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A B S T R A C T

Based on the Optimal Distinctiveness Theory, this study explores the moderating role of personal cultural values
in the effect of consumer ethnocentrism on perceived product quality and purchase intention of foreign products
in developing countries. Based on 305 Brazilian and 307 Russian nonstudent adult participants, we confirm that
the effect of consumer ethnocentrism is substantially strong among the local-minded consumers but very weak or
nonexistent among global-minded consumers. This research raises a need to identify the personal values of the
consumer, whether local or global, to interpret the effect of consumer ethnocentrism accurately. It recommends
international marketers to focus on global-minded consumers to detour the negative impact of consumer eth-
nocentrism when marketing to developing countries. Especially, marketing campaigns emphasizing on dis-
tinctiveness through such personal values as openness to change (self-direction and stimulation) and self-en-
hancement (achievement, power, and hedonism) rather than conservation (conformity, tradition, and security)
and self-transcendence (universalism and benevolence).

1. Introduction

As one of the most heavily researched consumer characteristics in
international marketing literature (El Banna, Papadopoulos, Murphy,
Rod, & Rojas-Méndez, 2018), consumer ethnocentrism is an expansion
of the traditional concept of ethnocentrism to consumers’ quality as-
sessment and purchase decisions regarding foreign products. It may
harbor concerns about the appropriateness or even morality of pur-
chasing foreign-made products (Shimp & Sharma, 1987) and represents
an overall attitude towards domestic and foreign products and services
consisting of affective reaction, cognitive bias, and behavioral pre-
ferences (Sharma, 2010a). Consumer ethnocentrism essentially trans-
fers the superior feeling of one’s own national group into economic
actions, expressed in a commitment to purchase domestic products and
to boycott foreign products. While consumer ethnocentrism in general
predicts purchase of domestic products and rejection of foreign pro-
ducts, however, its marketing implications likely vary with countries’
economic development status. Specifically, consumers in developed
economies tend to overrate domestic products, underrate imported
products, and feel morally obligated to buy domestic products
(Acikdilli, Ziemnowicz, & Bahhouth, 2018; Ahmed & d’Astous, 2007;
Samiee, 1994; Shimp & Sharma, 1987). In contrast, the opposite holds
true for consumers in developing countries (Agbonifoh & Elimimian,

1999; Batra, Ramaswamy, Alden, Steenkamp, & Ramachander, 2000;
Markus, Kitayama, Strauss, & Goethals, 1991; Sklair, 1994; Wang &
Chen, 2004). Prior studies have indicated a positive relationship be-
tween a country’s economic wellbeing and consumers’ perceived pro-
duct quality of domestic products (Gaedeke, 1973; Toyne & Walters,
1989; Wang & Lamb, 1983). Therefore, consumers in developing
countries tend to perceive imported products, particularly those made
in higher origin countries (i.e., countries more industrialized or eco-
nomically developed), as being of higher quality than domestic coun-
terparts. The repercussions of the 2008 Sanlu toxic tripolycyanamide
infant formula incident in China provide a case in point. Once Chinese
parents began to worry about the quality of domestic infant formula,
they rushed to purchase imported infant formula from developed
countries such as the U.S., Australia, and the Netherlands (Gross, 2012).
Such situations have been depicted by previous researchers as a “pa-
triot’s paradox” (Dong & Tian, 2009; Wang & Chen, 2004; Wang, 2008),
where domestic products compete with perceived better quality foreign
products, and consumers make purchase decisions opposite to their
ethnocentric beliefs.

The Optimal Distinctiveness Theory posits that individuals are
subject to internal conflict between the need for inclusion and similarity
and the need for differentness and distinctiveness (Brewer, Van Lange,
Kruglanski, & Higgins, 1991). Ethnocentrism, a strong form of in-group
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preference, inevitably leads the consumer to pursue in-group inclusion
need rather than out-group distinction need (Brewer et al., 1991).
However, research has shown that cultural environments can make a
particular need chronically salient, suggesting that ethnocentrism can
be subdued in a certain culture (Markus et al., 1991). Countries have
been used as a convenient proxy of culture, but almost every country is
heterogenous in culture, making it impossible to stereotype her entire
population by any particular culture (Yoo, Donthu, & Lenartowicz,
2011). For example, the U.S. is known to be of the highest level of
individualism, but her individual citizens are quite dissimilar in terms
of conforming to individualism. As a result, it is advocated that culture
should be measured at the individual level (Rokeach, 1973; Schwartz &
Bilsky, 1990; Sharma, 2010a, 2011a; Yoo & Donthu, 2005). Thus, it is
imperative to study how culture interacts with consumer ethnocentrism
from a personal cultural orientation perspective. We propose that
among consumers in developing countries, the extent to which their
evaluation about foreign products deviates from their ethnocentric
beliefs varies with their individual cultural values.

Cultural values have been an important factor in consumer ethno-
centrism research (Han & Won, 2018; Javalgi, Khare, Gross, & Scherer,
2005; Luna & Forquer Gupta, 2001). An integrative review of past lit-
erature done by (Shankarmahesh, 2006) identifies several socio-psy-
chological antecedents to consumer ethnocentrism, such as cultural
openness, world mindedness, conservatism, collectivism, and materi-
alism. Some scholars claim more general cultural influencers show a
significant impact on consumer ethnocentrism. They include sover-
eignty change, immigrants’ perceived ethnicity, acculturation, and
specific cultural dimensions like risk taking versus traditional beliefs,
family versus community, health consciousness, independence, ad-
venturism, masculinity, and power distance (Kaynak & Kara, 2002;
Mensah, Bahhouth, & Ziemnowicz, 2011; Qing, Lobo, & Chongguang,
2012; Sharma, 2010a, 2011b; Watchravesringkan, 2011; Yu & Albaum,
2002). Other scholars have investigated the relationship between con-
sumer ethnocentrism and buying behavior regarding domestic and
foreign products from a cultural perspective such as cultural and na-
tional identity (He & Wang, 2015; Keillor, Tomas, & Hult, 1999; Prince
et al., 2016; Rašković, Ding, Hirose, Žabkar, & Fam, 2019), cultural
similarity (Balabanis, Balabanis, Siamagka, & Siamagka, 2017;
Evanschitzky, 2008; Guo, Tu, & Cheng, 2018), country of origin
(Sharma, 2011a), brand personality, globalness, ownership (Supphellen
& Grønhaug, 2003; Winit, Gregory, Cleveland, & Verlegh, 2014), and
economic development (Evanschitzky, 2008; Reardon, Miller, Vida, &
Kim, 2005).

However, previous research mentioned above have commonly ex-
amined a direct effect of personal cultural values and related variables
on consumer ethnocentrism. But we plan to investigate the moderating
effect of personal values in the consumer ethnocentrism process, and
embrace the Optimal Distinctiveness Theory in which the effect of
consumer ethnocentrism would vary depending on a cultural context.
Specifically, according to the Optimal Distinctiveness Theory, diverse
personal cultural values create different balances between the need to
differentiate and assimilate oneself with others. They will either dis-
courage or encourage the consumer to utilize ethnocentric disposition
in evaluating and buying foreign products.

The objective of our research is to examine the contingent role of
personal cultural values in the effect of consumer ethnocentrism on
perceived product quality and purchase intention of a developed
country’s (i.e., the U.S.) products among consumers of developing
countries (i.e., Brazil and Russia). By focusing on the intriguing con-
sumer paradox in developing countries, this research intends to make
two major contributions. First, we systematically assess the impact of a
variety of personal cultural values based on Schwartz (1994)’s personal
cultural value framework, including dimensions such as power,
achievement, hedonism, stimulation, self-direction, universalism, ben-
evolence, tradition, conformity, and security. Past research suggests
that Schwartz’s values capture more aspects of culture than Hofstede’s

cultural framework (Hofstede & Hofstede, 1991; Hofstede, 2003) and
are suitable to assess individual-level cultural orientations (Kagitcibasi,
1997; Ng, Lee, & Soutar, 2007; Schwartz & Ros, 1995; Steenkamp,
2001). Second, based on Optimal Distinctiveness Theory, we offer a
new approach to interpret why earlier research on consumer ethno-
centrism does not often work as predicted in developing countries (Bi
et al., 2012). We propose that consumers prioritize their differentia-
tion/assimilation needs according to personal cultural values. We think
this consumer paradox is a universal phenomenon, which can be found
in any developing country where consumers’ desire for branded and
high-quality items cannot be fully satisfied by domestic products.

We begin the paper with a discussion of foreign products related
distinctiveness needs. Then, we develop hypotheses pertaining to the
moderating effect of personal cultural values on the relationship be-
tween consumer ethnocentrism and foreign product evaluation. Next,
we examine our hypotheses using data from Russian and Brazilian
consumers. Finally, we discuss theoretical and practical implications for
international marketing academia as well as practitioners.

2. Distinctiveness needs related to foreign products

Research has shown that the differentness or distinctiveness of a
product, beyond the product’s actual functionality, can significantly
affect consumer judgement (Berger & Heath, 2007). For imported
products, foreignness itself is a product attribute directly related to self-
distinctiveness need. Contrary to consumers in developed countries
who overrate domestic products and underrate foreign products
(Ahmed, 1995; Balabanis & Diamantopoulos, 2004; Bilkey & Nes, 1982;
Dickerson, 1982; Morganosky & Lazarde, 1987; Samiee, 1994; Shoham
& Brenčič, 2003), consumers in developing countries perceive foreign
brands, particularly those made in higher origin countries, as being of
better quality (Cui & Liu, 2001; Elliott & Cameron, 1994; Graham,
1994; Li, Fu, & Murray, 1998; Sharma, 2011a; Sklair, 1994; Yan, 1994;
Zain & Yasin, 1997). While they perceive imported products from de-
veloped countries to be of superior quality, they evaluate products from
other less-developed countries to be of similar or inferior quality to
their domestic products (Hu, Li, Xie, & Zhou, 2008; Kinra, 2006; Vuong
& Khanh Giao, 2019; Wang & Yang, 2008).

To consumers in developing countries, buying imported products
from developed countries may denote material achievement
(Cleveland, Laroche, & Papadopoulos, 2009), high social status (Batra
et al., 2000), and assimilation to Western lifestyle (Ghose & Lowengart,
2001). Moreover, decades of buying “shoddy goods” from state-owned
factories lead consumers in developing countries to dissatisfy with the
quality and limited choices of domestic products (Klein, Ettenson, &
Krishnan, 2006). Therefore, they may have an enhanced favorable
perception towards foreign products.

From the perspective of Optimal Distinctiveness Theory, compared
to the vast majority of domestic products, foreign products serve as a
more distinctiveness-enhancing cue (scarcity cue) rather than distinc-
tiveness-dampening cue (popularity cue). Domestic and foreign pro-
ducts thus respectively serve assimilation and differentiation needs on
each end of the self-identity continuum. As suggested by the Optimal
Distinctiveness Theory, social identities derive from a fundamental
tension between validation and similarity, and uniqueness and in-
dividuation (Brewer et al., 1991). We propose that consumers choose
domestic (foreign) products to match with their assimilation (differ-
entiation) identities.

3. Personal cultural values and consumer ethnocentrism

Individuals struggle to find a perfect balance between the need to
differentiate and assimilate themselves with others. People from the
same society can be radically divergent in their desires towards either
end. Such divergence can be traced back to differences in personal
cultural values. In a study on consumer ethnocentrism in Chinese
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societies (Taipei and Shanghai), Hsu and Nien (2008) reveal that dif-
ferent patterns of consumer ethnocentrism exist in sub-cultural Chinese
societies, implying the potential interaction of personal cultural values
with consumer ethnocentrism.

Previous studies explain consumers’ diverse attitudes and evalua-
tion towards foreign products from a cultural perspective (Sharma,
2010a; Yoo & Donthu, 2005). Past research has argued that individuals
with different cultural values are likely to adopt different moral phi-
losophies and thus make different consumption decisions (Prince,
Yaprak, & Palihawadana, 2019; Yang, Ma, Arnold, & Nuttavuthisit,
2018). For example, the extent to which consumer ethnocentrism is
exercised is related to individuals’ moral relativism and moral idealism
(Armstrong & Sweeney, 1994; Johnson & Tamney, 1984; Lee & Sirgy,
1999). Moral relativism is the belief that moral principles depend on
situational circumstances rather than universal rules (Treise, Weigold,
Conna, & Garrison, 1994). Moral idealists view actions as either good or
bad. They reject utilitarian perspectives, which perceive actions that
produce the greatest collective benefit as appropriate, even at the ex-
pense of the minority (Rogers, Ogbuehi, & Kochunny, 1995). Con-
sumers with different moral beliefs will hold opposite opinions toward
purchasing foreign products. While some consumers think that foreign
products will harm domestic manufacturers and potentially affect the
stability of their own jobs, others may regard the influx of foreign
products as a necessary process toward the overall enhancement of
personal life quality.

