior; going hand in hand 

with a consumers‘ economic motive for in-group bias 

(Siamagka & Balabanis, 2015). 

Similarly, consumer ethnocentrism is also based 

on social ties, as ethnocentric individuals seek a sense of 

belonging to their domestic group. Ethnocentrism thus 

leans strongly on social identity theory (Tajfel, 1959; 

Tajfel & Turner, 1979), which espouses the basic idea that 

the social category (e.g., nationality, religion, language, 

physical features or accent) to which one belongs defines 

who one is (Hogg et al., 1995). 

2.5. Consumer Ethnocentric Tendency Scale 

(CETSCALE) 

Shimp and Sharma (1987, p. 280) applied an 

innovative concept of ethnocentrism to the marketing field 

by introducing consumer ethnocentric tendency (CET) as, 
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―a unique economic form of ethnocentrism that captures 

the beliefs held by consumers about the appropriateness 

and, indeed, morality of purchasing foreign-made 

products.‖ 

CETSCALE is arguably the most tested 

instrument to measure ethnocentrism; it has been used in 

multiple studies as applied to various countries, respondent 

samples, and product types (Stepchenkova, 2022). It 

consists of 17 items that are collected under a single 

dimension and measured on a Likert scale. At the initial 

stage of scale development, there were 180 items 

measuring seven dimensions: ―(1) consumer ethnocentric 

tendencies, (2) price-value perceptions, (3) self-interest 

concerns, (4) reciprocity norms, and (5) rationalization-of-

choice, (6) restrictions-mentality, and (7) freedom-of-

choice views‖ (Shimp and Sharma, 1987, p. 281). After 

scale purification along with reliability and validity test, 

the unidimensional 17-item CETSCALE was finalized and 

was further tested in four dimensions. 

The literature has extensively used the 

CETSCALE to measure consumer ethnocentrism (Javalgi 

et al., 2005; Šmaiţiene & Vaitkiene, 2014; Seitz & 

Roosen, 2015; Garcia-de-Frutos & Ortega-Egea, 2015; 

Luthy, 2015; Cheah & Shimul, 2018), which Shimp and 

Sharma (1987) developed in the context of US consumers. 

However, various authors have used short forms of the 

scale, which they also found to be reliable and valid: 

Šmaiţiene and Vaitkiene (2014) used 12 items; Supphellen 

and Grønhaug (2003), 11 items; Raškovic et al. (2016), 10 

items; Josiassen et al. (2011), 6 items; Vida et al. (2008), 4 

items; and Dmitrovic et al. (2009), 3 items. 

CETSCALE was revalidated to measure the 

ethnocentric tendencies of consumers of different 

locations, like Russia (Good & Huddleston, 1995), the U.S 

(Sharma et al., 1995), Belgium, Great Britain, Greece 

(Baumgartner & Steenkamp, 1998), Turkey 

(Kucukemiroglu, 1999; Kaynak & Kara, 2002), the U.K 

(Balabanis & Diamantopoulos, 2004), France (Javalgi et 

al., 2005), Ghana (Bamfo, 2012), Maldives (Cazacu, 

2016), Estonia and Slovenia (Parts & Vida, 2013) and 

Mauritius (Ramsaran, 2015). 

Mixed results have been obtained when the 

CETSCALE is tested for dimensionality (Kibret & Shukla, 

2021). Some studies indicate CETSCALE as one-

dimensional while others show it as multidimensional. For 

example, Sharma et al. (1995) concluded that consumer 

ethnocentrism is a three-dimensional construct, consisting 

of patriotism, prejudice, and socio-economic. Similarly, 

Pentz et al., (2013) and John and Brady (2011) concluded 

that consumer ethnocentrism is a multidimensional 

construct. On the other hand, Luque-Marto et al. (2000) 

and Spillan (2015) indicated that CETSCALE is a one-

dimensional construct. Shimp and Sharma‘s (1987) 

research, in particular, proposed a unidimensional 

construct for CE that remains the most widely used today. 

This scale has been tested in consumer behavior 

studies and is a useful tool to correlate studies along with 

demographic and psychographic measures (Rodríguez & 

Bolzmann, 2021).The CETSCALE has become one of the 

most used scales in the literature (Reardon et al., 2005) as 

it has been validated in different cross-cultural contexts 

(e.g., Spillan et al., 2007). 

2.6. Developed vs Developing Countries 

Consumer Ethnocentrism has been extensively 

researched for developed (Evanschitzky et al., 2008; 

Camarena et al., 2011; Balabanis & Siamagka, 2017; 

Fernandez-Ferrín et al., 2018; Casado et al., 2020) and 

developing/emerging countries (Huddleston et al., 2001; 

Dmitrovic et al., 2009; Schnettler et al., 2011; Šmaiţiene 

& Vaitkiene, 2014; Garmatjuk & Parts, 2015; Raškovic et 

al., 2016). The level of CE could change depending on the 

nature of the market under investigation, such as emerging 

markets versus developed markets (Mukucha & Jaravaza, 

2021).  

