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ABSTRACT

“Ethnocentrism often entails the belief that oretis race or ethnic group is the
most important and/or that some or all aspectssafulture are superior to those of
other groups”. Therefore, consumer ethnocentrisnpresents the beliefs
entertained by consumers about the appropriateaesksindeed the morality of
purchasing locally made products. Many researcimetBis area have focused on
the antecedents of consumer ethnocentrism fronerdifit perspectives such as
socio-psychological, economic and political etc. rthermore, they have
investigated the moderating and mediating factars generating consumer
ethnocentric tendencies and the brand loyalty ahekiic brands. Along with
increased nationalism and heavy emphasis laid dwraliand ethnic identity,
consumer ethnocentrism will be a potent force mdlobal business environment
in the years to come. Hence, in order for domefstros to develop branding
strategies, it is advantageous to understand theceaents of consumer
ethnocentrism and to investigate the nature ofrtipact and relative importance of
those factors in creating consumer ethnocentridedraies in domestic customers.

The main objective of this study is to create newdel for domestic brand
equity. For this purpose, the researcher examihesantecedents of consumer
ethnocentric tendencies and its impact on buildoogl brand equity in Sri Lanka
in order to provide evidence for when, where, anden what conditions domestic
firms should leverage this concept in local brandding. The study adopted the
positivist quantitative approach. At the initialgge of the study, an exploratory
research was carried out with the purpose of detemmthe scope of study and the
research context. In the second phase, a survey ceaducted among 760
consumers who represented each ethnic sub-gro8a tanka with the assistance
of a structured questionnaire. Personal interviewse carried out by experienced
enumerators and subsequently an e-mail campaign asas employed for the
purpose of data collection. The sample was seldzdsdd on the multilevel mixed
sampling method and the study mainly focused onRhst Moving Consumer
Goods (FMCG) sector. Furthermore, a structurabéqn model (SEM) was the
principle data analysis technique employed. Howeveerarchical regression,
independent t test, one way ANOVA test etc. wermitamhally used together with
relevant descriptive statistics for a comprehenaivalysis of the empirical results.
The finding of the study does not only contributetheory, but also, it provides
guidelines for brand managers of domestic compatoieshange their strategic
direction of brand management in the face of glalmahpetition and to suggest
policy decisions to local governments.



ABSTRAKT

~-Etnocentrismugtasto znamenaies\wdceni, Ze vlastni rasa nebo etnicka skupina
je nejdilezit¢jSi, a/nebo Ze &které nebo vSechny aspekty jedné kultury jsou
nadazené jinym skupinam®; proto spebitelsky etnocentrismus rgdstavuje
pieswdceni spatebiteli, Ze je vhodné a moralni nakupovat produkty, kjeof
vyrobeny v mist spoteby. Mnoho vyzkumnik zabyvajicich se touto
problematikou se zaf¥fovalo na antecedenty spebitelského egocentrismu, které
rozliSuji z pohledu sociaén psychologického, ekonomického, politického apod.
Dale zkoumali moderujici a medrd faktory, které vyvolavaji tendence k
spotebitelskému etnocentrismu a loajalik tuzemskym zngkam. Spolu se
zvySujicim se nacionalismem a velkyriralzem kladenym na kulturni a etnickou
identitu bude spéébni etnocentrismus mocnou silou, oxulyici globalni
podnikatelské progedi g@istich let. Proto, aby tuzemské firmy mohly rozvijet
brandingové strategie, je nezbytné poroftumntecederim spotebitelského
egocentrismu a prozkoumat dopad a relativiteéZtost €chto faktof.