In the following section, we will use Schwartz’s personal values to
examine how different personal cultural values are likely to interact
with consumer ethnocentrism on product quality evaluation and pur-
chase intention. Schwartz (1992) suggests that the simultaneous pursuit
of the following values may give rise to strong psychological and/or
social conflict: (1) self-direction and stimulation versus conformity,
tradition, and security, (2) achievement and power versus universalism
and benevolence, and (3) hedonism versus conformity and tradition.
For example, pursuing stimulation values (e.g., novelty and change) is
likely to undermine tradition values (e.g., the preservation of time-
honored customs) (Schwartz, 2012). To facilitate our investigation, we
decide to focus on two ends of the bipolar human value dimensions:
openness to change (self-direction and stimulation) and self-enhance-
ment (achievement, power, and hedonism) rather than conservation
(conformity, tradition, and security) and self-transcendence (uni-
versalism and benevolence) (Schwartz, 2012).

3.1. Self-direction

The self-direction value stresses the freedom to pursue one’s in-
dependent thought, to follow one’s own heart, and to explore creative
experiences out of his or her own curiosity (Schwartz, 2012). Specifi-
cally, for consumers in developing countries with a higher self-direction
value, the effect of consumer ethnocentrism on perceived product
quality and purchase intention should be relatively weak because self-
direction value calls for self-distinctiveness, which would compromise
consumer ethnocentrism’s negative impact on evaluation towards for-
eign products. Self-direction is closely related to self-distinctiveness
need as self-direction has been categorized as an independence value
(Balabanis et al., 2002a, 2002b). Independence-oriented people have a
strong concept of self, sense of freedom, autonomy, and personal
achievement (Balabanis et al., 2002a, 2002b; Hui & Triandis, 1986;
Sharma, 2010b; Triandis, Brislin, & Hui, 1988), which all resemble the
features of self-distinctiveness. Consumers embracing self-direction
would thus prefer foreign products, which signal a higher level of dis-
tinctiveness compared to domestic products. As a result, consumer
ethnocentrism will be soothed among consumers of a higher self-di-
rection value.

In contrast, for consumers in developing countries with a lower self-
direction value, the effect of consumer ethnocentrism on perceived
product quality should be relatively strong as a lower self-direction

value associates with an interdependent orientation. Previous research
indicates that people with interdependence orientations tend to be
more ethnocentric (Nicholson, Graf, Hemmasi, & Widdison, 1993;
Sharma, Shimp, & Shin, 1995). This is because interdependence-or-
iented consumers are more willing to obey in-group requirements and
reject out-groups (Triandis, 1972, 1989). They think twice about the
result of their behavior and feel responsible for others (Pereira, Hsu, &
Kundu, 2002). In contrast, independence oriented consumers are likely
to make autonomous decisions, act for their own benefits, and show a
lower degree of ethnocentrism (Javalgi et al., 2005; Pereira et al., 2002;
Sharma, 2010a). They would rather buy foreign products of better
quality to maximize their personal well-being, although this act may
conflict with their ethnocentric belief. In addition, independence leads
consumers to engage in honest and frank evaluation of the product
(Strutton, Pelton, & Lumpkin, 1994).

Thus, self-direction is likely to alter the relationship between con-
sumer ethnocentrism and product evaluation. Consumers in developing
countries with strong self-direction are expected to utilize foreign
products to manifest self-distinctiveness and independence in a way
that mutes the negative effect of consumer ethnocentrism on product
evaluation. Therefore, we propose the following hypothesis:

H1. In a developing country, the effect of consumer ethnocentrism on
quality evaluation and purchase intention of a developed country’s
products will be highly significant among consumers of a high self-
direction value than among those of a low self-direction value.

3.2. Stimulation

Individuals with a strong stimulation value aim for excitement,
novelty, and challenge in life (Schwartz, 2012). For consumers in de-
veloping countries with a high value of stimulation, the effect of con-
sumer ethnocentrism should be relatively weak because a higher dis-
tinctiveness need craves for foreign products, which are perceived as
new, exotic, and symbolic. Consumers with a high stimulation value
would, overcoming the influence of consumer ethnocentrism, show a
preference for foreign products over domestic products. Such pre-
ference will inevitably temper the original negative effect of consumer
ethnocentrism on product evaluation and purchase intention.

In contrast, for consumers in developing countries with a low sti-
mulation value, the effect of consumer ethnocentrism on perceived
product quality and purchase intention of foreign products should be
relatively strong because consumer ethnocentrism is likely to function
vigorously without facing inner hindrance. Consumer ethnocentrism
will be intensified if the consumer scores low on openness-to-change
values such as stimulation (Balabanis et al., 2002). As a result, the
impact of consumer ethnocentrism on foreign product evaluation and
purchase intention will be likewise strengthened. Meanwhile, Schwartz
(1992) suggests that stimulation value is related to the needs under-
lying self-direction value. Stimulation value would thus impact the
relationship between consumer ethnocentrism and product evaluation
in a similar way to self-direction value calling for distinctiveness need.
Therefore, we propose the following hypothesis:

H2. In a developing country, the effect of consumer ethnocentrism on
quality evaluation and purchase intention of a developed country’s
products will be highly significant among consumers of a high
stimulation value than among those of a low stimulation value.

3.3. Achievement

The achievement value emphasizes personal success through de-
monstrating competence according to social standards, thereby ob-
taining social approval (Schwartz, 2012). Individuals who stress
achievement would like to be perceived as ambitious, successful, cap-
able, and influential (Schwartz, 1992). Achievement is also described to
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be centered on self-satisfaction and demonstrating competence to
others (Doran, 2009). Individuals with a strong achievement value
want to distinguish themselves from others in terms of personal
achievement and success.

For consumers in developing countries with a high achievement
value, the effect of consumer ethnocentrism on perceived product
quality and purchase intention of foreign products should be relatively
weak because the achievement value shows an inclination toward dis-
tinctiveness rather than assimilation. Foreign products from a devel-
oped country are used as a way for consumers to highlight distinc-
tiveness, since purchasing imported products often signals personal
material success in developing countries (Cleveland et al., 2009). In line
with this assertion, other studies suggest that consumers tend to link the
positive country image to a product when it is imported from a higher
origin country (Gaedeke, 1973; Han, 1989; Toyne & Walters, 1989;
Wang & Lamb, 1983; Yagci, 2001). Consumers emphasizing achieve-
ment place a high value on the pursuit of material possessions and seek
out foreign products to satiate such desires. Their behaviors and atti-
tudes toward foreign products will be in general more positive and
proactive compared with those who value achievement less, thus
weakening the supposed negative impact of consumer ethnocentrism on
perceived product quality and purchase intention of foreign products.

In contrast, for consumers in developing countries with a low
achievement value, the effect of consumer ethnocentrism on perceived
product quality of foreign products would be relatively strong because
they are concerned about the potential consequences of their decision
before others’ eyes. Achievement belongs to the broader dimension of
self-enhancement, which emphasizes pursuit of one’s own interests,
relative success, and dominance over others (Schwartz, 2012). Con-
sumers with a low achievement value thus worry about the possible
threats that foreign products might bring to the local (i.e., in-group)
economy such as job instability and structural economic change
(Downey, Hellriegel, & Slocum, 1977; Yoo & Donthu, 2005). The un-
certain consequences of purchasing foreign products will be more re-
levant to consumers with a low achievement value. Likewise, their
evaluation and purchase intention of foreign products will be more
influenced by consumer ethnocentrism. Therefore, we propose the fol-
lowing hypothesis:

H3. In a developing country, the effect of consumer ethnocentrism on
quality evaluation and purchase intention of a developed country’s
products will be highly significant among consumers of a high
achievement value than among those of a low achievement value.

3.4. Power

Power is another value belonging to the self-enhancement dimen-
sion, which stresses social status and prestige, and control over people
and resources (Schwartz, 2012). Individuals with a strong power value
apparently requires some degree of status differentiation or distinc-
tiveness. Thus, for consumers in developing countries with a high value
of power, the effect of consumer ethnocentrism on perceived product
quality and purchase intention of foreign products will be relatively
weak. This is because consuming exotic and sometimes pricy imported
products over standard domestic options will help one to gain more
social recognition and enhance one’s public image in terms of wealth
and prestige. Consumers with a strong power value would thus be at-
tracted to superior product quality of foreign products.

Previous literature on cultural values and consumer ethnocentrism
discussed the impact of Hofstede’s power dimension, which represents
the inclination of individuals to willingly accept differences in power
held by different members of society (Sharma, 2010b). It is argued that
power-oriented people generally expect that power is distributed un-
equally and accept tight control from people with greater power. In the
face of a top-down government sponsored patriotism campaign (Lau,
2016; Zhao, 1998) or a nation-wide buy domestic order (Rampell,

2009), power-oriented consumers are likely to feel patriotic when re-
jecting foreign products to purchase domestic ones. Following their
belief that power to be distributed more unevenly, they have an ex-
pectation that foreign products be evaluated unfairly. Consequently, it
is inferred that power orientation would intensify the negative re-
lationship between consumer ethnocentrism and product evaluation
toward foreign products.

However, we argue that Schwarz’s power value and Hofstede’s
power orientation are not congruent in nature (Ng et al., 2007). The
former focuses on how one could reach the top of the social status
ladder while the latter emphasizes acceptance of unequal power dis-
tribution to suggest the possibility of one becoming a victim of power.
Given the different focuses, Schwarz’s power value and Hofstede’s
power orientation will have opposite effects on the relationship be-
tween consumer ethnocentrism and foreign products judgement.

Specifically, we argue that for consumers in developing countries
with a low Schwarz’s power value, the effect of consumer ethno-
centrism on perceived product quality and purchase intention of foreign
products will be relatively strong because a low value on power re-
sembles assimilation rather than distinctiveness tendency. Consumers
in developing markets with an assimilation tendency will prefer do-
mestic to foreign products to manifest their internal needs to pursue
harmony with in-group members. Likewise, they are less likely to as-
sociate superior product quality with foreign products. Based on such
rationale, we propose the following hypothesis:

H4. In a developing country, the effect of consumer ethnocentrism on
quality evaluation and purchase intention of a developed country’s
products will be highly significant among consumers of a high power
value than among those of a low power value.

3.5. Hedonism

Individuals with a strong hedonism value pursue pleasure and self-
gratification (Schwartz, 2012). For consumers in developing countries
with a high hedonism value, the effect of consumer ethnocentrism on
perceived product quality and purchase intention of foreign products
will be relatively weak. The reason is that hedonism shares both
openness to change (including self-direction and stimulation) and self-
enhancement (including achievement and power) value dimensions
(Schwartz, 1992), thus requiring distinctiveness over assimilation. He-
donic consumers constantly seek pleasure and enjoyment, are con-
cerned more about their quality of life, and want instant fulfilment of
materialistic needs (Feldman, 2004). As common domestic products in
developing countries generally fail to result in significant life change or
enhancement, hedonic consumers are eager to choose foreign alter-
natives of superior quality and reputation. Hedonic consumers in de-
veloping countries prefer foreign products as they often symbolize the
Western lifestyle and possibility of life enhancement (Ghose &
Lowengart, 2001). Previous studies show that individuals emphasizing
hedonism display lower levels of in-group favoritism (Feather, 1994),
implying that consumers with a strong hedonic tendency are less in-
fluenced by consumer ethnocentrism in foreign product purchasing
decisions and evaluations. In this sense, the relationship between con-
sumer ethnocentrism and perceived product quality of foreign product
will be weaker under a high level of hedonism.

However, among consumers in developing countries with a low
value on hedonism, the effect of consumer ethnocentrism on perceived
product quality and purchase intention of foreign products will be re-
latively strong due to a low level of desire for distinctiveness.
Consumers with a low level of hedonism will place less emphasis on
product distinctiveness. Foreign products will thus no longer receive
preferential treatment when it comes to product evaluation. Rather, the
effect of consumer ethnocentrism on product judgement will be mag-
nified and centered. Thus, we propose the following hypothesis:
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H5. In a developing country, the effect of consumer ethnocentrism on
quality evaluation and purchase intention of a developed country’s
products will be highly significant among consumers of a high
hedonism value than among those of a low hedonism value.

4. Method

A survey was designed to investigate two emerging markets, Brazil
and Russia, on the U.S. products. We selected American products be-
cause the U.S. is a representative advanced economy and the world’s
third-largest exporter after China (Amadeo, 2017). The U.S. is also
Brazil’s second largest and Russia’s third largest import trade partner
(World Integrated Trade Solution, 2018). This suggests that Brazilian
and Russian consumers should be qualified to provide fair perceptions
on American products based on past shopping experiences.