Some studies show that consumers living in a 

developing country behave differently from consumers 

living in a developed country (Strizhakova & Coulter, 

2015; Gammoh et al., 2019). Research indicates that 

consumers in emerging economies are inclined to perceive 

imported foreign goods as being of higher quality than 

local goods; whereas the perceptions are the converse for 

developed countries, where locally produced items are 

much more preferred (Zebal & Jackson, 2019). Consumers 

in developing countries may desire to mimic western 

consumer practices and lifestyles and purchase western 

brands (Narang, 2016).  

However, past research primarily focused on 

ethnocentrism, especially in developed countries (Souiden 

et al., 2018). Extant research has also indicated that CE in 

developing countries is less evident than in developed 

countries (Karoui & Khemakhem, 2019). CE in India has 

been found to differ from other countries, like the United 

States, South Korea and China (Bawa, 2004). Resultantly, 

researchers have lately conducted studies to understand 

CE, specifically in the Indian context (Bandyopadhyay, 

2014; Jain & Jain, 2013; Kumar et al., 2013). 

2.7. Purchase Intention 

Fishbein and Ajzen (1975) suggested that ―If one 

wants to know whether or not an individual will perform a 

given behavior, the simplest and probably the most 

efficient thing one can do is to ask the individual whether 

he intends to perform that behavior‖. Similarly, Bagozzi 

(1983) explained that ―intentions constitute a wilful state 

of choice where one makes a self-implicated statement as 

to a future course of action.‖ 

Purchase intention is defined in various ways in 

the existing literature. Rossiter and Percy (1998) defined 
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purchase intention as ―the consumer‘s self-instruction to 

purchase the brand or take another relevant purchase 

related action.‖ Mirabi et al. (2015) also stated that 

purchase intention is ―a situation where a consumer tends 

to buy a certain product in certain condition.‖ It is the 

attitudes and perceptions that consumers have toward a 

particular product; and the degree to which consumers plan 

to purchase the product in the future (Vuong & Giao, 

2020). In addition, Ghosh (1990) and Chang and Wildt 

(1994) stated that consumers‘ purchase intention is 

commonly considered as an indicator of actual purchase of 

consumers as well (Chiew et al., 2014; Dachyar & 

Banjarnahor, 2017; Wu & Hui, 2016). 

Purchase intention can be defined as the 

probability or plan to buy a specific product in which the 

final decision relies heavily on and will be made by the 

customers (Dehghani & Tumer, 2015). A higher level of 

purchase intention will lead to a higher probability of 

purchasing the product, but the low level of intention to 

purchase does not necessarily mean that the customer will 

not buy the product (Wang & Tsai, 2014). It is the 

likelihood that a consumer will buy a certain product 

(Dodds et al., 1991); the higher the PI, the greater the 

purchase probability. The purchase decision is a 

complicated process and generally relates to the 

customers‘ attitude, perception, and behaviour (Mirabi et 

al., 2015).  

Purchase intention is an effective way to predict 

buying behaviour (Sagheb et al., 2020). Marketing 

managers, practitioners, and researchers widely use this 

construct to understand consumers‘ willingness to make a 

purchase decision (Vuong & Giao, 2020). According to 

Ajzen (2011) purchase intention is a good indicator of 

future consumer behaviour. Several studies, such as 

Chandon et al. (2005) use purchase intention as a proxy 

measure for purchasing behavior. In general, intention 

plays an important role on how people behave (Vuong & 

Giao, 2020). Since purchase intentions are more predictive 

of behaviors, segmenting markets and using purchase 

intentions may be more appropriate. (Rodríguez & 

Bolzmann, 2021). 

2.8. Ethnocentrism and Purchase Intention 

Several kinds of literature have investigated 

ethnocentrism, attitude, and purchase intention, such as the 

studies of Akdoğan et al. (2012); Blazquez-Resino et al. 

(2021); Erdogan and Uzkurt (2010); Guo and Zhou (2017); 

Ishii (2009); Maksan et al. (2019); Shoham et al. (2016) 

and others. Ethnocentrism has been cited in the literature 

as a significant factor influencing purchase intent, 

particularly for items or services produced by people in 

one's own country (Bizumic, 2018; Dogan & Yaprak, 

2017; Suryaningsih, 2020).  

Ethnocentricity influences the formation of 

consumer attitudes toward foreign products, their purchase 

intentions and their decisions about whether to buy 

domestic versus foreign made products (Herche, 1992; 

Reardon et al., 2005; Altintas & Tokol, 2007). In 1987, 

Shimp and Sharma (1987) devised a consumer 

ethnocentrism scale and investigated the degree to which 

ethnocentrism influences consumer purchase intention.  

2.9. Product Categories 

Consumer ethnocentrism is also related to the 

product category (Balabanis & Siamagka, 2017; Akbarov, 

2021). Empirical findings indicate that the global effect on 

brand preference varies across several product categories 

(Makri, 2019). Evanschitzky et al. (2008); Mockaitis et al. 

