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Increasingly consumer shopping behavior is being seen from the holistic perspective of the entire shopping experience.
The experiential view of shopping takes a far more holistic approach to the consumption process, right from involvement
to post purchase usage, and incorporates the hedonistic perspective into the existing, primarily cognitive rational
information processing view of consumption. Hedonic shopping value refers to the sense of enjoyment and pleasure that
the consumer receives from the entire buying experience associated with shopping leading to customer delight. This
value perception could vary depending on individual shopping orientations, the cultural orientations as well as the
economic and competitive environment in which the consumer shops. The world economy is becoming increasingly
cross-cultural. As marketers enter new international markets, an understanding of how culture influences consumer
behavior will be crucial for both marketers and consumers. With a current border-thinning global economy, consumers
around the world have been increasingly exposed to foreign products, giving them more buying choices. However, a
border-thinning global economy means intensified foreign competition for domestic manufacturers in attracting and
keeping local buyers. This study shows the importance of Indian consumer attitudes towards products and classes of
products in determining purchase behaviour, the bias of consumers towards domestic goods. This paper also attempts to
explore the attitude Indians harbour towards consumption of domestic vis-à-vis foreign goods. The data from the study
suggests tendency towards ethnocentrism that exists in Indians, which offers a vital clue to marketers for launching the
products in their country of origin.
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1. Introduction
1.1 Concept of Consumers Product Evaluation
Globalization of markets presents considerable challenges and opportunities for domestic and international marketers and
will create and lead to a common culture worldwide. Vision of a borderless world has exposed consumers worldwide to a
wider range of foreign brands than ever before. This escalation could be attributed to a multiplicity of factors: advances in
communication, information, and transportation technologies; a shift toward market economies; privatization and
deregulation in the emerging markets; emergence of the global consumer; availability of transnational media; and
proliferation of global products. With a current border-thinning global economy, consumers around the world have been
increasingly exposed to foreign products, giving them more buying choices. The time for selling product is gone. The brand
is now the key issue; the question is whose brand will dominate.

Over the past forty years, a large number of studies have found that consumers’ product evaluations and buying intentions
are related to the country of origin of the products. A product’s origin indeed affects the way it will be perceived by
consumers and the extent to which it will be preferred when it comes to making a buying decision. Several studies have been
conducted on consumer ethnocentrism in developed and developing countries. Lately, similar attempts have been made in
respect of Indian consumers too. India has a huge population of more than a billion people, next only to China. The per capita
GNP is $ 460, with significant deviation. The literacy rate stands at forty two per cent. It offers an exciting opportunity to
marketers in terms of market size to understand specifics of consumer behavior.

Today, brands are no longer incidental and luxury indulgences much less about ethical dubiety. On the contrary, they are
about feeling precious and pampered, buoying up lifestyles, and flaunting a superiority of taste. Luxury brands may well
seem distinct. Many of the essential differences between luxury and mass market brands are blurring faster than one could
notice. For international luxury brands, India is no longer a mere testing ground, but a lucrative market. Estimates suggest
that India has more consumers for luxury goods than the adult population of several countries. Little wonder, as the World
Wealth Report 2005-06, published by Merrill Lynch and Capgemini, puts the number of millionaires in India at a whopping
eighty three thousand and states that India recorded the world’s second fastest growth at nineteen percent in the number of
high net-worth individuals in 2005. High-end luxury brands cannot take their eyes off the fact that over twenty five million
people are getting added to the hallowed Indian middle class every year. It is estimated that nearly two million Indian
households earn more than $100,000 annually and can spend about $9,000 on premium goods and services. That itself
translates into a potential market of $16 billion, even as the number of such affluent Indian households is believed to be
growing by twelve to fifteen percent.