The survey was initially constructed in English and then translated
into Brazilian Portuguese and Russian by two professional translators.
The Brazilian Portuguese version and the Russian version were then
respectively back translated into English by a Brazilian student and a
Russian student studying in the U.S. The translated versions were sent
back to us to compare with the original English version and check for
content equivalency. After correcting all potential inconsistencies
among the Brazilian Portuguese, Russian, and original English versions,
we launched a pre-test and surveyed 30 nonstudent adult consumers
from each country (Brazil and Russia). Respondents were asked to
designate any ambiguities or awkwardness in question wording. Based
on the pretest results, several items were refined due to ambiguities or
cultural incompatibility.

4.1. The sample

The questionnaire was conducted online using nonstudent adult
samples by a marketing research company. Panelists registered with the
company were provided with an invitation to the survey. They were
informed in the invitation beforehand the compensation they would
receive as well as the estimate time it would take to fill out the survey.
After entering the survey, the individuals were first presented with
screening questions and a few demographic questions. Those who did
not fit the criteria in the screening and demographic questions were not
allowed to continue the survey and informed that they did not meet the
qualifications to participate. Upon our acceptance of the data, the
compensation for completion was distributed to the panelists. A total of
308 responses from Brazil and 309 responses from Russia were re-
ceived. Out of them, 305 and 307 responses were usable for analysis.
The high usability rate resulted from the force response setup in the
questionnaire where respondents could not proceed with the survey
unless they completed the previous session. We also controlled the area
to Brazil and Russia from which responses were collected. Table 1
summarizes the sample characteristics and Table 2 shows the region
distribution of the sample.

4.2. The measures

The measurement of consumer ethnocentrism was taken from
Sharma (2015)’s revised consumer ethnocentrism scale, which im-
proves Shimp and Sharma (1987)’s classic CETSCALE. There are three
dimensions in the scale, including affective reaction, cognitive bias, and
behavioral preference. Respondents were asked to indicate their
agreement with the statement on a seven-point scale ranging from
strongly disagree to strongly agree.

Following a recent study on consumer ethnocentrism by Balabanis
et al. (2017), we included ten product categories to control for the ef-
fect of product categories. We adopted Elliott and Cameron (1994)’s
perceived product quality measure and asked respondents how they
would rate the quality of each product on a five-point scale ranging

from “very poor” to “excellent”.
Personal cultural values were measured based on Schwartz (1992)’s

personal cultural values. Five dimensions (self-direction, stimulation,
achievement, power, and hedonism) were selected over the other five
competing values on the opposite sides. Respondents were asked to
indicate their agreement with the statement on a seven-point scale,
ranging from strongly disagree to strongly agree.

We also controlled several commonly used demographic variables in
the survey based on existing consumer ethnocentrism research. The
control variables included age, gender, education, and income
(Balabanis et al., 2001, 2002b; De Ruyter, Van Birgelen, & Wetzels,
1998; Good & Huddleston, 1995; Han, 1988; Huddleston, Good, &
Stoel, 2000; Hult, Keillor, & Lafferty, 1999; Klein & Ettensoe, 1999;

Table 1
Sample characteristics.

Variable Brazil Russia

Frequency % Frequency %

Age
18–24 54 17.7 37 12.1
25–34 76 24.9 62 20.2
35–44 63 20.7 52 16.9
45–54 55 18.0 57 18.6
55–64 43 14.1 85 27.7
65–74 13 4.3 14 4.6
75–84 1 0.3 0 0.0

Gender
Male 148 48.5 169 55.0
Female 157 51.5 138 45.0

Income
Lower Class 24 7.9 13 4.2
Lower Middle Class 104 34.1 91 29.6
Middle Class 147 48.2 183 59.6
Upper Middle Class 26 8.5 20 6.5
Upper Class 4 1.3 0 0.0

Education
Junior High School 12 3.9 5 1.6
High School 130 42.6 68 22.1
College No Degree 33 10.8 110 35.8
Bachelor’s Degree 89 29.2 37 12.1
Master’s Degree 19 6.2 42 13.7
Professional Degree 17 5.6 43 14.0
Doctoral Degree 5 1.6 2 0.7

Sample Size 305 100.0 307 100.0

Table 2
Region distribution.

Region %

Brazil

• North (Acre, Amapá, Amazonas, Pará, Rondônia, Roraima and
Tocantins)

7.9

• Northeast (Maranhão, Piauí, Ceará, Rio Grande do Norte, Paraíba,
Pernambuco, Alagoas, Sergipe and Bahia)

28.2

• Central-West (Goiás, Mato Grosso and Mato Grosso do Sul; along with
Distrito Federal)

7.2

• Southeast (Espírito Santo, Minas Gerais, Rio de Janeiro and São Paulo) 42.3

• South (Paraná, Santa Catarina and Rio Grande do Sul) 14.4

Russia

• Central Federal District (Moscow) 25.7

• Southern Federal District (Rostov-on-Don) 10.1

• Northwestern Federal District (Saint Petersburg) 10.1

• Far Eastern Federal District (Khabarovsk) 4.6

• Siberian Federal District (Novosibirsk) 13.0

• Urals Federal District (Yekaterinburg) 6.8

• Volga Federal District (Nizhny Novgorod) 21.8

• North Caucasian Federal District (Pyatigorsk) 6.8

• Crimean Federal District 1.1
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Kucukemiroglu, 1999; Nielsen & Spence, 1997; Schwartz, 1992;
Sharma et al., 1995; Supphellen & Rittenburg, 2001; Vida & Fairhurst,
1999).

4.3. Reliability and validity

We checked the reliability and validity of all measures as latent
constructs, using AMOS 23. Each factor loading is statistically sig-
nificant, and standardized values are above the recommended threshold
of 0.70 for all but a few items, which were retained for construct va-
lidity (Bagozzi & Yi, 1988). In addition, the composite reliability of
each construct is greater than the suggested 0.7 cut-off point, indicating
appropriate internal consistency reliability (Bollen & Lennox, 1991).

Further, the average variance extracted (AVE) of all constructs is above
0.50, which provides evidence of convergent validity. We follow the
Fornell-Lacker criterion (Fornell & Larcker, 1981) to compare the
square root of AVE with the correlation of latent constructs. The square
root of each construct’s AVE has a greater value than the correlations
with other latent constructs, suggesting support for discriminant va-
lidity. All items and their loadings and reliability are reported in
Table 3 and construct correlations, means, standard deviations, and
square roots of AVEs are presented in Table 4.

We further conducted a multi-group confirmatory factor analysis to
check configural and metric measurement invariance of the study
constructs in Brazil and Russia (Steenkamp & Baumgartner, 1998). The
goodness-of-fit indices fit the data highly satisfactorily (χ2/df = 2.20,

Table 3
Items, reliability, and factor loadings of the measures.

Construct (Items) Loadings

Brazil Russia

Consumer Ethnocentrism (CR = 0.96/0.95; AVE = 0.66/0.61)
I love the products and services from Brazil/Russia. 0.88 0.80
I am proud of the products and services from Brazil/Russia. 0.91 0.88
I admire the products and services from Brazil/Russia. 0.92 0.87
I feel attached to the products and services from Brazil/Russia. 0.91 0.75
East or West, the products and services from Brazil/Russia are the best. 0.80 0.77
Products from Brazil/Russia are examples of best workmanship. 0.80 0.75
Service providers from Brazil/Russia have the best work attitudes. 0.79 0.76
For me, it's always the products from Brazil/Russia first, last, and foremost. 0.71 0.74
If I have a choice, I would prefer buying products and services from Brazil/Russia. 0.67 0.74
I prefer being served by service providers from Brazil/Russia. 0.74 0.71
As far as possible, I avoid buying products and services from foreign countries. 0.78 0.77
I often refuse to buy a product or service because it is from a foreign country. 0.77 0.83

Self-direction (CR = 0.85/0.88; AVE = 0.59/0.64)
Thinking up new ideas and being creative is important to me. I like to do things in my own original way. 0.80 0.75
It is important to me to make my own decisions about what I do. I like to be free to plan and to choose my activities for myself. 0.83 0.82
I think it's important to be interested in things. I like to be curious and to try to understand all sorts of things. 0.74 0.85
It is important to me to be independent. I like to rely on myself. 0.70 0.77

Stimulation (CR = 0.83/0.77; AVE = 0.62/0.53)
I think it is important to do lots of different things in life. I always look for new things to try. 0.79 0.76
I like to take risks. I am always looking for adventures. 0.76 0.70
I like surprises. It is important to me to have an exciting life. 0.82 0.72

Achievement (CR = 0.79/0.79; AVE = 0.56/0.55)
Being very successful is important to me. I like to impress other people. 0.78 0.75
I think it is important to be ambitious. I want to show how capable I am. 0.74 0.74
Getting ahead in life is important to me. I strive to do better than others. 0.73 0.74

Power (CR = 0.80/0.81; AVE = 0.58/0.58)
It is important to me to be rich. I want to have a lot of money and expensive things. 0.74 0.70
It is important to me to be in charge and tell others what to do. I want people to do what I say. 0.78 0.81
I always want to be the one who makes the decisions. I like to be the leader. 0.76 0.78

Hedonism (CR = 0.82/0.87; AVE = 0.60/0.70)
I seek every chance I can to have fun. It is important to me to do things that give me pleasure. 0.76 0.82
Enjoying life’s pleasures is important to me. I like to ‘spoil’ myself. 0.76 0.87
I really want to enjoy life. Having a good time is very important to me. 0.80 0.81

Perceived Product Quality (CR = 0.92/0.92; AVE = 0.55/0.53)
Please rate the quality of laptops from the US. 0.83 0.70
Please rate the quality of cameras from the US. 0.81 0.82
Please rate the quality of cell phones from the US. 0.85 0.74
Please rate the quality of refrigerators from the US. 0.73 0.81
Please rate the quality of washing machines from the US. 0.73 0.83
Please rate the quality of cars from the US. 0.75 0.70
Please rate the quality of shoes from the US. 0.71 0.71
Please rate the quality of beer from the US. 0.64 0.63
Please rate the quality of clothing from the US. 0.70 0.65
Please rate the quality of coffee from the US. 0.63 0.62

Purchase Intention (CR = 0.94/0.92; AVE = 0.88/0.85)
Please indicate your willingness to buy American products 0.94 0.92
Please indicate your willingness to try American products 0.94 0.92

Notes: All items except perceived product quality are measured on a 7-point Likert scale ranging from “strongly disagree” to “strongly agree”; Perceived product
quality is measured on a 5-point scale ranging from “very poor” to “excellent”. CR = Composite Reliability; AVE = Average Variance Extracted. Brazil is presented
before the “/ and Russia is presented after the “/”.
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CFI = 0.94, GFI = 0.95, TLI = 0.98, NFI = 0.97, RMSEA = 0.04),
suggesting support for configural invariance. We then constrain the
factor loading in the two groups to be equal and compare this model
with the previous model in which factor loadings are free to be esti-
mated across groups. The results indicate that the two country samples
are invariant, and that the constraint model is not statistically different
from the unconstrained model (△χ2 (21) = 22, p > 0.05). Thus, the
two country samples achieve metric invariance.

4.4. Common method bias

In designing the survey, we paid special attention to the sequence of
the constructs to minimize common method bias (Podsakoff,
MacKenzie, Lee, & Podsakoff, 2003). The dependent variable (perceived
product quality and purchase intention) questions were placed before
the personal cultural values and consumer ethnocentrism questions,
with randomized order within each construct. In addition to the pro-
cedural remedy, we also controlled the effect of an unmeasured latent
factor (Podsakoff et al., 2003). Items were allowed to load on their
theoretical constructs as well as on an unmeasured latent factor. We
then compared the significance levels of the factor loadings with and
without the unmeasured latent factor. We found no differences in the
significance levels in both country samples. Thus, it was concluded that
the common method bias could not distort the results in either the
Brazilian or Russian sample.

4.5. Results

To test the hypotheses, we ran two sets of regressions, one on per-
ceived product quality of the U.S. products and the other on purchase
intention of the U.S. products, for the five personal cultural values,
respectively, for Brazil and Russia samples. Tables 5 and 6 report the
result.