(2013); and Balabanis and Siamagka (2017) found that the 

effect of consumer ethnocentrism may vary according to 

the product category. Consumers with similar levels of 

consumer ethnocentrism tend to discriminate across 

products that come from the same country (Gammoh et al., 

2019). Consumer ethnocentrism may have different 

impacts, depending on the products (Chryssochoidis et al., 

2007; Garcia-de-Frutos & Ortega-Egea, 2015; Ding, 

2017). Jimenes-Guerrero et al. (2014) advocated for the 

inclusion of product category in the survey items as a 

means of securing unidimensionality of CETSCALE.  

Despite contrary results over how ethnocentric 

consumers may behave in their consumption, there is 

evidence to show that some ethnocentric consumers do not 

denigrate, and may even prefer, foreign products over 

domestic products, depending on product categories (Klein 

et al., 2006; Sharma et al., 1995). Further, Josiassen et al. 

(2011) proved that although highly ethnocentric consumers 

hold positive attitudes toward domestic goods, they also 

purchase imported substitutes and vice versa. This notion 

is dependent on the country-of-origin effect, product 

category, and cosmopolitanism (Balabanis & 

Diamantopoulos, 2004; Makrides et al., 2021). For 

instance, highly ethnocentric consumers may concurrently 

like foreign wine and dislike imported cameras (Niros et 

al., 2022). 

Global brands, in contrast to local brands, are 

more appealing for publicly visible goods such as clothing 

(Goldsmith et al., 2012) because they have a higher value 

in terms of prestige and are associated with status (Makri, 

2019). Clothing and technology products are more socially 

visible and may have more prestige value than products in 

other categories (Kumar et al., 2009; Nunes & Arruda 

Filho, 2018). 

Agarwal (2022) studied consumer ethnocentrism 

across hair care and skin care products (shampoo, hair oil, 

hair colour, soap, cream, and face-wash). Niros et al. 

(2022) conducted a study on FMCG goods (detergent, 

sunscreen and hygiene products). Christian and Wang 

(2022) studied CE and consumption setting in the context 

of foreign wine market. Mishra and Saxena (2022) 

conducted study across low end consumer goods, including 
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toys, plastic items, electric goods, accessories etc. 

Stepchenkova (2022) applied CETSCALE in tourism 

context. Witek-Hajduk and Grudecka (2022) measured 

consumer purchase intention across the product category 

of durable goods (washing machine). Demirel et al. (2021) 

studied the role of CE in the context of taxis vs Uber. 

Akbarov (2021) studied ethnocentrism across six product 

categories – clothing, food, technological, cleaning, 

construction and medical products. Latif and Talib (2020) 

conducted the study across services (bookstores, 

supermarket stores, and franchised restaurants) and food 

and beverage industry (flour, cooking oil and packaged 

drinks). Chaudhry et al. (2020) checked the impact of 

consumer ethnocentrism (CE) and animosity on brand 

image (BI) and brand loyalty (BL) of Indian made 

cosmetic products in Pakistan.  

Bannor and Abele (2021) analysed the effect of 

consumer ethnocentrism as well as other factors on the 

purchase of labelled regional agricultural products together 

with the readiness to purchase the labelled regional 

products at a premium price in German. A study in the 

Czech Republic revealed a strong positive stance of 

consumer ethnocentrism on the purchase of domestic 

yoghurt (Orth & Firbasova, 2002). Concisely, Gineikiene 

(2016) found consumers having a positive ethnocentric 

behaviour towards domestic products such as yoghurt, 

apple, bread and tomatoes because of health and a natural 

feel. Likewise, other empirical studies revealed a positive 

link between consumer ethnocentrism and the buying of 

regional agricultural products (Zeren et al., 2020; Salman 

& Naeem, 2015; Vadhanavisala, 2014; Almli, 2011; 

Cutura, 2006; Acharya & Elliott, 2003). 

Egea and Frutas (2021) studied consumer 

ethnocentrism on consumers' reluctance to buy and 

ownership of products from a specific product category 

(apparel) and foreign country (China). Sun et al (2021) 

investigated whether positive and negative e-WOM 

enhance or weaken consumer ethnocentrism and brand 

equity towards domestic and foreign smart phone 

brands.  Bartikowski et al (2021) studied how nationalistic 

appeals affected foreign luxury brand reputation in the 

context of luxury car brand market. Kusumawardani 

(2021); Lee et al. (2020) conducted their studies across 

smartphone brands. 

Following a recent study on consumer 

ethnocentrism by Balabanis et al. (2017), Cho et al. (2021) 

included ten product categories to control for the effect of 

product categories – laptops, cameras, cell phones, 

refrigerators, washing machines, cars, shoes, beer, 

clothing, coffee. Cvirik (2021) explored consumer 

ethnocentrism and patriotism impact on evaluation and 

preferences to domestic products in six product categories 

(dairy and meat products, fruit and vegetables, clothes, 

electronics and motor vehicles).  

Li and Xie (2021) investigated the impact of 

country-of-origin (COO) cues, country-related affect 

(CRA) and country-related product associations (CRPA) 

on consumers‘ intention to purchase hotel services. 