Hlavnim cilem této studie je vyti#eni nového modelu pro vytiéni hodnoty
domacich zn&ek. Za timto @elem autor zkoumal antecedenty tendenci
spotebitelskéhoegocentrismu a jejich vliv na budovani hodnoty dofohznatek
na Sri Lance,s cilem odhalenitikazi kdy, kde a za jakych podminek bgly
domaci firmyvyuzit tohoto konceptuipbudovani lokalnich zrigk. Pro tutcstudii
byl prijat pozitivisticky kvantitativni pistup. V p@ateeni fazi studie byl proveden
explora&ni vyzkum za Gelem determinovani rozsahu studie a koncepce vyaku
Ve druhé fazi studie bylo pomoci strukturovanéhaadoiku provedeno Seni
mezi 760 spdebiteli, ktgi reprezentovali jednotlivé etnické sub-skupiny S
Lance. Osobni interview byla provéda prostednictvim zkuSenych tazatea ke
skéru dat byla vyuzita, k tomutoc@lu zorganizovana, e-mailova akcézorek byl
vybran viceuroiovou metodou vzorkovani a studie byla Z&na hlavd do
sektoru rychloobratkového spebniho zboZi (FMCG)Pro hlavni analyzu dat
bylo vyuzito modelu (SEM) strukturalni rovnice Kromé toho bylo k vypétam
pouzito hierarchické regrese, nezavislého t-tesstut ANOVA aj., spoléné
s relevantnimi vypity deskriptivni statistiky pro komplexni analyzu gnckych
vysledlki. Zawry ziskané z této studie nejsodinosné pouze pro teorii, ale
poskytuji roviz navod brand manaZen domacich firem, jak zémit strategii
viucéi globalni konkurenci a jaké dopaiti navrhy pro rozhodovani lokalnich
samosprav.
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EXTENDED ABSTRACT

In the global context, multinational brands aggredg perform against
domestic brands, except in a very few scenarioenEvough governments of some
countries use tariff and non-tariff barriers to tohthe arrival of international
brands in the local market, multinational compagais access to those markets by
using strategies in connection to the liberalizatemd deregulation process of
globalization. Therefore, it is particularly impant to find new strategies to
develop local brands over multinational companidsst of the researchers in
consumer behavior are interested in investigatiegpiossibility of using consumer
ethnocentrism as a strategic tool to develop Idwaind equity. Even though
consumer ethnocentrism initially developed as aosogical phenomenon, later it
became a psychological concept connected to consp@esonality theories.
Today, consumer ethnocentrism has become a verylgophenomenon in
consumer behavior and brand management. Even thoeglous researchers have
made considerable attempts to empirically examime aforesaid concept in
different contexts, there is not sufficient emmti@and theoretical evidence to
specify the ways of stimulating consumer ethnocemtiof local customers to veer
their mindset towards local brands in developingintbes such as Sri Lanka.
Therefore, this study attempts to fill those engailiand theoretical research gaps.

Accordingly, the main objective of this study is ¢toeate a new model for
domestic brand equity in developing countries. #os purpose, the researcher
examines the antecedents of consumer ethnoceatidencies and their impact on
building local brand equity in Sri Lanka in order provide evidence for when,
where, and under what conditions domestic firmsukhteverage this concept in
local brand building. The conceptual frameworktfoe study was developed based
on an extensive literature survey of the respedieas. Eight socio-psychological
antecedents of CE and five economic and politineé@edents of CE were initially
identified as independent variables of the firstag#h of the research model.
Furthermore, in the first phase of the model, denaplgic variables and ethnic
affiliations were considered as controlling vareshl In the second phase of the
model, consumer ethnocentric tendencies were ceresidas an independent
variable and the dimensions of domestic brand gqwere considered as a
dependent variable that was subject to the moderatifect of ethnic affiliation.
Accordingly, seven major testable hypotheses wekeldped with the purpose of
exploring the relationship among the constructhefconceptual model.