Table 5 shows the regression analysis results on perceived product
quality for the two samples. Each of the five models regresses perceived
product quality on consumer ethnocentrism, one of personal values,
their interaction term, and demographic variables (i.e., age, female,
education, and income). R2 ranges from 0.15 to 0.22 for Brazil and from
0.15 to 0.17 for Russia. The interaction terms are all significant at a 5%
or lower level except for the Russia sample’s power value, which is
significant at 10%. Specifically, Model 1 supports H1 for self-direction
by significant interaction: β = 0.13 (p < 0.05) for Brazil and β= 0.12
(p < 0.05) for Russia. Model 2 supports H2 for stimulation by sig-
nificant interaction: β = 0.11 (p < 0.05) for Brazil and β = 0.11
(p < 0.01) for Russia. Model 3 supports H3 for achievement by sig-
nificant interaction: β = 0.11 (p < 0.01) for Brazil and β = 0.15
(p < 0.05) for Russia. Model 4 supports H4 for power by significant
interaction: β = 0.15 (p < 0.05) for Brazil and β = 0.10 (p < 0.10)
for Russia. Finally, Model 5 supports H5 for self-direction by significant
interaction: β = 0.15 (p < 0.05) for Brazil and β = 0.19 (p < 0.01)
for Russia.

Table 6 reports the regression results on purchase intention for the
two samples. In this analysis, perceived product quality is put as one of
independent variables because it is a firm antecedent of product pur-
chase intention. Thus, each of the five models regresses product pur-
chase intention on consumer ethnocentrism, one of personal values,
their interaction term, demographic variables (i.e., age, female, edu-
cation, and income), and perceived product quality. R2 is much higher
than in the perceived product quality regressions, ranged from 0.33 to
0.36 for both Brazil and Russia. The interaction terms are all significant
at a 5% or lower level. Specifically, Model 1 supports H1 for self-di-
rection by significant interaction: β = 0.11 (p < 0.05) for Brazil and
β = 0.12 (p < 0.05) for Russia. Model 2 supports H2 for stimulation
by significant interaction: β = 0.13 (p < 0.05) for Brazil and β= 0.16
(p < 0.01) for Russia. Model 3 supports H3 for achievement by sig-
nificant interaction: β = 0.12 (p < 0.01) for Brazil and β = 0.10Ta
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(p < 0.001) for Russia. Model 4 supports H4 for power by significant
interaction: β = 0.16 (p < 0.05) for Brazil and β = 0.12 (p < 0.01)
for Russia. Lastly, Model 5 supports H5 for self-direction by significant
interaction: β = 0.16 (p < 0.05) for Brazil and β = 0.23 (p < 0.01)
for Russia.

As discussed beforehand, it can be concluded that Schwartz’s re-
nowned cultural human values moderate the effect of consumer eth-
nocentrism on both perceived product quality and purchase intention.
Fig. 1 visually demonstrates how the effect of consumer ethnocentrism
on purchase intention depends on the level of each personal value
across the five models. The plots are obtained, following Aiken and
West’s procedure (Aiken, West, & Reno, 1991), by replacing the one
plus or minus standard deviation (SD) of consumer ethnocentrism and
each personal value into the shortened regression equation: purchase
intention = intercept + β1 * one SD of consumer ethno-
centrism + β2 * one SD of personal value + β3 * one SD of consumer
ethnocentrism * one SD of personal value. The plots witness a classic X-
shaped interaction. Specifically, consumer ethnocentrism consistently
has a strong negative effect on purchase intention in a low personal

value condition while it has a weak negative or even positive effect in a
high personal value condition, which gives a concrete support to the
hypotheses. Surely, personal values either weaken or strengthen the
effect of consumer ethnocentrism.

Appendices 1 and 2 show the same regression results as Tables 5 and
6 except for interaction terms. Compared with the regressions without
interactions, those with interactions achieve higher R2 (i.e., explaining
the dependent variables better) and weaken the main effect of con-
sumer ethnocentrism. Especially, regressions on purchase intention are
improved much better than those on perceived product quality. Speci-
fically, R2 of the five regression models on perceived product quality
improved by 3.0 on average (ranging from 1 to 5) for Brazil and 1.2
(ranging from 1 to 20 for Russia. In contrast, R2 of the five regression
models on purchase intention improved by 7.6 on average for both
samples (ranging from 5 to 10 for Brazil and from 4 to 10 for Russia). It
can be concluded that personal values take a more significant role in the
purchase stage of the consumer decision making than in the product
quality evaluation stage.

Taken together, all hypotheses are fully supported in the Brazil and

Table 5
Regression results on perceived product quality of the U.S. products.

DV: Perceived Product Quality Coefficient SE T-Value p-Value R2

Model 1: Self-direction 0.22/0.15
Constant 2.12/4.39 0.58/0.81 3.64/5.41 ***/***
Consumer Ethnocentrism −0.16/−0.28 0.15/0.19 −2.15/−2.49 */**
Self-direction 0.33/0.13 0.09/0.14 3.52/1.45 ***/0.13
Interaction^ 0.13/0.12 0.02/0.03 2.08/1.96 */*
Age −0.11/−0.06 0.02/0.02 −5.10/−2.81 ***/**
Female 0.25/−0.08 0.06/0.06 3.98/−1.25 ***/0.11
Education 0.01/0.02 0.02/0.02 0.18/0.78 0.43/0.22
Income 0.05/0.07 0.04/0.05 1.09/1.27 0.14/0.11

Model 2: Stimulation 0.21/0.16
Constant 3.08/4.12 0.49/0.58 6.29/7.09 ***/***
Consumer Ethnocentrism −0.04/−0.19 0.11/0.13 −0.34/−2.51 0.37/**
Stimulation 0.19/0.06 0.09/0.11 2.20/0.55 */0.29
Interaction 0.11/0.11 0.02/0.02 2.26/2.35 */**
Age −0.09/−0.06 0.02/0.02 −4.23/−2.46 ***/**
Female 0.23/−0.09 0.07/0.07 3.51/−1.37 ***/0.09
Education −0.01/0.02 0.03/0.02 −0.40/0.95 0.35/0.17
Income 0.07/0.05 0.04/0.05 1.58/0.96 0.06/0.17

Model 3: Achievement 0.16/0.17
Constant 3.77/3.85 0.41/0.51 9.25/7.53 ***/***
Consumer Ethnocentrism −0.04/−0.13 0.09/0.10 −0.38/−1.18 0.35/0.12
Achievement 0.07/0.11 0.07/0.09 1.98/1.18 */0.12
Interaction 0.11/0.15 0.02/0.02 2.44/2.25 **/*
Age −0.10/−0.05 0.02/0.02 −4.14/−2.41 ***/**
Female 0.21/−0.10 0.07/0.06 3.05/−1.54 **/0.06
Education 0.01/0.02 0.03/0.02 0.03/0.89 0.49/0.19
Income 0.04/0.05 0.04/0.05 0.96/0.94 0.17/0.18

Model 4: Power 0.15/0.16
Constant 3.37/4.03 0.36/0.42 9.48/9.67 ***/***
Consumer Ethnocentrism −0.11/−0.15 0.07/0.08 −1.39/−2.75 0.08/**
Power 0.16/0.08 0.07/0.09 2.31/1.91 */*
Interaction 0.15/0.10 0.01/0.02 2.15/1.48 */0.08
Age −0.10/−0.06 0.02/0.02 −4.25/−2.46 ***/**
Female 0.19/−0.10 0.07/0.06 2.70/−1.57 **/0.06
Education −0.01/0.02 0.02/0.02 −0.12/0.75 0.45/0.23
Income 0.04/0.06 0.05/0.05 0.92/1.23 0.18/0.11

Model 5: Hedonism 0.20/0.16
Constant 4.31/3.69 0.55/0.55 7.88/6.72 ***/***
Consumer Ethnocentrism −0.28/−0.11 0.13/0.11 −2.14/−0.94 */0.18
Hedonism 0.03/0.12 0.08/0.09 0.33/1.30 0.37/0.10
Interaction 0.15/0.19 0.02/0.02 2.21/2.42 */**
Age −0.10/−0.06 0.02/0.02 −4.25/−2.43 ***/**
Female 0.25/−0.05 0.07/0.07 3.79/−0.75 ***/0.23
Education −0.01/0.02 0.03/0.02 −0.32/0.94 0.38/0.18
Income 0.05/0.06 0.04/0.05 1.17/1.18 0.12/0.12

Notes: *p < 0.05; **p < 0.01; ***p < 0.001. The dependent variable is perceived product quality adjusted for product category. Interaction is between consumer
ethnocentrism and the corresponding personal cultural value. Brazil is presented before the “/“ and Russia is presented after the “/”.
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Russia samples. Across all five models for both perceived product
quality and purchase intention, some common features are found. First,
the main effect of consumer ethnocentrism on perceived product
quality and purchase intention is generally significantly negative, but it
disappears or gets less significant when its interaction with personal
value is added. Second, all five personal cultural values are positively
related to perceived product quality and purchase intention, but that
effect disappears or gets weakened when its interaction with consumer
ethnocentrism is added. Third, the significant interaction effect be-
tween consumer ethnocentrism and personal values suggests that the
negative effect of consumer ethnocentrism will be contingent on per-
sonal values. In particular, the effect will be mitigated under the high-
level self-direction, stimulation, achievement, power, and hedonism
values.

5. Discussion and implications

The impact of consumer ethnocentrism on consumer evaluations
and behavioral intentions has never been consistent (Good &
Huddleston, 1995; Prince et al., 2016). The first body of literature
shows a negative impact of consumer ethnocentrism on consumer
evaluations for imported products in developed countries (Balabanis &
Diamantopoulos, 2004; Klein, Ettenson, & Morris, 1998; Netemeyer,
Durvasula, & Lichtenstein, 1991; Shimp & Sharma, 1987). Lacking ne-
cessary information about foreign products, consumers in developed
countries purchase domestic products to reduce risks and show national
pride (Bilkey & Nes, 1982; Herche, 1992). The second body of literature
shows either no effect (Huddleston et al., 2000; Sharma, 2011a) or a
contingent effect based on factors such as product type (Balabanis et al.,
2017; Evanschitzky, 2008; Hamin, 2006), price (Winit et al., 2014),

Table 6
Regression Results on Purchase Intention of the U.S. Products.

DV: Purchase Intention Coefficient SE T-Value p-Value R2

Model 1. Self-direction 0.36/0.34
Constant 1.07/0.88 0.78/1.30 1.37/0.68 0.09/0.25
Consumer Ethnocentrism −0.16/−0.35 0.19/0.29 −0.82/−1.19 0.21/0.12
Self-direction 0.16/0.10 0.13/0.20 1.23/0.49 0.11/0.31
Interaction^ 0.11/0.12 0.03/0.05 2.26/2.31 */*
Age −0.05/0.03 0.03/0.04 −1.75/0.76 */0.23
Female −0.12/0.12 0.09/0.10 −1.37/1.18 0.09/*
Education −0.01/0.06 0.08/0.04 −1.37/1.78 0.09/*
Income 0.15/0.16 0.06/0.08 2.56/2.05 **/*
Perceived Product Quality 0.64/0.69 0.08/0.09 8.32/7.80 ***/***

Model 2: Stimulation 0.33/0.33
Constant 1.48/2.23 0.70/0.96 2.13/2.32 */*
Consumer Ethnocentrism −0.12/−0.55 0.15/0.19 −0.79/−2.84 0.22/**
Stimulation 0.04/0.16 0.12/0.16 0.33/1.96 0.37/*
Interaction 0.13/0.16 0.02/0.04 2.10/2.57 */**
Age −0.04/0.04 0.03/0.04 −1.27/1.02 0.10/0.16
Female −0.15/0.09 0.09/0.09 −1.70/0.89 */0.19
Education −0.01/0.08 0.03/0.04 −0.43/2.24 0.34/*
Income 0.15/0.13 0.06/0.08 2.66/1.68 **/*
Perceived Product Quality 0.70/0.69 0.08/0.09 9.10/7.78 ***/***

Model 3: Achievement 0.35/0.36
Constant 1.74/3.10 0.59/0.84 2.97/3.69 **/***
Consumer Ethnocentrism −0.22/−0.76 0.11/0.16 −1.83/−4.67 */***
Achievement 0.04/0.32 0.09/0.14 0.38/2.25 0.35/*
Interaction 0.12/0.10 0.02/0.03 2.83/3.20 **/***
Age −0.03/0.03 0.03/0.03 −1.02/0.96 0.16/0.17
Female −0.19/0.08 0.09/0.10 −2.11/0.86 */0.20
Education −0.01/0.08 0.03/0.03 −0.34/2.23 0.37/*
Income 0.13/0.13 0.06/0.08 2.30/1.75 */*
Perceived Product Quality 0.68/0.67 0.07/0.09 9.21/7.72 ***/***