Ashaduzzaman et al. (2021) studied acculturation and 

apparel store loyalty among immigrants in western 

countries. Prasastyo et al (2020) conducted the study 

across electronic products (TV, Refrigerator, AC, and 

Washing Machine) while Oh et al. (2020) considered 

imported retail services for their study. Hence, future 

research could replicate this research with other product 

categories and different markets and product origins 

(Kusumawardani & Yolanda, 2021). 

Accordingly, the study chose apparels as the 

product category based on the frequency table of the 

product categories made from the literature review of 44 

relevant papers shortlisted after following the systematic 

search strategy. 
PRODUCT 

CATEGORY 

AUTHOR AND YEAR FREQUENCY 

Video Game Asavapatra et al., (2022) 1 

Food/ Fast food/ 

Food and 

beverage  

Safeer et al., (2022); 

Akbarov (2021); Latif 

and Talib (2020) 

3 

Shoes Safeer et al., (2022) 1 

Apparel/ 

Clothing/Clothe

s/ Luxury 

fashion brands 

Safeer et al., (2022); 

Akbarov (2021); Egea 

and Frutas (2021); 

Cvirik (2021); Rambocas 

and Mahabir (2021); 

Ashaduzzaman et al. 

(2021); Chakraborty and 

Sadachar (2020);  Ma et 

al., (2020) 

6 

Technology Akbarov (2021) 1 

Cleaning Akbarov (2021) 1 

Construction Akbarov (2021) 1 

Medical Akbarov (2021) 1 

Services/ 

Tourism sector/ 

Uber vs Taxis/ 

Hotel services 

Latif and Talib (2020); 

Stepchenkova (2022); 

Demirel et al. (2021); Li 

and Xie (2021) 

4 

FMCG goods/ 

Hair care and 

skin care 

products 

Niros et al. (2022); 

Agarwal (2022) 

2 

Wine Christian and Wang 

(2022) 

1 

Low end 

consumer goods 

Mishra et al., (2022) 1 
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Durable goods/ 

Electronics 

Witek and Grudecka 

(2022); Prasastyo et al. 

(2020) 

2 

Cosmetics Chaudhry et al. (2020) 1 

Agricultural 

Products/ Dairy 

and meat, fruits 

n vegetables 

Bannor and Abele 

(2021); Cvirik (2021) 

2 

Smart phones/ 

Mobile phone 

brands/ Chinese 

brand 

smartphones 

Sun et al., 2021; Lee et 

al. (2020); 

Kusumawardani (2021) 

3 

Luxury Car 

market/ 

Automobiles/ 

Motor vehicle 

Bartikowski et al (2021); 

Belbağ (2021); Cvirik 

(2021) 

3 

Table 1: Product Category Frequency Table 

 

2.10. Demographics 

Different demographic segments behave 

differently, so it is important to understand these segments 

from both academic and managerial perspectives. Baron 

and Kenny (1986) stated that the moderators change the 

strength and direction of an independent-dependent 

relationship. In marketing studies, demographic variables  

(e.g. gender, age, personal income, marital status) often 

appear as moderators (Walsh et al., 2008; Pérez & del 

Bosque, 2015; Henrique & Augusto de Matos, 2015; 

Antony et al., 2018; Prayag, 2019) and these variables 

differentiate consumers‘ decision-making in terms of their 

purchase behavior and/or intentions (Chiu et al., 2017; 

Henrique & Augusto de Matos, 2015; Tiruwa et al., 2018; 

Gilal et al., 2018b). Akbarov (2021) studied the impact of 

demographic variables as a moderator in the relationship 

between consumer ethnocentrism and purchase behavior.  

Gender has been studied by many experts. Studies 

by Evanschitzky et al. (2008); Josiassen et al. (2011); and 

Wang and Chen (2004) found that gender has a significant 

influence on CE and pro-domestic purchase behaviour. 

Sharma et al. (1995) concluded that women are more 

ethnocentric than men. The authors Bruning (1997); and 

Lesakova (2016) also ended up with a similar research 

result. Josiassen et al. (2011) argued that women are more 

likely to be future-oriented in their interpersonal 

relationships as compared to men, and consequently, are 

more likely to be loyal in attitudes and behaviors. Females 

tend to be more ethnocentric than men (Rambocas & 

Mahabir, 2021). A study by Bannister and Saunders (1978)  

showed that men in Britain achieved a higher degree of 

ethnocentrism than women. Caruana and Magri (1996); 

and Balabanis et al., (2001) did not show a link between 

gender and ethnocentrism based on their quantitative 

research. Similarly, Keillor et al. (2001); Brodowsky et al. 

(2004) and Matic (2013) found no considerable relation 

between gender and consumer ethnocentrism. But, 

Balabanis and Diamantopoulos (2004); Han (1990), 

Kaynak and Kara (2002) recorded considerable gender 

differences.  

The creators of the phenomenon of consumer 

ethnocentrism, Shimp and Sharma (1987), have observed 

differences in the degree of ethnocentrism based on age. 