This study adopted the positivist quantitative apgh consisting of two stages.
In the first stage, the author conducted an expoyaresearch to achieve an in-
depth understanding of the research scope andléot ggoduct categories that
were to be investigated. Therefore, it consista oécall test among 30 customers
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who were randomly selected. Key informant intemsevere conducted among 10
industry experts and selected academic expertsrisurner psychology in addition
to an extensive review of secondary data. Thusydkearcher identified 10 Fast
Moving Consumer Goods (FMCG) brands for which ddmealternatives are
available, and for which local brands attempt td&kenathnocentric brand appeals.
Those brands were initially selected from an aatedd=MCG brands list from the
“Mawbima Lanka Padanama”. However, the top 10 lbsamdre determined based
on the results of a recall test. The measuremetarier for each construct in the
model were selected based on the validated moddis@ales from past studies in
different contexts. Furthermore, a pilot survey wasied out with the purpose of
finalizing the measurement scales in the questioartzsed on the reliability of
each scale.

In the second stage of the study, a survey wasuobe@d among 760 consumers
who represented each ethnic sub-group of Sri LaBkaples were selected with
the use of the multilevel mixed sampling methodstAictured questionnaire was
used as the data collection instrument and the dak collected via personal
interviews carried out by experienced enumeratorsl® districts that were
randomly selected. Subsequently, an e-mail campamgs conducted among
randomly selected e-mail subscribers in one ofrépeited commercial e-mail data
bases of Sri Lanka. The Structural equation mo8&M) was the principle data
analysis tool. In addition; hierarchical regressicndependent t test, one way
ANOVA test etc. were further used together witrevaint descriptive statistics for
a comprehensive analysis of the empirical resulitse findings of the study
contributed new scientific knowledge to the exigttheory. The study has drawn
special attention to consumer ethnocentrism asngportant phenomenon for
researching in different contexts. Furthermorenas contributed to developing a
comprehensive conceptual model in understandingwuoar ethnocentrism and in
providing guidelines for carrying out in-depth aysas of this phenomenon for
future studies. In the practical aspect, this stpdyvides guidelines for brand
managers of domestic companies to change thetegicadirection in the face of
global competition. Also, the outcome of the stwdif help to provide directions
to local governments in adjusting their economibkques in order to develop strong
local economies by the strengthening of domestmdi
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ROZSIRENY ABSTRAKT

V globalnim kontextu, s vyjimkou velmi mala scéingsou nadnarodni zilay
agresivnimi protihréi tuzemskych zniaek. TiebaZe viady &kterych zemi reguluji
piiliv mezinarodnich zn#k na domaci trh pomoci celnich i necelnich bariér,
nadnarodni spodmosti ziskavaji fistup na tyto trhyprostednictvim strategii
liberalizace a deregulace globalizad&roto je zvlast dulezité hledat proti fevaze
nadnarodnich spalaosti nové strategie podporujici rozvoj domacickxtek.
Znana cast vyzkumnik zabyvajicich se chovanim spedtiteli se zajima o
moznosti vyuziti spdéebitelského etnocentrismu coby strategického njastro
rozvoje hodnoty lokalnich zgek. | kdyz byl spotebitelsky etnocentrismus
puvodreé vyvinut jako sociologicky fenomén, pagd se stal psychologickym
konceptem spjatym s teoriemi osobnosti sgluitele Dnes se stal spi@bitelsky
etnocentrismus velmi popularnim fenoménem chovdotfebiteli a managementu
znaky. Trebaze #veéjSi vyzkumnici provadi znatna empiricka zkoumani vyse
uvedené koncepce wvizanych kontextechneexistuji dostatmé empirické ani
teoretickédukazy stanoveni Zysohi pro stimulaci spdebitelského egocentrismu
k nasnérovani zajmu mistnich zakazdik smerem k mistnim zngkam v
rozvojovych zemich jako je Sri Lanka. Proto se tstiodie snazi vyplnit tyto
empirické a teoretické mezery vyzkumu.