Model 4: Power 0.33/0.35
Constant 1.58/1.37 0.52/0.72 3.03/1.89 **/*
Consumer Ethnocentrism −0.13/−0.35 0.10/0.13 −1.32/−2.76 0.09/**
Power 0.03/0.03 0.09/0.14 0.33/1.19 0.37/0.24
Interaction 0.16/0.12 0.02/0.03 2.32/2.76 */**
Age −0.04/0.04 0.03/0.03 −1.18/1.20 0.12/0.12
Female −0.19/0.08 0.09/0.10 −2.11/0.78 */0.22
Education −0.01/0.07 0.03/0.03 −0.43/1.91 0.34/*
Income 0.14/0.16 0.06/0.08 2.39/2.01 **/*
Perceived Product Quality 0.71/0.67 0.07/0.09 9.56/7.59 ***/***

Model 5: Hedonism 0.33/0.36
Constant 0.81/1.45 0.79/0.89 1.02/1.64 0.16/*
Consumer Ethnocentrism −0.05/−0.48 0.17/0.17 −0.27/−2.76 0.40/**
Hedonism 0.13/0.11 0.12/0.14 1.11/1.93 0.13/*
Interaction 0.16/0.23 0.02/0.03 1.99/2.23 */*
Age −0.04/0.04 0.03/0.03 −1.27/1.16 0.11/0.13
Female −0.14/0.17 0.09/0.09 1.58/1.73 0.06/*
Education −0.01/0.08 0.09/0.03 −0.28/2.32 0.39/**
Income 0.15/0.13 0.06/0.08 2.66/1.65 **/*
Perceived Product Quality 0.73/0.66 0.08/0.09 9.50/7.62 ***/***

Notes: *p < 0.05; **p < 0.01; ***p < 0.001. The dependent variable is purchase intention. Interaction is between Consumer Ethnocentrism and the corre-
sponding personal cultural value. Brazil is presented before the “/ and Russia is presented after the “/”.
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brand personality (Supphellen & Grønhaug, 2003), quality judgement
and conspicuous consumption (Wang & Chen, 2004), and economic
development (Reardon et al., 2005; Sharma, 2011a). Our study con-
tributes to the second body of literature based on the Optimal Dis-
tinctiveness Theory, showing that the effect of consumer ethnocentrism
on perceived product quality and purchase intention of foreign products
is contingent on personal cultural values.

5.1. Theoretical implications

Our findings suggest the possibility of two distinct groups of eth-
nocentric consumers: local ethnocentric consumers, and global ethno-
centric consumers. Local ethnocentric consumers are those who have a
stronger need for assimilation rather than distinctiveness and who
sincerely believe that it is inappropriate and immoral for them to
purchase foreign products. In terms of personal cultural values, local
ethnocentric consumers tend to value universalism, benevolence, tra-
dition, conformity, and security. In contrast, global ethnocentric

consumers agree that while it sounds appropriate and moral to buy
domestic, they have no objection to purchasing foreign products. In
terms of personal values, global ethnocentric consumers tend to value
power, achievement, hedonism, stimulation, and self-direction. These
consumers have a stronger need for distinctiveness over assimilation.
Their desire for distinctiveness diminishes the inhibiting effect of eth-
nocentric belief on subsequent evaluations and attitudes toward foreign
products and purchase intention. Such finding is in line with previous
research (Hustvedt, Carroll, & Bernard, 2013; Strizhakova & Coulter,
2019) that within highly ethnocentric consumers, there is a set of
consumers who care more about buying local.

The coexistence of the two types of ethnocentric consumers helps
explain the inconsistent findings in previous studies on consumer eth-
nocentrism. Both groups of consumers may report the same favoritism
levels for domestic products, but will have different objection levels for
foreign products. This may imply that future consumer ethnocentrism
research should take consideration of both dimensions: consumers’ fa-
voritism for domestic products, and their objection to foreign products.

Fig. 1. Interaction effect of personal cultural values on the relationship between consumer ethnocentrism and purchase intention of the U.S. products in the Brazilian
sample. Note that the vertical axis is the purchase intention of the U.S. products.
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As summarized in Fig. 2, consumers may be categorized into four
possible groups by objection to foreign products and favor for domestic
products: those who strongly favor domestic products and strongly
object to foreign products; those who strongly favor domestic products
and weakly object to foreign products; those who weakly favor do-
mestic products and strongly object to foreign products; and those who
weakly favor domestic products and weakly object to foreign products.
We believe that ethnocentric consumers tend to show a strong favor for
domestic products and that consideration of their objection to foreign
products would allow further categorization into local and global seg-
ments.

Our findings also imply that a variety of antecedents to consumer
ethnocentrism may impact involvement of consumer ethnocentrism. As
Balabanis, Diamantopoulos, Mueller, and Melewar (2001) showed that
consumer ethnocentrism in Turkey is fueled by patriotism and in the
Czech Republic by nationalism, different antecedents to consumer
ethnocentrism might suggest the consequential coexistence of two
groups of consumer ethnocentric consumers in one society. For ex-
ample, patriotism is a commitment and readiness to sacrifice for the
nation while nationalism is a commitment plus exclusion of others and
a readiness to sacrifice bolstered by hostility towards (Druckman,
1994). This may suggest that consumer ethnocentrism generated from
patriotism is more likely to involve into global consumer ethnocentrism
than consumer ethnocentrism fueled by nationalism. Further in-
vestigation into the antecedents of consumer ethnocentrism and the
further involvement of consumer ethnocentrism would be fruitful.

5.2. Managerial implications

Our findings confirm the importance of focusing on individual-level
cultural traits, rather than the stereotyped country-level culture when
entering developing markets. It is dangerous to assume that consumers
from the same culture will share the same cultural values to the same
extent. For example, within the same cultural setting, individual con-
sumers vary in terms of distinctiveness versus assimilation need.
Focusing on individual-level cultural values rather than society-level
cultural values will enhance managerial judgement and generate more
precise decisions.

Our study generates at least three suggestions for global marketers
aiming to enter developing markets. First, we suggest global marketers
to strategically focus on global ethnocentric consumers. While ethno-
centric consumers in general favor domestic products and are relatively
difficult to persuade, global marketers can work to overcome the softer
barriers of global ethnocentric consumers. Global ethnocentric con-
sumers are distinguished from local ethnocentric consumers by their
aspiration for distinctiveness, which leads to our next suggestion.

Second, we suggest global marketers to emphasize their products’
distinctiveness compared with local competitors’ offerings. Such dis-
tinctiveness could be manifested through product characteristics such
as superior functionality, high durability, limited supply, exorbitant
price, symbolic meanings, prestigious image, and corporate or brand
reputation. The goal for utilizing this strategy is to make global

ethnocentric consumers feel special and able to express self-distinc-
tiveness through purchasing, owning, and consuming the product.

Third, global marketers need to highlight certain messages while
avoiding others in advertising and promotion on both traditional and
social media. Commercials featuring messages regarding openness to
change (self-direction, stimulation) and self-enhancement (achieve-
ment, power, and hedonism) better suit global ethnocentric consumers’
need for distinctiveness. Messages featuring conservation (conformity,
tradition, and security) and self-transcendence (universalism and ben-
evolence) will reinforce the negative effect of consumer ethnocentrism
and are thus not recommended.

5.3. Limitations and future directions

We use the Optimal Distinctiveness Theory to distinguish con-
sumers’ need for foreign products from their domestic counterparts.
Although foreign products are arguably associated with more distinc-
tiveness than assimilation needs, the level of distinctiveness perceived
by consumers is not directly measured in this study. Preferably, the
level of distinctiveness is measured on a continuous scale, rather than as
a dichotomous variable. Future studies could investigate how the level
of perceived distinctiveness impacts consumers’ product evaluations
and behaviors.

As domestic industries boom in developing markets, foreign pro-
ducts are facing increasingly fierce competition from local counterparts.
For example, though Chinese consumers loved the American brand
Apple for years, its market share slipped to the fifth place against do-
mestic smartphone brands such as Huawei, Oppo, Vivo, and Xiaomi
(King & Yan, 2019). As certain high-tech items like smartphones be-
come commodities, the distinctiveness perceived by consumers be-
tween foreign and domestic products will be minimized (Ma, Yang,
Kalliny, & Roy, 2015). This implies our findings may be temporary.

There may be a point in the near future when consumers in devel-
oping markets no longer view foreign products from developed coun-
tries as unique. Consumers’ need for distinctiveness could be fully sa-
tisfied by domestic products. Even self-direction, stimulation,
achievement, power, and hedonism oriented consumers will not be
driven to evaluate foreign products positively by origin. Without the
safeguard of global ethnocentric consumers, foreign products will face
stronger entry barriers in developing markets. Consistent with prior
research, this also implies that a country’s economic development de-
termines the level of consumer ethnocentrism. It would be too general
to categorize markets as developed and developing, since many de-
veloping countries are in different status of economic advancement.
These nations have diverse combinations of market freedom, competi-
tion, and intellectual property right protection. Future researchers will
find it helpful to consider specific economic measures in consumer
ethnocentrism research.

In addition, the power of opinion leaders in shaping domestic versus
foreign product perceptions should not be overlooked. For example,
Chinese opinion leaders such as first lady Peng Liyuan are promoting
domestic brands to the public by only wearing domestic apparel

Fig. 2. Consumer types generated from findings.
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(Shepard, 2019). We did not study personal cultural values for opinion
leaders in different societies. A further investigation of this topic would
be interesting.

As consumer ethnocentrism is relevant to several other psycho-
graphic variables (Bizumic, 2018; Sharma, 2011a) such as consumer
animosity, materialism, and value consciousness, individual differences
may take a role under the same cultural setting. Future researchers
could look beyond consumer ethnocentrism and apply individual per-
sonal cultural orientation perspective to other relevant psychographic
variables to better understand consumer behaviors in emerging mar-
kets.

Finally, we used Schwartz’s individual human values as a measure
of cultural values, but recently, new measures of cultural values ac-
commodating, especially, Geert Hofstede (2003) and Hofstede and
Hofstede (1991) national level cultural dimensions at the individual
level are developed and popularly used. One of them is CVSCALE (Yoo
& Shin, 2017; Yoo et al., 2011), which has been tested by many re-
searchers for adequate reliability, validity, and across-sample and
across-national generalizability.

6. Conclusion

The present research looks at the long controversial effect of

consumer ethnocentrism on perceived product quality and purchase
intention of foreign products from personal cultural value perspective.
Unlike developed countries where the impacts of consumer ethno-
centrism on consumer attitudes and behaviors are well established,
developing markets show more complex ethnocentric behaviors. The
Optimal Distinctiveness Theory helps explain the mixed findings of
previous research. In developing countries, foreign products are com-
parably more suitable to fulfill one’s distinctiveness need while do-
mestic products are better in addressing one’s assimilation need.
Consumers with personal cultural orientations such as self-direction,
stimulation, achievement, power, and hedonism have a greater need for
distinctiveness and thus have a positive perception toward foreign
products by suppressing consumer ethnocentrism.

Acknowledgement

This research has been supported by Summer Research Grant from
Frank G. Zarb School of Business at Hofstra University and New Faculty
Research Fund from College of Business and Technology at The
University of Texas at Tyler.