They concluded that younger consumers are less 

ethnocentric than the older ones. With respect to age, 

studies by Hamelin et al. (2011), Josiassen et al. (2011), 

and Zeugner-Roth et al. (2015) found the impact of age on 

CE to be significant. Caruana and Magri (1996); and Klein 

and Ettensoe (1999) agreed with the statement, and they 

reached the same results based on empirical research. With 

regard to age, older consumers tend to use more 

information and are more careful when they consider 

purchasing products from foreign countries compared to 

their younger counterparts (Leonidou et al., 1999). 

Researchers like Lee et al. (2003); Balabanis et al. (2004); 

and Matic (2013) identified the older generation to be 

more ethnocentric. Rambocas and Mahabir (2021) study 

findings supported a strong relationship between age and 

CE tendencies. More specifically, the authors concluded 

that older consumers are more likely to favour locally 

produced goods over imported ones because of higher 

ethnocentric tendencies.  

Newer studies such as Grundey and Bakowska 

(2008) and Lesakova (2016) have also shown the tendency 

of older consumers to be more ethnocentric. However, 

some authors consider this conclusion to be ambiguous. 

Sharma et al. (1995) did not show a significant statistical 

link between age and consumer ethnocentrism. Few 

researchers like Sharma et al. (1995) and Festervand 

(1985) found no substantial relation between age and 

consumer ethnocentrism. Based on qualitative research, 

Schooler (1971) concluded that age has a negative attitude 

towards ethnocentrism. The age limits of the segments are 

different for different authors, often undefined, which may 

be the reason for the differentiation of the results. 

The study of the difference in the level of formal 

education obtained and the degree of consumer 

ethnocentrism has been the subject of research in several 

studies (Čvirik et al., 2022). Evanschitzky et al. (2008) and 

Kumar et al. (2011) found that education level was also 

significantly related to CE. Sharma et al. (1995) concluded 

in a sample of American consumers that consumers with 

higher education are less ethnocentric. The authors Kaynak 

and Kara (2002) came to similar conclusions. Concerning 

education, highly educated consumers tend to be more 

open minded, universal, and informative when purchasing 
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imported products, because they are more likely to be 

exposed to foreign cultures during their studies and/ or 

training (Ahmed & d‘Astous, 2008; Sharma et  al., 1995). 

Indeed, there is evidence (e.g., Nijssen & Douglas, 2004) 

showing that more educated consumers tend to be more 

favourably predisposed toward foreign countries when 

making their purchasing decisions and put less emphasis 

on national-related buying motives, compared to their less 

educated counterparts (Sharma et al., 1995). Balabanis et 

al. (2001) did not show a link between the factor and 

consumer ethnocentrism. Researchers like Brodowsky et 

al. (2004) found no considerable relation between 

education level and consumer ethnocentrism.

With regard to income, consumers with a higher 

income tend to have more international experience through 

extensive traveling, greater affordability to buy foreign 

goods, and higher accessibility to international media 

(Nijssen & Douglas, 2004; Samiee et al., 2005). High-

income consumers are less biased against foreign products. 

In addition, high-income consumers may view foreign 

products as a source of prestige due to their rarity and 

exclusivity and use them as a source of self-expression 

(Hung et al., 2021). The middle-class consumers of India 

exhibit the least ethnocentrism as they spend a substantial 

amount of their disposable income on Western brand 

products, including apparel (Kumar et al., 2011). Lower‐
class consumers generally showed, regardless of their 

ethnocentrism, low attitudes, and shopping intentions 

toward foreign retailers (Aljukhadar et al., 2021). Han 

(1990), De Ruyter et al. (1998) and Keillor et al. (2001) 

identified that income has no substantial relation with 

consumer ethnocentrism. Josiassen et al. (2011) discovered 

no relation between income and CE. 

 

III.  RESEARCH METHODOLOGY 
 

3.1. Conceptual Model 

 
Figure 1: Conceptual Model 

 

3.2. Operationalization of Constructs 

Consumer ethnocentrism is studied using the 

original 17 item Consumer Ethnocentrism Tendencies 

Scale (CETSCALE), developed by Shimp and Sharma 

1987. Purchase intention is studied using the 5 item scale 

developed by Spears and Singh 2004. 

3.3. Research Questions 

3.3.1. What is the level of consumer ethnocentrism? 

3.3.2. Does the level of consumer ethnocentrism varies 

across demographic variables? 

3.3.3. What is the impact of consumer ethnocentrism on 

purchase intention of foreign apparel brands? 

3.3.4. What is the impact of demographic variables as 

moderator in the relationship between consumer 

ethnocentrism and purchase intention of foreign apparel 

brands? 

3.4. Hypotheses  

Research Question - Does the level of consumer 

ethnocentrism varies across demographic variables? 

Hypothesis 1: Females exhibit significantly higher 

ethnocentric tendencies than males. 

Hypothesis 2: Older consumers exhibit significantly 

higher ethnocentric tendencies than younger consumers. 

Hypothesis 3: Consumers with lower education levels 

exhibit significantly higher ethnocentric tendencies than 

consumers with higher education levels. 

Hypothesis 4: Lower income level consumers exhibit 

significantly higher ethnocentric tendencies than 

consumers with higher income levels. 

Research Question: What is the impact of consumer 

ethnocentrism on purchase intention of foreign apparel 

brands? 