Marketers have shown a growing interest in understanding the factors associated with consumer’s evaluation and selection
of imported goods in developing countries. This not only helps them in resolving the .globalization vs. localization.
conundrum (Douglas and Wind, 1987; Kreutzer, 1988; Levitt, 1983; Onkvisit and Shaw, 1987; Samiee and Roth, 1992;
Schnaars, 1991) but also to formulate appropriate strategies to overcome resistance to foreign goods, if any. Against this
backdrop, the present article attempts to explore the state of consumer ethnocentrism (a term that reflects consumers. bias
towards home country products) in India.
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2. Literature Review
Shimp and Sharma (1987) coined the term .consumer ethnocentrism. To represent the belief held by the American consumers
(for example) about the appropriateness, indeed morality, of purchasing foreign products. In essence, highly ethnocentric
people take pride in their own values, symbols and people, and hold in contempt the objects and values of other groups. The
concept offers an explanation for the bias toward domestic products (Elliott and Cameron 1994; Lantz and Loeb 1996;
Netemeyer, Dhruvasula and Lichtenstein, 1991; Papadopoulos, Heslop and Bamossy, 1989; Papadopoulos, Heslop and
Beraes, 1990; Sharma, Shimp and Shin, 1995; Shimp and Sharma 1987; Wall and Heslop, 1986). It is found in situations
where a domestic alternative to the other foreign products is available (e.g., Elliot and Cameron 1994; Kaynak and Cavusgil
1983). In such cases, a preference has generally been found among consumers for products manufactured in their own
country over foreign products (Bilkey and Nes 1982; Samiee Said, 1994). The effect of ethnocentric tendencies has been well
established in several empirical research studies (Good and Huddleston 1995; Herche 1992; 1994; Vida, Damjan and
Fairhurst 1996; Vida and Plassmann 1998), especially in developed countries. Consumer ethnocentrism is derived from the
more general construct of ethnocentrism. Early conceptualization of ethnocentrism can be traced to social psychology, where
the concept was defined as .the view of things in which ones own group is the centre of everything, and all others are scaled
and rated with reference to it. (Sumner, 1906:13). Based on Sumners work, Adorno, Brunswick, Levinson and Nevitt (1950)
defined ethnocentrism in terms of an individual who tends to be ethnically centred. meaning to strongly accept the culturally
like and reject the culturally unlike. From this viewpoint, ethnocentrism is seen from an evaluative perspective, as an attitude
of judging all other cultures by the standards of ones own culture. To operationalize the concept of consumer ethnocentrism,
Shimp and Sharma (1987) developed a 17-item scale to measure the construct and named it as Consumer Ethnocentric
Tendency Scale (CETSCALE).

Ethnocentrism does not find much ground in developing countries. In many developing countries, consumers have shown
preference for imported goods (Agbonifoh and Eliminian, 1994; La Barre, 1994; Mohammad, Ahmed, Honeycutt and
Tyebkhan; 2000; Papadopoulos et. al., 1990). Consumers in developing countries tend to perceive domestic products as being
of inferior quality than imported products (Agbonifoh and Elimimian, 1999; Batra et. al., 2000; Bow and Ford, 1993; Sklair,
1994; Wang, Chen, Chan and Zheng, 2000) and, therefore, it acts as a moderating variable to consumer preference for foreign
goods. Indian consumers (Baba, 2004 and Batra et. al., 2000) have exhibited a preference for domestically manufactured
goods. A study of Turkish consumers (Kucukemiroglu, 1999) showed that they dislike buying foreign products because it
hurts the economy and causes unemployment.

3. Objectives, Hypothesis of the Research and Methodology
The present study attempts to explore the attitude Indians harbor towards consumption of domestic vis-à-vis foreign goods
(i.e. ethnocentrism tendency in Indian consumers) against the backdrop of demographic variables.

3.1 Consumer Ethnocentrism and Demographic Variables
Numerous efforts have been made to identify linkages between socio-demographic variables and ethnocentrism. In particular,
attempts have been made to understand association between age, income, education and gender vis-à-vis ethnocentric
tendency (Dornoff, Tankersley and White, 1974; Good and Huddleston, 1995; Festerv and, Lumpkin and Lundstrom, 1985;
Herche, 1992; McLain and Sternquist, 1991; Nijssen, Douglas and Bressers, 2002; Orth, and Firbasova, 2002; Sharma,
Shimp and Shin, 1995; Schooler, 1971; Tongberg, 1972; Wall and Heslop, 1986; Han, 1988; Wall, Heslop and Hofsta, 1988;
Wang, 1978). Regarding the antecedents of consumer ethnocentrism, a seminal work was undertaken in the USA by Shimp
(1984). His work suggested that income and class were determinants of consumers. Ethnocentric tendencies. In
particular,.consumer ethnocentrics were found to have lower income and education and to belong to a lower social class.
Other variables included in the study, namely race and stage of the consumer’s life cycle were found to be irrelevant.