Appendix 1. Regression results on perceived product quality of the U.S. products (without interaction)

DV: Perceived Product Quality Coefficient SE T-Value p-Value R2

Model 1: Self-direction 0.17/0.14
Constant 2.68/3.86 0.26/0.29 13.43/5.41 ***/***
Consumer Ethnocentrism −0.12/−0.15 0.03/0.03 −0.48/−5.31 0.32/***
Self-direction 0.24/0.09 0.04/0.04 6.73/2.26 ***/*
Age −0.12/−0.06 0.02/0.02 −5.13/−2.80 ***/**
Female 0.26/−0.08 0.06/0.07 4.01/−1.25 ***/0.11
Education 0.01/0.02 0.03/0.02 0.19/0.69 0.43/0.25
Income 0.05/0.07 0.04/0.05 1.10/1.34 0.14/0.09

Model 2: Stimulation 0.17/0.15
Constant 3.20/3.98 0.21/0.24 15.29/16.55 ***/***
Consumer Ethnocentrism −0.01/−0.16 0.03/0.03 −0.38/−5.50 0.36/***
Stimulation 0.17/0.09 0.03/0.03 6.34/2.83 ***/**
Age −0.10/−0.06 0.02/0.02 −4.23/−2.46 ***/**
Female 0.23/−0.09 0.07/0.06 3.50/−1.35 ***/0.09
Education −0.01/0.02 0.03/0.02 −0.41/0.92 0.34/0.18
Income 0.07/0.05 0.04/0.05 1.56/0.99 0.06/0.16

Model 3: Achievement 0.14/0.16
Constant 3.61/3.97 0.20/0.23 18.53/17.05 ***/***
Consumer Ethnocentrism −0.04/−0.15 0.09/0.03 −0.16/−5.45 0.44/***
Achievement 0.10/0.09 0.02/0.03 4.27/3.35 ***/***
Age −0.10/−0.06 0.02/0.02 −4.14/−2.43 ***/**
Female 0.21/−0.10 0.07/0.06 3.11/−1.55 ***/0.06
Education 0.01/0.02 0.03/0.02 0.06/0.91 0.48/0.18
Income 0.04/0.05 0.05/0.05 1.00/0.94 0.16/0.18

Model 4: Power 0.14/0.14
Constant 3.72/4.06 0.19/0.23 19.79/17.99 ***/***
Consumer Ethnocentrism −0.02/−0.15 0.03/0.03 −0.87/−5.42 0.20/***
Power 0.09/0.08 0.02/0.03 3.80/3.04 ***/**
Age −0.10/−0.06 0.02/0.02 −4.28/−2.46 ***/**
Female 0.18/−0.10 0.07/0.07 2.64/−1.58 **/0.06
Education −0.01/0.02 0.03/0.02 −0.17/0.76 0.44/0.23
Income 0.04/0.06 0.05/0.05 0.92/1.23 0.18/0.11

Model 5: Hedonism 0.18/0.15
Constant 3.20/3.90 0.22/0.25 14.30/15.40 ***/***
Consumer Ethnocentrism −0.01/−0.16 0.03/0.03 −0.08/−5.45 0.47/***
Hedonism 0.16/0.08 0.03/0.03 5.43/2.91 ***/**
Age −0.10/−0.06 0.02/0.02 −4.23/−2.45 ***/**
Female 0.26/−0.05 0.07/0.07 3.97/−0.78 ***/0.22
Education −0.01/0.02 0.03/0.02 −0.13/1.00 0.45/0.16
Income 0.06/0.06 0.04/0.05 1.28/1.13 0.10/0.13

Notes: *p < 0.05; **p < 0.01; ***p < 0.001. The dependent variable is perceived product quality adjusted for product category. Brazil is presented before the “/
and Russia is presented after the “/”.
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Appendix 2. Regression results on purchase intention of the U.S. products (without interaction)

DV: Purchase Intention Coefficient SE T-Value p-Value R2

Model 1: Self-direction 0.27/0.26
Constant 0.90/0.51 0.39/0.55 2.28/0.92 */0.18
Consumer Ethnocentrism −0.11/−0.26 0.03/0.05 −3.22/−5.63 ***/***
Self-direction 0.19/0.16 0.13/0.06 3.76/2.64 ***/**
Age −0.05/0.03 0.03/0.04 −1.76/0.77 */0.22
Female −0.12/0.12 0.09/0.10 −1.38/1.19 0.09/0.12
Education −0.01/0.06 0.03/0.04 −0.23/1.75 0.41/*
Income 0.15/0.16 0.06/0.08 2.56/2.09 **/*
Perceived Product Quality 0.64/0.69 0.08/0.09 8.33/7.83 ***/***

Model 2: Stimulation 0.24/0.29
Constant 1.42/0.95 0.37/0.51 3.81/1.86 ***/*
Consumer Ethnocentrism −0.11/−0.27 0.04/0.05 −3.01/−5.52 **/***
Stimulation 0.05/0.09 0.04/0.05 1.31/1.86 0.10/*
Age −0.04/0.04 0.03/0.04 −1.29/1.08 0.10/0.14
Female −0.15/0.11 0.09/0.10 −1.70/1.10 */0.14
Education −0.01/0.07 0.03/0.04 −0.42/2.01 0.34/*
Income 0.16/0.15 0.06/0.08 2.69/1.86 **/*
Perceived Product Quality 0.70/0.69 0.08/0.09 9.12/7.78 ***/***

Model 3: Achievement 0.25/0.26
Constant 1.35/0.92 0.36/0.50 3.74/1.85 ***/*
Consumer Ethnocentrism −0.12/−0.26 0.04/0.05 −3.55/−5.68 ***/***
Achievement 0.11/0.12 0.03/0.04 3.45/2.88 ***/**
Age −0.03/0.04 0.03/0.04 −1.02/1.13 0.16/0.13
Female −0.18/0.09 0.09/0.10 −2.05/0.90 */0.19
Education −0.01/0.07 0.03/0.04 −0.29/2.02 0.39/*
Income 0.14/0.14 0.06/0.08 2.37/1.76 **/*
Perceived Product Quality 0.68/0.67 0.07/0.09 9.24/7.56 ***/***

Model 4: Power 0.28/0.27
Constant 1.46/0.97 0.37/0.50 3.99/1.96 ***/*
Consumer Ethnocentrism −0.10/−0.26 0.04/0.05 −2.96/−5.79 **/***
Power 0.06/0.13 0.03/0.04 1.94/3.34 */***
Age −0.04/0.04 0.03/0.04 −1.18/1.14 0.12/0.13
Female −0.19/0.08 0.09/0.10 −2.10/0.80 */0.21
Education −0.01/0.07 0.03/0.04 −0.42/1.87 0.34/*
Income 0.14/0.15 0.06/0.08 2.39/2.00 **/*
Perceived Product Quality 0.71/0.67 0.07/0.09 9.56/7.59 ***/***

Model 5: Hedonism 0.28/0.27
Constant 1.43/0.56 0.38/0.51 3.73/1.10 ***/0.14
Consumer Ethnocentrism −0.11/−0.27 0.04/0.05 −2.98/−6.00 **/***
Hedonism 0.13/0.18 0.04/0.04 0.80/4.01 0.21/***
Age −0.04/0.04 0.03/0.03 −1.29/1.20 0.10/0.12
Female −0.15/0.18 0.09/0.10 1.64/1.81 */*
Education −0.01/0.08 0.03/0.03 −0.35/2.18 0.36/*
Income 0.15/0.14 0.06/0.08 2.62/1.83 **/*
Perceived Product Quality 0.72/0.66 0.08/0.09 9.47/7.58 ***/***

Notes: *p < 0.05; **p < 0.01; ***p < 0.001. The dependent variable is purchase intention. Brazil is presented before the “/ and Russia is presented after the “/”.

References

Acikdilli, G., Ziemnowicz, C., & Bahhouth, V. (2018). Consumer ethnocentrism in Turkey:
Ours are better than theirs. Journal of International Consumer Marketing, 30(1), 45–57.

Agbonifoh, B. A., & Elimimian, J. U. (1999). Attitudes of developing counties towards
“country-of-origin” products in an era of multiple brands. Journal of International
Consumer Marketing, 11(4), 97–116.

Ahmed, S. A., & d’Astous, A. (1995). Comparison of country of origin effects on household
and organizational buyers′ product perceptions. European Journal of Marketing, 29(3),
35–51.

Ahmed, S. A., & d’Astous, A. (2007). Moderating effect of nationality on country-of-origin
perceptions: English-speaking Thailand versus French-speaking Canada. Journal of
Business Research, 60(3), 240–248.

Aiken, L. S., West, S. G., & Reno, R. R. (1991). Multiple regression: Testing and interpreting
interactions. New York: Sage.

Amadeo, K. (2017). U.S. imports and exports: Components and statistics. Retrieved from
https://www.thebalance.com/u-s-imports-and-exports-components-and-statistics-
3306270.

Armstrong, R. W., & Sweeney, J. (1994). Industry type, culture, mode of entry and per-
ceptions of international marketing ethics problems: A cross-cultural comparison.
Journal of Business Ethics, 13(10), 775–785.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of
the Academy of Marketing Science, 16(1), 74–94.

Balabanis, G., Balabanis, G., Siamagka, N.-T., & Siamagka, N.-T. (2017). Inconsistencies in

the behavioural effects of consumer ethnocentrism: The role of brand, product ca-
tegory and country of origin. International Marketing Review, 34(2), 166–182.

Balabanis, G., & Diamantopoulos, A. (2004). Domestic country bias, country-of-origin
effects, and consumer ethnocentrism: A multidimensional unfolding approach.
Journal of the Academy of Marketing Science, 32(1), 80–95.

Balabanis, G., Diamantopoulos, A., Mueller, R. D., & Melewar, T. C. (2001). The impact of
nationalism, patriotism and internationalism on consumer ethnocentric tendencies.
Journal of International Business Studies, 32(1), 157–175.

Balabanis, G., Mueller, R., & Melewar, T. C. (2002b). The relationship between consumer
ethnocentrism and human values. Journal of Global Marketing, 15(3–4), 7–37.

Balabanis, G., Mueller, R., & Melewar, T. C. (2002a). The human values’ lenses of country
of origin images. International Marketing Review, 19(6), 582–610.

Batra, R., Ramaswamy, V., Alden, D. L., Steenkamp, J.-B. E. M., & Ramachander, S.
(2000). Effects of brand local and nonlocal origin on consumer attitudes in devel-
oping countries. Journal of Consumer Psychology, 9(2), 83–95.

Berger, J., & Heath, C. (2007). Where consumers diverge from others: Identity signaling
and product domains. Journal of Consumer Research, 34(2), 121–134.

Bi, X., Gunessee, S., Hoffmann, R., Hui, W., Larner, J., Ma, Q.-P., & Thompson, F. M.
(2012). Chinese consumer ethnocentrism: A field experiment. Journal of Consumer
Behaviour, 11(3), 252–263.

Bilkey, W. J., & Nes, E. (1982). Country-of-origin effects on product evaluations. Journal
of International Business Studies, 13(1), 89–100.

Bizumic, B. (2018). Effects of the dimensions of ethnocentrism on consumer ethno-
centrism: An examination of multiple mediators. International Marketing Review,
36(5), 748–770.

J. Ma, et al. Journal of Business Research 108 (2020) 375–389

387

http://refhub.elsevier.com/S0148-2963(19)30797-0/h0005
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0005
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0010
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0010
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0010
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0015
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0015
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0015
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0020
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0020
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0020
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0025
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0025
https://www.thebalance.com/u-s-imports-and-exports-components-and-statistics-3306270
https://www.thebalance.com/u-s-imports-and-exports-components-and-statistics-3306270
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0035
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0035
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0035
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0040
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0040
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0045
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0045
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0045
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0050
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0050
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0050
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0055
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0055
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0055
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0060
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0060
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0065
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0065
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0070
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0070
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0070
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0075
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0075
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0080
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0080
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0080
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0085
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0085
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0090
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0090
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0090


Bollen, K., & Lennox, R. (1991). Conventional wisdom on measurement: A structural
equation perspective. Psychological Bulletin, 110(2), 305–314.

Brewer, M. B., Van Lange, P. A. M., Kruglanski, A. W., & Higgins, T. E. (1991). Optimal
distinctiveness theory: Its history and development. Handbook of theories of social
psychology, Vol. 2.

Cleveland, M., Laroche, M., & Papadopoulos, N. (2009). Cosmopolitanism, consumer
ethnocentrism, and materialism: An eight-country study of antecedents and out-
comes. Journal of International Marketing, 17(1), 116–146. https://doi.org/10.1509/
jimk.17.1.116.

Cui, G., & Liu, Q. (2001). Emerging market segments in a transitional economy: A study of
urban consumers in China. Journal of International Marketing, 9(1), 84–106.

De Ruyter, K., Van Birgelen, M., & Wetzels, M. (1998). Consumer ethnocentrism in in-
ternational services marketing. International Business Review, 7(2), 185–202.

Dickerson, K. G. (1982). Imported versus US-produced apparel: Consumer views and
buying patterns. Family and Consumer Sciences Research Journal, 10(3), 241–252.

Dong, L., & Tian, K. (2009). The use of Western brands in asserting Chinese national
identity. Journal of Consumer Research, 36(3), 504–523.

Doran, C. J. (2009). The role of personal values in fair trade consumption. Journal of
Business Ethics, 84(4), 549–563.

Downey, H. K., Hellriegel, D., & Slocum, J. W., Jr (1977). Individual characteristics as
sources of perceived uncertainty variability. Human Relations, 30(2), 161–174.

Druckman, D. (1994). Nationalism, patriotism, and group loyalty: A social psychological
perspective. Mershon International Studies Review, 38(Supplement_1), 43–68.

El Banna, A., Papadopoulos, N., Murphy, S. A., Rod, M., & Rojas-Méndez, J. I. (2018).
Ethnic identity, consumer ethnocentrism, and purchase intentions among bi-cultural
ethnic consumers: “Divided loyalties” or “dual allegiance”? Journal of Business
Research, 82(Supplement C), 310–319. https://doi.org/10.1016/j.jbusres.2017.09.
010.

Elliott, G. R., & Cameron, R. C. (1994). Consumer perception of product quality and the
country-of-origin effect. Journal of International Marketing, 2(2), 49–62.