Hypothesis 5: Consumer Ethnocentrism has a significant 

negative impact on purchase intention of foreign apparel 

brands. 

Research question: What is the impact of demographic 

variables as moderator in the relationship between 

consumer ethnocentrism and purchase intention of 

foreign apparel brands? 

Hypothesis 6: Gender moderates the relationship between 

consumer ethnocentrism and purchase intention of foreign 

apparel brands. 

Hypothesis 7: Age moderates the relationship between 

consumer ethnocentrism and purchase intention of foreign 

apparel brands.  

Hypothesis 8: Education moderates the relationship 

between consumer ethnocentrism and purchase intention of 

foreign apparel brands. 

Hypothesis 9: Income moderates the relationship between 

consumer ethnocentrism and purchase intention of foreign 

apparel brands. 

3.5. Research Design 

In this research, descriptive research design is 

used to fulfil the purpose of the study.  
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3.6. Data Collection 

3.6.1. Secondary Data 

Various sources like websites, journals, articles, 

thesis, and books are considered for the study. 

3.6.2. Primary Data 

Primary data is collected with the help of a 

structured and non-disguised questionnaire containing 

questions on consumer ethnocentrism and purchase 

intention, measured using 7-point Likert scale, along with 

questions seeking demographic information.  

3.7. Sampling 

3.7.1. Sampling Size  

The sample size for the study is 100 responses. 

3.7.2. Sampling Frame 

Convenience and snowball sampling under non-

probability sampling technique is used for the purpose of 

data collection. 

3.8. Data Analysis  

To meet the first objective of the study i.e., to 

measure the level of consumer ethnocentrism, mean and 

grand mean are computed. To meet the second objective 

i.e. to analyze how the level of consumer ethnocentrism 

varies across demographic variables, independent sample 

T-test and one way ANOVA are used using SPSS 

(Statistical Package for Social Sciences) software. To meet 

the third objective i.e. to analyze the impact of consumer 

ethnocentrism on purchase intention of foreign apparel 

brands, SEM (structural Equation Modelling) is applied 

using Smart PLS software. To meet the fourth objective of 

analyzing the impact of demographics as moderator in the 

relationship between consumer ethnocentrism and 

purchase intention of foreign apparel brands, Daniel Soper 

significance of the Difference between Two Slopes 

Calculator is used for gender, while moderation techniques 

in Smart PLS are used for the other three demographic 

variables- age, education and income. 

 

IV.  DATA ANALYSIS AND RESULTS 
 

4.1. Demographic Characteristics of the Sample 

Table 2 presents the demographic characteristics 

of the sample. The majority of the respondents in the study 

are female (66%), 55% of the respondents belong to the 

age group of 23-27 years, and majority i.e. 58% 

respondents held post-graduate degree over bachelor‘s or 

doctorate degree. 32% of the respondents belonged to the 

income group of less than 5 lakh category while 23% of 

the respondents belonged to the higher income group of 

more than 15 lakh category. 

 

 

 

 

VARIABLES CATEGORY FREQUENCY 

Gender Male 34 

 Female 66 

 Total 100 

Age 18-22 years 26 

 23-27 years 55 

 28-32 years 9 

 33 and above 10 

 Total 100 

Education Bachelor‘s 

Degree 

31 

 Post-graduate 

Degree 

58 

 Doctorate 

Degree 

11 

 Total 100 

Income Less than 5 lakh 32 

 5 lakh-10 lakh 27 

 10 lakh-15 lakh 18 

 More than 15 

lakh 

23 

 Total 100 

Table 2: Demographic Characteristics 

 

4.2. Level of Consumer Ethnocentrism 

Mean scores were computed to know the level of 

ethnocentrism among consumers. As a 7-point Likert-type 

scale was used for this research, 4 was determined to be 

the mid-distance between the extreme values on the scale 

(1 and 7). A value of less than 4 was considered to denote 

a low level of consumer ethnocentrism and above 4 was 

considered a high level of consumer ethnocentrism. 

Respondents with an average score of 4 for consumer 

ethnocentrism were not taken into consideration. 

59% respondents had ethnocentrism level of more 

than the average 4, while 36% had ethnocentrism level 

below the average of 4. The individual mean scores of the 

17 CET statements across 100 respondents, showed that 

out of 100 responses, 59% responses displayed mean score 

of more than 4, while only 39% responses had the mean 

score of less than 4, highlighting the presence of 

ethnocentrism among majority of the respondents. 

To compute the overall ethnocentrism level, the 

grand mean value was computed. Its value - 4.2715 

indicated an overall existence of ethnocentrism among 

consumers. 

4.3. Level of Consumer Ethnocentrism across 

Demographic Variables 

Hypothesis 1: Females exhibit significantly higher 

ethnocentric tendencies than males. 
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The hypothesis tests if the level of consumer 

ethnocentrism differs across gender. Participants were 

divided into two groups (Group 1: Male; Group 2: 

Female). The independent sample T-test results suggested 

that the level of consumer ethnocentrism significantly 

differed across gender (t=-1.996, p= 0.049, p value<0.05). 