Similar inverse relationship has been substantiated by other studies on the matter (Han, 1988; Herche, 1992; Nijssen,
Douglas and Bressers, 2002; Sharma et. al., 1995; Wall and Heslop, 1986). In the case of age, it has been established that
older people are more ethnocentric because of their conservative views (Han 1988; McLain and Sternquist, 1991; Orth and
Firbasova, 2002; Sharma et.al., 1995; Vida and Plassman 1999; Wall and Heslop, 1986; Wall et. al., 1988). With respect to
gender, females have been found to be more ethnocentric because they were found to be more conservative and patriotic
(Han, 1988; Sharma et. al., 1995; Wall and Heslop, 1986). A few studies did not support that education level (Tongberg,
1972), age (Wang, 1978) and gender (Vida and Plassman, 1998) affect the level of ethnocentrism.

3.2 It is against this Backdrop that the following Hypotheses have been Proposed
Hypothesis 1: Ethnocentric tendencies of persons will not vary among various levels of education.
Hypothesis 2: Ethnocentric tendencies of persons will not vary between various age groups.
Hypothesis 3: Women show a significantly higher ethnocentric tendency than men.

3.3 Data Collection and Samples
The sample of the study is a non-probabilistic convenience sample, comprising 164 college and school students (see Table 1).
Two groups of students, viz. below 18 years of age (10th class students) and 18-29 years of age (BMS and MBA students),
belonging to Mumbai (India), were asked to complete and return the questionnaire. The resulting sample was 40.2 per cent
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female and 59.8 percent male. Factor analysis was performed on each of the variables, using the Principal Component
Method, whereas Varimax with Kaiser Normalization was used for factor rotation.
The demographic profile of the sample is presented in Table 1.

Table 1 Demographic Profile of Sample

Characteristics Frequency Per cent

Age

Below 18 1541 32..9

18-29 110 67.1

Education

10th Class School  Students 54 32.9

BMS Students 26 15.9

MBA Students 84 51..2

Gender

Male 98 598

Female 66 40..2

Table 2 Factor Analysis Results of Ethnocentrism Scale (N = 164)

Attributes
Factor Loading Commu-

nalityFactorl Factor2 Factor3 Factor4

Factor 1 - Nationalism

XI- Indian people should always buy Indian made products instead of imports .511 ..261

X3- Buy Indian-made products. Keep India working .651 .424

X4- Indian products, first, last and foremost. .697 .486

X9- It is always best to purchase Indian products .516 .266

XI 3- It may cost me in the long run but I prefer to support Indian products .589 .347

Factor 2 - Socio-economic Conservatism

XI 6- We should buy from foreign countries only those products that we cannot obtain within our
own country

.761 .618

X10- There should be very little trading or purchasing of goods from other countries unless out
of necessity.

.463 .214

X2- Only those products that are unavailable in the India should be imported .748 .60

X8- We should purchase products manufactured in India instead of letting other countries get rich
off us.

.481 .231

Factor 3 - Protectionism

XI 4- Foreigners should not be allowed to put their products on our markets .758 .575

XI 5- Foreign products should be taxed heavily to reduce their entry into India .721 .52

XI 7- Indian consumers who purchase products made in other countries are responsible for
putting their fellow Indians out of work.