V souladu stim, je hlavnim cilem této studie vy&rd nového modelu pro
rozvoj hodnoty domacich zéek. Za timto @elemautor zkoumal antecedenty
tendenci spoebitelského egocentrismu a jejich vliv na budovani hodnoty
domacichznatek na Sri Lance,s cilem odhaleniikazl kdy, kde a za jakych
podminek bym¢ly doméci firmyvyuzit tohoto konceptuipbudovani lokalnich
znatek. Koncepni ramec studie byl vytwen na zaklag rozsahlého literarniho
vyzkumu danych oblasti. Pro prvni fazi vyzkumnéhodeiu bylo identifikovano
osm sociala psychologickych antecendérgpotebitelského etnocentrismu (SE) a
pét ekonomickych a politickych antecend&ntSE jako nezavisle pramnych.
Kromé toho, v prvni fazi modelu, byly uvazovany demomple# prongnné a
promEnné etnické fislusnosti jako kontrolni proénné. Ve druhé fazi modelu,
tendence sptbitelského egocentrismu, byly uvazovany jako wisi prongnna
a dimenze hodnoty domacich #ak byly uvazovany jako zavisle prémma, ktera
byla predmétem zmitujiciho efektu etnickeé ffslusnosti.V souladu s tim, bylo
naformulovano sedm hlavnich testovani schopnych potéz za Gelem
prozkoumani vztahu mezi konstrukty kon&ejmo modelu.

Pro tuto studii byl fjat pozitivisticky kvantitativni pistupu sestaveny ze dvou
fazi. V prvni fazi provedl autor explotai vyzkum pro dosazeni hlubSiho
porozungni vyzkumu a jeho rozsahu, a ¥ylproduktovych kategorii, kterédty
byt zkoumany. Proto se sklada z recall testu gdlemého mezi 30 nahatin
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vybranymi zékazniky.Kromé rozsahlého zkoumani sekundarnich datla
provedena, k ziskani kbvych informaci, interview s 10 experty zupysiu a
vybranymi akademickymi odborniky z oblasti psyclydospotebitele.Tak autor
identifikoval 10 zn&ek v sektoru rychloobratkového sfeiiniho zbozi (FMCG),
ke kterym existuji mistni alternativg, pro které se mistni ztley snazi dosahnout
etnocentrického apelZnaky byly pavodré vybrany z akreditovaného seznamu
FMCG zn&ek ,Mawbima Lanka Padanama“; nicménéchto 10 zn&ek bylo
uréeno na zaklad vysledki recall testu. Kritéria &feni pro kazdy konstrukt
modelu byla vybrana na zakkadalidnich model a Skél z pedchozich studii v
rozdilnych kontextech. Mimoto byla provedena pilattudie za &elem finalizace
metici Skaly v dotazniku zaloZzeného na spolehlivosiidé Skaly.

Ve druhé fazi studie bylo provedeno igai mezi 760 spéebiteli, ktei
zastupovali jednotlivé etnické podskupiny na Smé¢e Vzorky byly vybrany na
zaklad viceurowviové metody skru vzorki. Strukturovany dotaznik byl pouzit
jako néastroj séru dat, a udaje byly shroma&iy prostednictvim osobnich
pohovoifi provagnych zkuSenymi tazateli v 10 okresech, které bydynéz
nadhodr vybrany. Nasledh byla zorganizovdna e-mailova akce u nakodn
vybranych e-mailovych dastniki v jedné z renomovanych obchodnich e-
mailovych databazi na Sri LancBale byl pouzit model strukturalni rovnice coby
zakladni techniky analyzy datkKrome toho bylo k vypétam pouzito hierarchické
regrese, nezavislého t-test, testu ANOVA aj., sp@les relevantnimi vypity
deskriptivni statistiky pro komplexni analyzu engkych vysledk. Zawry
ziskané z vysledk studie jsou finosem pro nové édecké poznatky exitujici
teorie. Tato studiednuje zvlastni pozornost sppebitelskému etnocentrismu jako
dilezitému fenoménu zkoumanémuutzmnych kontextech. Krotntoho gispela k
vytvoieni komplexniho koncépiho modelu pro chapani spelitelského
etnocentrismu a stanovuje navodikiddnym analyzam tohoto jevu v budoucich
studiich. Prakticky aspekt studie $p@ ve stanoveni navodu pro brand manazery
domacich firem, jak z#mit své strategické zafieni Wic¢i globalni konkurenci.
Dale vysledky studie pomohou mistnim samospravahy prostednictvim
posilovani domacich firem nastavily svou hosgekidu politiku, a tak vytvisly
silnou mistni ekonomiku.
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1. INTRODUCTION