Moreover the mean scores highlighted that 

females (4.4340) showed more ethnocentric tendencies 

over males (3.9550), thus accepting the hypothesis 1. 

Hypothesis 2: Older consumers exhibit significantly 

higher ethnocentric tendencies than younger 

consumers. 

The hypothesis tests if the level of consumer 

ethnocentrism differs across age. Participants were divided 

into four groups (Group 1: 18-22 years; Group 2: 23-27 

years; Group 3: 28-32 years; Group 4: 33 and above). One 

way Anova results suggested that ethnocentrism does not 

vary with regard to age of the respondents (F=0.149, 

p=0.930, p value>0.05). Hence Hypothesis 2 is not 

accepted. 

Hypothesis 3: Consumers with lower education levels 

exhibit significantly higher ethnocentric tendencies 

than consumers with higher education levels. 

The hypothesis tests if the level of consumer 

ethnocentrism differs across education level. Participants 

were divided into three groups (Group 1: Bachelor‘s 

Degree; Group 2:Post-graduate Degree; Group 3: 

Doctorate Degree). One way Anova results suggested that 

ethnocentrism varies significantly with regard to the 

education levels (F=3.543, p=0.036, p value<0.05).  

But the study gave different results over the 

previous studies as with the increase in the level of 

education, the ethnocentrism level also increased which is 

a contradiction to the previous studies with mean score 

highest in doctorate (4.8930), followed by post-graduate 

(4.3489) and bachelor‘s degree respondents (3.9051). 

Hence Hypothesis 3 is not accepted. 

Hypothesis 4: Lower income level consumers exhibit 

significantly higher ethnocentric tendencies than 

consumers with higher income levels. 

The hypothesis tests if the level of consumer 

ethnocentrism differs across income levels. Participants 

were divided into four groups (Group 1: Less than 5 lakh; 

Group 2: 5 lakh-10 lakh; Group 3: 10 lakh–15 lakh; Group 

4: More than 15 lakh). One way Anova results suggested 

that ethnocentrism varies significantly with regard to the 

income levels (F=4.284, p=0.007, p value<0.05).  

Lower income groups (4.7500) are more 

ethnocentric than the other income groups with least 

ethnocentrism among income group of more than 15 lakh 

(3.7212). Accordingly Hypothesis 4 is accepted. 

 

 

4.4. Impact of Consumer Ethnocentrism on Purchase 

Intention of Foreign Apparel Brands 

Hypothesis 5: Consumer Ethnocentrism has a 

significant negative impact on purchase intention of 

foreign apparel brands. 
Structural Equation Modelling (SEM) was 

applied in Smart PLS 3 software for the purpose of 

reporting the reliability, validity, model fit indices, along 

with the path analysis. 

 
Figure 2: Structural Equation Model 

 

Reliability 

The Cronbach Alpha for both consumer 

ethnocentrism (0.92) and purchase intention (0.91) met the 

required criteria as it was more than 0.7. Accordingly, the 

composite reliability also met the required criteria with 

0.91 values with both consumer ethnocentrism and 

purchase intention scale. The average variance extracted 

for consumer ethnocentrism was 0.41, while it was 0.67 for 

the purchase intention scale.  

Validity 

Fornell-Larcker criteria and HTMT was used to 

report discriminant validity. Both the criteria was met. 

HTMT value reported was 0.46. 

Path Analysis 

The study reported an R square of 0.26. The path 

analysis showed a significant negative relationship (-

0.506) between consumer ethnocentrism and purchase 

intention of foreign apparel brands (T=5.16, p=0.00, 

p<0.05). Accordingly hypothesis 5 is accepted. 

4.5. The Impact of Demographic Variables as Moderator 

in the Relationship between Consumer Ethnocentrism 

and Purchase Intention of Foreign Apparel Brands 

Hypothesis 6: Gender moderates the relationship 

between consumer ethnocentrism and purchase 

intention of foreign apparel brands. 
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Daniel Soper significance of the Difference between Two 

Slopes Calculator was used to analyze the impact of 

gender as a moderator variable. The results indicated that 

gender had no moderating effect in the relationship 

between consumer ethnocentrism and purchase intention of 

foreign apparel brands (T=1.181, p=0.240, p value>0.05). 

Accordingly hypothesis 6 is not accepted. 

Hypothesis 7: Age moderates the relationship between 

consumer ethnocentrism and purchase intention of 

foreign apparel brands. 

The results indicated that age had no moderating 

effect in the relationship between consumer ethnocentrism 

and purchase intention of foreign apparel brands (p=0.51, p 

value>0.05). Accordingly hypothesis 7 is not accepted. 

Hypothesis 8: Education moderates the relationship 

between consumer ethnocentrism and purchase 

intention of foreign apparel brands  

The results indicated that education had no 

moderating effect in the relationship between consumer 

ethnocentrism and purchase intention of foreign apparel 

brands (p=0.46, p value>0.05). Accordingly hypothesis 8 

is not accepted. 