Evanschitzky, H., Wangenheim, F., Woisetschläger, D., & Blut, M. (2008). Consumer
ethnocentrism in the German market. International Marketing Review, 25(1), 7–32.

Feather, N. T. (1994). Values, national identification and favouritism towards the in-
group. British Journal of Social Psychology, 33(4), 467–476.

Feldman, F. (2004). Pleasure and the good life: Concerning the nature, varieties, and plausi-
bility of hedonism. Oxford, UK: Oxford University Press.

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable vari-
ables and measurement error: Algebra and statistics. Journal of Marketing Research,
18(3), 382–388.

Gaedeke, R. (1973). Consumer attitudes toward products made in developing countries.
Journal of Retailing, 49(2), 13–24.

Ghose, S., & Lowengart, O. (2001). Perceptual positioning of international, national and
private brands in a growing international market: An empirical study. The Journal of
Brand Management, 9(1), 45–62.

Good, L. K., & Huddleston, P. (1995). Ethnocentrism of Polish and Russian consumers:
Are feelings and intentions related. International Marketing Review, 12(5), 35–48.

Graham, L. (1994). The changing patterns of consumerism in China. Marketing Magazine,
99(33), 9–10.

Gross, D. (2012). The China fallacy: How the US can benefit from China’s rise and avoid
another Cold War. New York: Bloomsbury Publishing.

Guo, G., Tu, H., & Cheng, B. (2018). Interactive effect of consumer affinity and consumer
ethnocentrism on product trust and willingness-to-buy: A moderated-mediation
model. Journal of Consumer Marketing, 35(7), 688–697.

Hamin, & Elliott, G. (2006). A less-developed country perspective of consumer ethno-
centrism and “country of origin” effects: Indonesian evidence. Asia Pacific Journal of
Marketing and Logistics, 18(2), 79–92.

Han, C. M. (1988). The role of consumer patriotism in the choice of domestic versus
foreign products. Journal of Advertising Research, June/July, 25–32.

Han, C. M. (1989). Country image: Halo or summary construct? Journal of Marketing
Research, 26(2), 222.

Han, C. M., & Won, S. Bin (2018). Cross-country differences in consumer cosmopolitanism
and ethnocentrism: A multilevel analysis with 21 countries. Journal of Consumer
Behaviour, 17(1), 52–66.

He, J., & Wang, C. L. (2015). Cultural identity and consumer ethnocentrism impacts on
preference and purchase of domestic versus import brands: An empirical study in
China. Journal of Business Research, 68(6), 1225–1233.

Herche, J. (1992). A note on the predictive validity of the CETSCALE. Journal of the
Academy of Marketing Science, 20(3), 261–264.

Hofstede, G. (2003). Culture’s consequences: Comparing values, behaviors, institutions and
organizations across nations. New York: Sage.

Hofstede, G., & Hofstede, G. J. (1991). Cultures and organizations: Software of the mind.
London: McGaw-Hill.

Hsu, J. L., & Nien, H. (2008). Who are ethnocentric? Examining consumer ethnocentrism
in Chinese societies. Journal of Consumer Behaviour, 7(6), 436–447.

Hu, X., Li, L., Xie, C., & Zhou, J. (2008). The effects of country-of-origin on Chinese
consumers’ wine purchasing behaviour. Journal of Technology Management in China,
3(3), 292–306.

Huddleston, P., Good, L. K., & Stoel, L. (2000). Consumer ethnocentrism, product ne-
cessity and quality perceptions of Russian consumers. The International Review of
Retail, Distribution and Consumer Research, 10(2), 167–181.

Hui, C. H., & Triandis, H. C. (1986). Individualism-collectivism: A study of cross-cultural
researchers. Journal of Cross-Cultural Psychology, 17(2), 225–248.

Hult, G. T. M., Keillor, B. D., & Lafferty, B. A. (1999). A cross-national assessment of social
desirability bias and consumer ethnocentrism. Journal of Global Marketing, 12(4),
29–43.

Hustvedt, G., Carroll, K. A., & Bernard, J. C. (2013). Consumer ethnocentricity and

preferences for wool products by country of origin and manufacture. International
Journal of Consumer Studies, 37(5), 498–506. https://doi.org/10.1111/ijcs.12015.

Javalgi, R. G., Khare, V. P., Gross, A. C., & Scherer, R. F. (2005). An application of the
consumer ethnocentrism model to French consumers. International Business Review,
14(3), 325–344.

Johnson, S. D., & Tamney, J. B. (1984). Support for the Moral Majority: A test of a model.
Journal for the Scientific Study of Religion, 23(2), 183–196.

Kagitcibasi, C. (1997). Individualism and collectivism. In J. W. Berry, M. H. Segall, & C.
Kagitcibasi (Vol. Eds.), Handbook of cross-cultural psychology: Vol. 3. Boston, MA:
Allyn&Bacon.

Kaynak, E., & Kara, A. (2002). Consumer perceptions of foreign products: An analysis of
product-country images and ethnocentrism. European Journal of Marketing, 36(7/8),
928–949.

Keillor, B. D., Tomas, M., & Hult, G. (1999). A five-country study of national identity:
Implications for international marketing research and practice. International
Marketing Review, 16(1), 65–84.

King, H., & Yan, S. (2019). These smartphone makers are beating Apple in China.
Retrieved from CNN Tech website: http://money.cnn.com/2016/08/25/technology/
apple-china-smartphone-rivals/index.html.

Kinra, N. (2006). The effect of country-of-origin on foreign brand names in the Indian
market. Marketing Intelligence & Planning, 24(1), 15–30.

Klein, J. G., & Ettensoe, R. (1999). Consumer animosity and consumer ethnocentrism: An
analysis of unique antecedents. Journal of International Consumer Marketing, 11(4),
5–24.

Klein, J. G., Ettenson, R., & Krishnan, B. C. (2006). Extending the construct of consumer
ethnocentrism: When foreign products are preferred. International Marketing Review,
23(3), 304–321.

Klein, J. G., Ettenson, R., & Morris, M. D. (1998). The animosity model of foreign product
purchase: An empirical test in the People’s Republic of China. Journal of Marketing,
62(1), 89–100. http://www.jstor.org/stable/1251805.

Kucukemiroglu, O. (1999). Market segmentation by using consumer lifestyle dimensions
and ethnocentrism: An empirical study. European Journal of Marketing, 33(5/6),
470–487.

Lau, J. (2016). Who are the Chinese trolls of the “50 cent army”? Retrieved from https://
www.voanews.com/a/who-is-that-chinese-troll/3540663.html.

Lee, D.-J., & Sirgy, M. J. (1999). The effect of moral philosophy and ethnocentrism on
quality-of-life orientation in international marketing: A cross-culturaal comparison.
Journal of Business Ethics, 18(1), 73–89.

Li, Z. G., Fu, S., & Murray, L. W. (1998). Country and product images: The perceptions of
consumers in the People’s Republic of China. Journal of International Consumer
Marketing, 10(1–2), 115–139.

Luna, D., & Forquer Gupta, S. (2001). An integrative framework for cross-cultural con-
sumer behavior. International Marketing Review, 18(1), 45–69.

Ma, J., Yang, J., Kalliny, M., & Roy, D. (2015). Consumer social responsibility: Is it a new
barrier for international marketers? International Journal of Business Environment,
7(3), 242–261.

Markus, H. R., Kitayama, S., Strauss, J., & Goethals, G. R. (1991). Cultural variation in the
self-concept. Multidisciplinary perspectives on the self. New York: Springer Nature.

Mensah, E. C., Bahhouth, V., & Ziemnowicz, C. (2011). Ethnocentrism and purchase
decisions among Ghanaian consumers. Journal of Applied Business & Economics, 12(4).

Morganosky, M. A., & Lazarde, M. M. (1987). Foreign-made apparel: Influences on con-
sumers’ perceptions of brand and store quality. International Journal of Advertising,
6(4), 339–346.

Netemeyer, R. G., Durvasula, S., & Lichtenstein, D. R. (1991). A cross-national assessment
of the reliability and validity of the CETSCALE. Journal of Marketing Research,
320–327.

Ng, S. I., Lee, J. A., & Soutar, G. N. (2007). Are Hofstede’s and Schwartz’s value frame-
works congruent? International Marketing Review, 24(2), 164–180.

Nicholson, J., Graf, L. A., Hemmasi, M., & Widdison, K. (1993). Attitudes towards so-
cioeconomic issues as a function of cultural values: A cross-national study of
Venezuela, Chile and the United States. International Journal of Management, 10(4),
470–480.

Nielsen, J. A., & Spence, M. T. (1997). A test of the stability of the CETSCALE, a measure
of consumers’ ethnocentric tendencies. Journal of Marketing Theory and Practice, 5(4),
68–76.

Pereira, A., Hsu, C.-C., & Kundu, S. (2002). A cross-cultural analysis of ethnocentrism in
China, India, and Taiwan. Journal of International Consumer Marketing, 15(1), 77–90.

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common method
biases in behavioral research: A critical review of the literature and recommended
remedies. Journal of Applied Psychology, 88(5), 879–903.

Prince, M., Prince, M., Davies, M. A. P., Davies, M. A. P., Cleveland, M., Cleveland, M., ...
Palihawadana, D. (2016). Here, there and everywhere: A study of consumer centrism.
International Marketing Review, 33(5), 715–754.

Prince, M., Yaprak, A. N., & Palihawadana, D. (2019). The moral bases of consumer
ethnocentrism and consumer cosmopolitanism as purchase dispositions. Journal of
Consumer Marketing, 36(3), 429–438.

Qing, P., Lobo, A., & Chongguang, L. (2012). The impact of lifestyle and ethnocentrism on
consumers’ purchase intentions of fresh fruit in China. Journal of Consumer Marketing,
29(1), 43–51.

Rampell, C. (2009). Is “buy China” a protectionist threat? The New York Timeshttps://
economix.blogs.nytimes.com/2009/06/29/buy-china/.

Rašković, M., Ding, Z., Hirose, M., Žabkar, V., & Fam, K.-S. (2019). Segmenting young-
adult consumers in East Asia and Central and Eastern Europe-The role of consumer
ethnocentrism and decision-making styles. Journal of Business Research (in press).

Reardon, J., Miller, C., Vida, I., & Kim, I. (2005). The effects of ethnocentrism and eco-
nomic development on the formation of brand and ad attitudes in transitional

J. Ma, et al. Journal of Business Research 108 (2020) 375–389

388

http://refhub.elsevier.com/S0148-2963(19)30797-0/h0095
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0095
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0100
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0100
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0100
https://doi.org/10.1509/jimk.17.1.116
https://doi.org/10.1509/jimk.17.1.116
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0110
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0110
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0115
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0115
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0120
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0120
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0125
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0125
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0130
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0130
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0135
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0135
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0140
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0140
https://doi.org/10.1016/j.jbusres.2017.09.010
https://doi.org/10.1016/j.jbusres.2017.09.010
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0150
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0150
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0155
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0155
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0160
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0160
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0165
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0165
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0170
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0170
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0170
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0175
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0175
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0180
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0180
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0180
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0185
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0185
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0190
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0190
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0195
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0195
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0200
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0200
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0200
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0205
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0205
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0205
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0210
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0210
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0215
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0215
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0220
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0220
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0220
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0225
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0225
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0225
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0230
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0230
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0235
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0235
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0240
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0240
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0245
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0245
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0250
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0250
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0250
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0255
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0255
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0255
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0260
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0260
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0265
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0265
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0265
https://doi.org/10.1111/ijcs.12015
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0275
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0275
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0275
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0280
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0280
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0285
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0285
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0285
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0290
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0290
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0290
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0295
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0295
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0295
http://money.cnn.com/2016/08/25/technology/apple-china-smartphone-rivals/index.html
http://money.cnn.com/2016/08/25/technology/apple-china-smartphone-rivals/index.html
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0305
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0305
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0310
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0310
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0310
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0315
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0315
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0315
http://www.jstor.org/stable/1251805
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0325
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0325
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0325
https://www.voanews.com/a/who-is-that-chinese-troll/3540663.html
https://www.voanews.com/a/who-is-that-chinese-troll/3540663.html
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0335
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0335
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0335
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0340
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0340
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0340
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0345
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0345
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0350
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0350
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0350
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0355
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0355
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0360
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0360
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0365
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0365
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0365
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0370
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0370
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0370
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0375
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0375
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0380
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0380
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0380
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0380
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0385
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0385
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0385
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0390
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0390
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0395
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0395
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0395
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0400
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0400
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0400
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0405
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0405
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0405
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0410
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0410
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0410
https://economix.blogs.nytimes.com/2009/06/29/buy-china/
https://economix.blogs.nytimes.com/2009/06/29/buy-china/
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0420
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0420
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0420
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0425
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0425


economies. European Journal of Marketing, 39(7/8), 737–754.
Rogers, H. P., Ogbuehi, A. O., & Kochunny, C. M. (1995). Ethics and trasnational cor-

portations in developing countries: A social contract perspective. Journal of
Euromarketing, 4(2), 11–38.