1.1 Background

In recent times, globalization has become a cryghahomenon for any business
in the world with its profound impacts in the sht@tm and in the long term. It can
be a golden opportunity for one particular businasd yet a threat to another.
However, globalization leads to the homogenizatibworld markets and it allows
multinational companies (MNCs) to mark their preseim the local market by
increasing the availability of a wider range ofeimtational brands in various host
countries. Even though MNCs can be defined fromessdvperspectives, the
generic meaning of MNCs is possiblgry business establishment which operates
businesses in several countries by managing alinless activities from one
country’. At present MNCs operate in every country of therld in the form of
multinational corporations, global centralized aogiions, international
companies, or transnational enterprises. Hugetsassephisticated technology,
knowledge and skills in terms of business operat@MNCs have enabled them
to create undue opportunity to monopolize the ntarled the host countries.
According to William (2008), top level multinatioheompanies control a quarter
of the world economy and their sales turnover i€miigher than the worth of the
of individual economies of around 183 countrieghe world. Some economists
who represent developed countries and support dpgat market structure put
forward the argument that MNCs play a vital roleaiccelerating the process of
development in under developed countries by transfe technology, training
human capital and increasing foreign direct investis (FDI) of the host countries.
However, the most important argument is that howtlfee operations of those
companies are responsible for creating healthynlessi environments for the
domestic firms. Giroud and Scott-Kennel, (2006)uarghat if MNCs link up with
domestic firms, later can enjoy more advantageas fitee arrival of MNCs to their
countries. According to Rugraff and Hansen (20htligenous industries of host
countries will benefit from foreign arrivals in @ss where the MNCs provide
technological support and aid to domestic firms afichinate capitalizing their
market powers in dominating local markets over éstic alternatives. However,
in the real world most MNCs thrive for the globahrket and develop global
brands where it can create a huge challenge fatdheestic firms, while damaging
the local economy.

On the other hand, most of the domestic firms grBng indigenous industries
in developing countries belong to the SME sectaaniylscholars argue that SMEs
contribute to the sustainable development of tlememy by pursuing wider socio-
economic goals than large business entities (Rd@8). Cook and Nixson, (2000)
noted that development of SMEs in the economy hielpgeate social equity and
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that is also contributes towards poverty alleviatas well. Since very few large-
scale domestic firms are established in many cmstgovernments have to bare a
special responsibility in protecting locally basswehall and medium businesses.
This situation is more aggravating in the contdxti@veloping countries. In those
countries large scale MNCs dominate local industiig using resources to control
domestic alternatives. Therefore, the governmehtiase countries use tariff and
nontariff barriers in order to control mass impbd@a of products to protect
domestic firms during their business infancy. Tabérriers are simply taxes or
duties imposed on imported products. Nontariff ieasr are other trade control
mechanisms like licenses, import quotas, Voluntéxport Restraints (VER) and
local content requirements etc. Nevertheless, wWith movement of free trade
agreements and emergence of international tradenafions, imposing trade
barriers is not an easy and practical solutioncfamtrolling the arrival of foreign
brands to host countries. Especially it is not dask in underdeveloped countries
with their over dependence on developed nationspdn with the argument
developed above, the aforementioned barriers arte coasidered as major
limitations for the multinational companies (MNGs)dominating market of host
countries.

Further MNCs strategically diversify their globabkbds in domestic markets and
attract local customers with lucrative marketingl @nomotional campaigns. Those
campaigns can be used to generate ‘mind shar@cal customers towards their
well known brands and emphasize the quality ofrtheands over the domestic
alternatives. Due to the aforesaid scenario, uarimarriers that governments use
for protecting domestic firms become less effectivethe Sri Lankan context,
SMEs represent more than 91.6% of all registeresiness establishments and
contribute 31.8% to the industrial value additiddefsus and statistics, 2006).
Further, more than 95% of those SMEs are pure diienBans. According to
World Bank report (2012) 253 domestic businessese wegistered as listed
companies in Sri Lanka by the end of year 2011.nEtrough those listed
companies belong to large scale business categores of those companies may
not produce local branded products due to seveeslons such as being agents of
or maintaining joint ventures with foreign companiéocusing mainly on export
markets, or operating with unbranded products ashgenature of their business.