Hypothesis 9: Income moderates the relationship 

between consumer ethnocentrism and purchase 

intention of foreign apparel brands  

The results indicated that income had no 

moderating effect in the relationship between consumer 

ethnocentrism and purchase intention of foreign apparel 

brands (p=0.18, p value>0.05). Accordingly hypothesis 9 

is not accepted. 

 

V.  DISCUSSION 
 

The contribution of this paper to the literature is 

threefold. First, the findings of this study provide insights 

regarding consumer ethnocentrism and its impact on 

purchase intention of foreign apparel brands. In the 

literature, there are gaps on this topic related to this region. 

Second, this research reveals that how consumer 

ethnocentrism varies in accordance with the demographic 

profile of the respondents. Third, this study is one of the 

scarce studies that examined the moderating effect of 

demographic variables on the relationship between 

consumer ethnocentrism and purchase intention. 

As per the findings of the study, consumers do 

hold a level of ethnocentrism that makes them favor their 

products over the foreign products, and that ethnocentrism 

level also holds a significant negative relationship with the 

intention to purchase foreign apparel brands. The results 

stated that the level of ethnocentrism varied across gender, 

education and income but did not vary across the age 

criteria. Females are found to be more ethnocentric than 

males, consumers with higher education are found to be 

more ethnocentric than consumers with relatively lower 

education levels, which is in contrast to the findings of the 

previous studies. Also, lower income groups displayed 

more ethnocentrism than the other income groups. 

Considering the moderation effect, the demographic 

variables did not serve as a moderator in the relationship 

between consumer ethnocentrism and purchase intention of 

foreign apparel brands. 

 

VI.  IMPLICATIONS FOR FUTURE 

RESEARCH 
 

This research and its findings have a number of 

implications for both domestic and foreign firms. The 

domestic firms can appeal to the ethnocentrism perspective 

to gain a competitive advantage and the foreign firms can 

use such information to take better allocation decisions. 

Also, as the effect of ethnocentrism have different results 

for firms operating in different sectors, firms need to know 

its impact on their products, rather than the general effect. 

Accordingly, the product category needs due 

consideration. The firms also need to carefully understand 

the demographics of their target market in order to study 

how their approach can vary depending on their gender, 

age, education, income levels etc. 

 

VII.  LIMITATIONS OF THE STUDY 
 

There are several limitations to this study. First, 

the sample consisted of fewer males, higher people in the 

age group of 23-27 years, higher post-graduate degree 

holders and higher number of low income group 

respondents as compared to the number of females, other 

age groups, education and income levels. Accordingly, the 

sample structure could be modified for generalizability and 

inclusiveness. Second, the use of convenience and 

snowball sampling means that caution should be exercised 

in generalizing this study‘s findings to the entire Indian 

population. Third, the study showed different results in the 

context of education criteria with higher education level 

consumer displaying higher level of ethnocentrism which 

in turn needs validation. Fourth, the study considered only 

one product category of foreign apparels brands, 

accordingly future studies can show how ethnocentrism 

varies across different product categories. Fifth, none of 

the demographic variables acted as a moderator in the 

relationship between consumer ethnocentrism and 

purchase intention, thus paving way for further testing. 
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APPENDIX: QUESTIONNAIRE 
 

SECTION1: CONSUMER ETHNOCENTRISM 

 Indian people should always buy Indian made 

products instead of imports. 

 Only those products that are unavailable in India 

should be imported. 

 Buy Indian made products, keep India working. 

 Indian products, first, last, and forever. 

 Purchasing foreign made products in un-Indian. 

 It is not right to purchase foreign products, 

because it puts Indians out of jobs. 

 A real Indian should always buy Indian made 

products. 

 We should purchase products manufactured in 

India instead of letting other countries get rich off 

us. 

 It is always best to purchase Indian products. 

 There should be very little trading or purchasing 

of goods from other countries unless out of 

necessity. 

 Indians should not buy foreign products, because 

this hurts Indian businesses and causes 

unemployment. 

 Curbs should be put on all imports. 

 It may cost me in the long-run but I prefer to 

support Indian products. 

 Foreigners should not be allowed to put their 

products on our markets. 

 Foreign products should be taxed heavily to 

reduce their entry into India. 

 We should buy from foreign countries only those 

products that we cannot obtain within our own 

country. 

 Indian consumers who purchase products made in 

other countries are responsible for putting their 

fellow Indians out of work. 

 

SECTION 2: PURCHASE INTENTION 

Please describe your purchase intention towards foreign 

apparel brands: 

 Never/Definitely 

 Definitely do not intend to buy/Definitely intend 

 Very low/High purchase intent 

 Definitely not buy it/Definitely buy it 

 Probably not/Probably buy it. 

 

SECTION 3: DEMOGRAPHIC VARIABLES 

 Gender  

- Male 

- Female 

 Age  

- 18-22 years 

- 23-27 years 

- 28-32 years 

- 33 and above 

 Education 

- Bachelor‘s Degree 

- Post-graduate Degree 

- Doctorate Degree 

 Annual Family Income 

- Less than 5 lakh 

- 5 lakh-10 lakh 

- 10lakh-15 lakh 

- More than 15 lakh 

  