.461 .213

Factor 4 - Ultra-nationalism

X5- Purchasing foreign-made products is un-Indian .807 .651

X6- It is not right to purchase foreign products .789 .623

X7- A real Indian should always buy Indian-made products .535 .286

Eigenvalue 4.230 1.784 1.354 1.177

Variance (%) 24.884 10.494 7.963 6.921

Cumulative Variance (%) 24.884 35.378 43.341 52.261

No. of Items 5 4 3 3

Notes: Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged in 8 iterations.
KMO (Kaiser-Meyer-Olkin Measure of Sampling Adequacy) = 0.781

Bartlett's Test of Sphericity: p = 0.000 (x2 = 610.644, df = 136)
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Four factors identified by the present study explain 50.3 per cent of the variance shared by the original variables: the first
factor labeled as nationalism accounted for the greater part of variance which was 24.9 per cent; the second factor labeled as
socio-economic conservatism. Accounted for 10.5 per cent of variance; the third factor labeled as protectionism. Accounted
for 8.0 per cent of variance and the fourth factor labeled as ultra-nationalism. Accounted for 6.9 per cent of variance.

Table 3 Scores Obtained by Respondents on Cetscale

Level of Education Mean SD

MBA students 65.96 16.41

BMS students 67.05 18.65

10th class school students 68.51 14.35

Valid - 164

Percentiles 25 57.0000

50 66.2170

75 79.0000

Table 4 Mean Valuesof the Indexof Ethnocentrism andTest for EffectsofLevel of Education

Level of Education Mean SD N F Value

MBA students 65.96 16.41 84 .415NS

BMS students 67.05 18.65 26

10th class school students 68.51 14.35 54

Note: Non Significant at level < .05

The degree of consumer ethnocentrism among the consumers can be easily interpreted from the total CETSCALE score.
Total score on the 17-point CETSCALE might vary between 17 and 119, due to the use of a 7-point Likert scale. The mean
scale value is the predictor of the intensity of ethnocentrism (Shimp and Sharma 1987). A higher mean scale value indicates
higher consumer ethnocentrism. The ethnocentrism score of 10th class school students was highest followed by BMS students
and MBA students respectively. The results support the findings of Baba (2004) that designate the Indians to be ethnocentric.
The above findings suggest that Indian consumers do display levels of consumer ethnocentrism similar to those in developed
countries. As is apparent from Table 3, about 75 per cent population has scored more than half of the maximum score that
could be obtained on the scale. This visibly allows that Indians are ethnocentric. 10th class school students showed higher
level of ethnocentrism than BMS students and MBA students on an average. But the difference between the mean scores of
ethnocentrism among the three groups is too small to be significant. One way Anova showed that impact of level of
education on ethnocentrism was not statistically significant (F=.415, p>.05) (Table 4). Thus the Hypothesis 1 is not rejected.

Table 5 Mean values of the Index of Ethnocentrism and test for Effects of Age and Gender

Age

Gender 18-29 Below 18

Female 68.42 68.43

Male 62.25 68.60

Effect of age and gender

Age effect F = 1.01NS

The employment of gender and age groups as factors in Table 5 did not yield statistically significant effects of sex and age
on ethnocentrism as well as it revealed a non-significant interaction effect. Hypotheses 2 and 3 are thus are not rejected.

4. Conclusion
The purpose of the study was to advance current understanding regarding ethnocentrism in India. This was done by: (1)
assessing whether Indians are ethnocentric; (2) assessing whether persons with different levels of education differ in their
ethnocentric tendencies; (3) assessing whether persons from different age groups differ in their ethnocentric tendencies; and
(4) assessing whether males show a significantly lower ethnocentric tendency than females.

The results of this study suggest that ethnocentric tendency of Indians is not associated with their age, gender and
educational level. Additionally, the study also tested the unidimensionality of CETSCALE in India. The study further
suggests that Indians are ethnocentric.
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5. Management Implications
The theory of industrial organization economics posits that a firms environment influences its strategy and structure, which in
turn affect the firms performance. Any bias towards domestic goods should be suitably placed in the strategy of global
corporations. The present study offers insight into the bias of Indians consumers in respect of domestic goods. The study
suggests prevalence of ethnocentric tendency among Indian consumers. The tendency is uniformly shared across various age
groups, gender and persons with varied level of education, in India. Therefore, marketers will be at risk if they show lack of
sensitivity towards adaptation of their marketing programme. In order to flourish, they need to appropriately blend marketing
mix to resonate their proximity to Indian culture.

6. Limitations of the Study
This study comprises student samples in Mumbai. Student respondents are treated as representative of the general population.
The sample could not be considered as representative of the heterogeneous population of India.
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