Therefore, domestic companies should find stratagat innovative approaches
to successfully face the international giants of thespective industries.
Furthermore, this is a signal for the local firn® te-think their brand and
marketing strategies to challenge global competitord to think of new ways to
generate intrinsic stimulation amongst customerguochase domestic brands.
Although several alternatives are available, masheistic marketers address this
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issue by utilizing ethnocentric brand appeals. glenth increased nationalism and
heavy emphasis on cultural and ethnic identity,scomer ethnocentrism will be a
potent force in the global business environmernheyears to come. This concept
becomes more crucial in Sri Lanka due to its wittenie diversity owing to its
three major ethnic groups apart from the prevaipingt war conditions.

Ethnocentrism is a sociological phenomenon disa/éy William G. Sumner
(1906) in the first decades of the nineteenth agntunitially, this concept was
referred to with the purpose of differentiating ieeén one’s own group from
others. According to Summer (1906), ethnocentrisrthe technical name for the
view of things in which one's own group is the Epf everything, and all others
are scaled and rated with reference tb @n the other hand, ethnocentrism is the
feeling that let's one believe that his/her lifglst values, norms, customs and
adaptation pattern of his/her own group is supetiothose of other groups
(Columbia Encyclopedia, 2011). Therefore, it cam forther explained as a
tendency of people to believe that their cultura¢iiinic group is superior to others
and all other groups are evaluated based on theraulnd social values of their
own group. According to Adorno et al. (1950), etbeatrism can be
conceptualized asethnic centerednessand the rigidity in accepting what are
similar cultural or social values while rejectindghatever is different in terms of
cultural or social values. Generally, a highly etbentric person may judge other
groups relative to his/her cultural dimensions sashanguage, behavior, customs,
and religion of his or her own group.

Even though the aforementioned concept was origindéveloped from a
sociological perspective, later it became a psystmal construct with great
relevance to individualistic personality systemsl amltural and social analytic
frameworks in general (Levine and Campbell, 1978)a broader perspective,
people in different countries evaluate their innéngroducts as superior to that of
other nations’ and show a tendency to use their pmaucts rather than foreign
made products. Analyzing ethnocentrism togethen asansumer behavior from the
perspective of consumer economic behavior resuoltsconsumer ethnocentrism
(CE).” With this background, CE has become a very papylhenomenon in
marketing and consumer behavior. Generally, CE esgas the effects of buying
intentions regarding home-grown products insteattha$e products from countries
that are perceived to be different from the homenty (Kaynak and Kara, 2002).
Moreover, CE calls into question the appropriatenaspreferring foreign-made
products over domestic products (Shimp and Shat®&7). Highly ethnocentric
individuals perceive their national values and sglslas sources of pride and often
despise the values of others and are intolerantutifiral differences of other
nations (Luque-Martinez et al., 2000). AccordingSbimp and Sharma (1987),
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highly ethnocentric consumers believe that buyiogein products badly affects
the economy of home country.

According to previous literature, CE may naturadymulate the customers’
preferences of home-made products. However the impsirtant issue is what is
the current degree of ethnocentrism in Sri Lankastamers and to what extent
ethnocentric feelings of the customers could iralyrstimulate customers to select
domestic brands in the Sri Lankan context. At @nésSri Lankan domestic
companies are supported by a voluntary peoplesirzgtion namedMawbima
Lanka Padananiawhich has been established as a nonprofit orgdioiz with the
purpose of promoting local brands among Sri Lankastomers. It has introduced
a unigue slogan:Ganna Ape Deand the Surya Singha logo for labeling domestic
brands for boosting the volume of sales of locankds as opposed to imported
items.  Currently, 120 brands in 52 product catiegohave only taken the
accreditation for using the “Ganna Ape De” mottal ahe Surya Singha logo.
Thus, this information clarifies the indication tleavery limited number of brands
are really promoting the domestic brands campaighe Sri Lankan context.