Rokeach, M. (1973). The nature of human values. New York: The Free Press.
Samiee, S. (1994). Customer evaluation of products in a global market. Journal of

International Business Studies, 25(3), 579–604.
Schwartz, S. H. (1992). Universals in the content and structure of values: Theoretical

advances and empirical tests in 20 countries. Advances in Experimental Social
Psychology, 25, 1–65.

Schwartz, S. H. (1994). Beyond individualism/collectivism: New cultural dimensions of values.
Thousand Oaks, CA: Sage Publications Inc.

Schwartz, S. H. (2012). An overview of the Schwartz theory of basic values. Online
Readings in Psychology and Culture, 2(1), 11.

Schwartz, S. H., & Bilsky, W. (1990). Toward a theory of the universal content and
structure of values: Extensions and cross-cultural replications. Journal of Personality
and Social Psychology, 58(5), 878–891.

Schwartz, S. H., & Ros, M. (1995). Value priorities in West European nations: A cross-
cultural perspective. World Psychology, 1(2), 91–122.

Shankarmahesh, M. N. (2006). Consumer ethnocentrism: An integrative review of its
antecedents and consequences. International Marketing Review, 23(2), 146–172.

Sharma, P. (2010b). Measuring personal cultural orientations: Scale development and
validation. Journal of the Academy of Marketing Science, 38(6), 787–806.

Sharma, P. (2010a). Cultural influences on consumer ethnocentrism: A multi-country
investigation. Journal of Euromarketing, 19(2&3), 175–196.

Sharma, P. (2011b). Demystifying cultural differences in country-of-origin effects:
Exploring the moderating roles of product type, consumption context, and involve-
ment. Journal of International Consumer Marketing, 23(5), 344–364.

Sharma, P. (2011a). Country of origin effects in developed and emerging markets:
Exploring the contrasting roles of materialism and value consciousness. Journal of
International Business Studies, 42(2), 285–306.

Sharma, P. (2015). Consumer ethnocentrism: Reconceptualization and cross-cultural
validation. Journal of International Business Studies, 46(3), 381–389.

Sharma, S., Shimp, T. A., & Shin, J. (1995). Consumer ethnocentrism: A test of ante-
cedents and moderators. Journal of the Academy of Marketing Science, 23(1), 26–37.

Shepard, W. (2019). How “made in China” became cool. Forbeshttps://www.forbes.com/
sites/wadeshepard/2016/05/22/how-made-in-china-became-cool/#2a2506f477a4.

Shimp, T. A., & Sharma, S. (1987). Consumer ethnocentrism: Construction and validation
of the CETSCALE. Journal of Marketing Research, 24(3), 280–289. http://www.jstor.
org/stable/3151638.

Shoham, A., & Brenčič, M. M. (2003). Consumer ethnocentrism, attitudes, and purchase
behavior: An Israeli study. Journal of International Consumer Marketing, 15(4), 67–86.

Sklair, L. (1994). The culture-ideology of consumerism in urban China: Some findings
from a survey in Shanghai. Research in Consumer Behavior, 7(2), 259–292.

Steenkamp, J.-B. E. M. (2001). The role of national culture in international marketing
research. International Marketing Review, 18(1), 30–44.

Steenkamp, J.-B. E. M., & Baumgartner, H. (1998). Assessing measurement invariance in
cross-national consumer research. Journal of Consumer Research, 25(1), 78–90.

Strizhakova, Y., & Coulter, R. (2019). Consumer cultural identity: Local and global cul-
tural identities and measurement implications. International Marketing Review, 36(5),
610–627.

Strutton, D., Pelton, L. E., & Lumpkin, J. R. (1994). Internal and external country of origin
stereotypes in the global marketplace: Effects and implications for the domestic
promotion of US automobiles. Journal of Global Marketing, 7(3), 61–78.

Supphellen, M., & Grønhaug, K. (2003). Building foreign brand personalities in Russia:
The moderating effect of consumer ethnocentrism. International Journal of Advertising,
22(2), 203–226.

Supphellen, M., & Rittenburg, T. L. (2001). Consumer ethnocentrism when foreign pro-
ducts are better. Psychology & Marketing, 18(9), 907–927.

Toyne, B., & Walters, P. G. P. (1989). Global marketing management: A strategic perspective.
Boston, MA: Allyn & Bacon.

Treise, D., Weigold, M. F., Conna, J., & Garrison, H. (1994). Ethics in advertising:
Ideological correlates of consumer perceptions. Journal of Advertising, 23(3), 59–69.

Triandis, H. C. (1972). The analysis of subjective culture. New York: Wiley.
Triandis, H. C. (1989). The self and social behavior in differing cultural contexts.

Psychological Review, 96(3), 506.
Triandis, H. C., Brislin, R., & Hui, C. H. (1988). Cross-cultural training across the in-

dividualism-collectivism divide. International Journal of Intercultural Relations, 12(3),
269–289.

Vida, I., & Fairhurst, A. (1999). Factors underlying the phenomenon of consumer eth-
nocentricity: Evidence from four central European countries. The International Review
of Retail, Distribution and Consumer Research, 9(4), 321–337.

Vuong, B. N., & Khanh Giao, H. N. (2019). The impact of perceived brand globalness on
consumers’ purchase intention and the moderating role of consumer ethnocentrism:
An evidence from Vietnam. Journal of International Consumer Marketing, 1–22.

Wang, J. (2008). Introduction: Framing Chinese advertising. Brand new China: Advertising,
media, and commercial culture (pp. 1–35). Cambridge, Massachusetts: Harvard
University Press.

Wang, C., & Chen, Z. (2004). Consumer ethnocentrism and willingness to buy domestic
products in a developing country setting: Testing moderating effects. Journal of
Consumer Marketing, 21(6), 391–400.

Wang, C.-K., & Lamb, C. W., Jr. (1983). The impact of selected environmental forces upon
consumers’ willingness to buy foreign products. Journal of the Academy of Marketing
Science, 11(1), 71–84.

Wang, X., & Yang, Z. (2008). Does country-of-origin matter in the relationship between
brand personality and purchase intention in emerging economies? Evidence from
China’s auto industry. International Marketing Review, 25(4), 458–474.

Watchravesringkan, K. (2011). Exploring antecedents and consequences of consumer
ethnocentrism: Evidence from Asian immigrants in the US. International Journal of
Consumer Studies, 35(4), 383–390. https://doi.org/10.1111/j.1470-6431.2010.
00951.x.

Winit, W., Gregory, G., Cleveland, M., & Verlegh, P. (2014). Global vs local brands: How
home country bias and price differences impact brand evaluations. International
Marketing Review, 31(2), 102–128.

World Integrated Trade Solution (2018). Trade at a glance : Most recent values. Retrieved
from https://wits.worldbank.org/CountrySnapshot/en/Russia.

Yagci, M. I. (2001). Evaluating the effects of country-of-origin and consumer ethno-
centrism: A case of a transplant product. Journal of International Consumer Marketing,
13(3), 63–85.

Yan, R. (1994). To reach China’s consumers, adapt to Guo Qing. Harvard Business Review,
72(5), 66–69.

Yang, J., Ma, J., Arnold, M., & Nuttavuthisit, K. (2018). Global identity, perceptions of
luxury value and consumer purchase intention: A cross-cultural examination. Journal
of Consumer Marketing, 35(5), 533–542.

Yoo, B., & Donthu, N. (2005). The effect of personal cultural orientation on consumer
ethnocentrism: Evaluations and behaviors of US consumers toward Japanese pro-
ducts. Journal of International Consumer Marketing, 18(1–2), 7–44.

Yoo, B., Donthu, N., & Lenartowicz, T. (2011). Measuring Hofstede’s five dimensions of
cultural values at the individual level: Development and validation of CVSCALE.
Journal of International Consumer Marketing, 23(3–4), 193–210.

Yoo, B., & Shin, G.-C. (2017). Invariant effect of individual cultural orientations: An
application of CVSCALE. International Marketing Review, 34(6), 735–759.

Yu, J. H., & Albaum, G. (2002). Sovereignty change influences on consumer ethno-
centrism and product preferences: Hong Kong revisited one year later. Journal of
Business Research, 55(11), 891–899. http://www.sciencedirect.com/science/article/
pii/S0148296301002089.

Zain, O. M., & Yasin, N. M. (1997). The importance of country-of-origin information and
perceived product quality in Uzbekistan. International Journal of Retail & Distribution
Management, 25(4), 138–145.

Zhao, S. (1998). A state-led nationalism: The patriotic education campaign in post-
Tiananmen China. Communist and Post-Communist Studies, 31(3), 287–302.

Jieqiong Ma is an Assistant Professor in International Business and Marketing at Frank G.
Zarb School of Business at Hofstra University. Her research interests include multi-
nationals' entry mode strategy, internationalization process of firms, institutional en-
vironment in emerging economies, corporate social responsibility, and country of origin
effect.

Jie Yang is an Assistant Professor in Management at the University of Texas at Tyler. His
major research interests focus on international marketing, entrepreneurship, and family
business areas. He has presented his research in a number of management and marketing
conferences, and has published in conference proceedings as well as refereed journals
such as the Management International Review, Management Decision, Small Business
Economics.

Boonghee Yoo is the RMI Distinguished Professor in Business and Professor of Marketing
in the Marketing and International Business Department, Frank G. Zarb School of
Business, Hofstra University. His research interests include brand equity, online retailing
quality, luxury branding, offshore services, marketing scale development, cross-cultural
consumer behavior, and retail productivity. His research has been published in journals
including Journal of Academy of the Marketing Science, Journal of Retailing, Journal of
Business Research, Journal of Advertising Research, Psychology & Marketing, Journal of
Marketing Education, and Quarterly Journal of Electronic Commerce.

J. Ma, et al. Journal of Business Research 108 (2020) 375–389

389

http://refhub.elsevier.com/S0148-2963(19)30797-0/h0425
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0430
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0430
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0430
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0435
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0440
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0440
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0445
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0445
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0445
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0450
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0450
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0455
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0455
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0460
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0460
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0460
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0465
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0465
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0470
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0470
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0475
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0475
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0480
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0480
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0485
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0485
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0485
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0490
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0490
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0490
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0495
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0495
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0500
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0500
https://www.forbes.com/sites/wadeshepard/2016/05/22/how-made-in-china-became-cool/%232a2506f477a4
https://www.forbes.com/sites/wadeshepard/2016/05/22/how-made-in-china-became-cool/%232a2506f477a4
http://www.jstor.org/stable/3151638
http://www.jstor.org/stable/3151638
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0515
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0515
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0520
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0520
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0525
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0525
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0530
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0530
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0535
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0535
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0535
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0540
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0540
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0540
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0545
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0545
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0545
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0550
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0550
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0555
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0555
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0560
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0560
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0565
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0570
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0570
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0575
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0575
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0575
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0580
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0580
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0580
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0585
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0585
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0585
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0590
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0590
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0590
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0595
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0595
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0595
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0600
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0600
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0600
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0605
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0605
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0605
https://doi.org/10.1111/j.1470-6431.2010.00951.x
https://doi.org/10.1111/j.1470-6431.2010.00951.x
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0615
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0615
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0615
https://wits.worldbank.org/CountrySnapshot/en/Russia
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0625
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0625
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0625
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0630
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0630
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0635
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0635
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0635
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0640
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0640
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0640
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0645
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0645
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0645
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0650
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0650
http://www.sciencedirect.com/science/article/pii/S0148296301002089
http://www.sciencedirect.com/science/article/pii/S0148296301002089
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0660
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0660
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0660
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0665
http://refhub.elsevier.com/S0148-2963(19)30797-0/h0665

	The moderating role of personal cultural values on consumer ethnocentrism in developing countries: The case of Brazil and Russia
	Introduction
	Distinctiveness needs related to foreign products
	Personal cultural values and consumer ethnocentrism
	Self-direction
	Stimulation
	Achievement
	Power
	Hedonism

	Method
	The sample
	The measures
	Reliability and validity
	Common method bias
	Results

	Discussion and implications
	Theoretical implications
	Managerial implications
	Limitations and future directions

	Conclusion
	Acknowledgement
	Regression results on perceived product quality of the U.S. products (without interaction)
	Regression results on purchase intention of the U.S. products (without interaction)
	References