Here, yet another significant argument is the rtxte which this principle can
be generalized in various contexts and culturethdrSri Lankan context, this issue
becomes much more significant due to the ethnierdity of the population and
the dual allegiances (loyalty towards country atichie group) of consumers of the
three major ethnic groups. This condition has bexonore aggravating after the
rise and subsiding of the country’s 30 year civirw Consequently, previous
findings are not highly relevant in the Sri Lankamtext. However in Sri Lanka,
the multinational brands perform aggressively lagttan the local brands except in
very few scenarios. Customers have the psychologieeception that foreign
products have better quality and performance (Weayake and Dissanayake,
2009). Considering the aforesaid background, thidysis mainly focused on the
possibility of using CE as a strategic tool to depedomestic brand equity in Sri
Lanka.

1. 2. Research gap

Previous researchers in behavioral sciences havpirieally tested this
phenomenon in several contexts. And this aredb&as a popular research field of
both academic and applied researchers considenmgrevailing literature gap.
Therefore the existing research gap can be disddss® several perspectives.

At one point of time, measuring CE would have beened as is a matter of
considerable discussion. Then, Shimp and Sharn@g87{lintroduced a specific
scale called CETSCALE for the measuring degree BfilC customers. This has
been a commonly accepted scale due to the factresaarchers in more than 20
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countries have adopted this scale and have enmpirmaven that the CETSCALE
is a reliable CE measurement tool. Therefore, ety important to test this in Sri
Lankan context as developing country with an abdlkie average social
development level compared to other under develgopedtries in the world. Apart
from that marketers can adopt to the ethnocentaad appeals in their branding
and promotional strategies with the purpose of kbpmeg strong brand
architecture. In the process of developing brangkals to stimulate ethnocentric
buying tendencies in consumers, it is importarttdee an in-depth understanding
of the antecedents of CE and the relative impogaof those in the respective
context. Numerous researchers have attempted mifidéhe antecedents of CE.
And previous studies reveal that the degree of QEits antecedents vary in cross-
cultural contexts as well as between developing dedeloped economies
(Reardon et al., 2005). Those studies have beatucted in different contexts and
there is no common agreement among previous rdsmarcregarding the
stimulating factors of consumer ethnocentric tengefCET). Therefore, further
studies in different social and cultural contextstlois topic are required to develop
a congruency.

CE is a phenomenon that subject to various comigplizariables. Previous
scholars in behavioral sciences have not beentalr¢roduce universally accepted
moderating and mediating variables of CET. Theeefaurther studies are required
to reveal the important controlling factors betweeecedents of CE and between
CET and its direct consequences. Moreover, pasarehers of consumer behavior
have paid their attention to both direct and inttirmonsequences of CE. Most of
them have concluded those studies with the comiuthat CE has a positive
impact on customers’ buying intention of local an Therefore, it is also
important to investigate the impact of CET in depahg total brand architecture in
further studies. However a few studies (e.g. Shdminet. al, 2011) have
empirically tested the impact of CET on brand egoit domestic brands. Thus,
investigating the possible contribution of CET tand equity has also become an
important research area.

According to the above details, it is clear thagréhare several research gaps
found in this research area. The situation is esxtety severe when it refers to a
developing country like Sri Lanka. Therefore thegant study attempts to fulfill
the aforesaid research gaps in the discipline n§amer psychology.

1. 3. Research problem

As mentioned in the above section, this study idniypafocused on the
phenomenon of CE as a strategic tool for develogmgestic brand equity. Most
of the past researchers who have examined thie isave carried out their studies
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in various countries; in different social, politicaeconomic and cultural
backgrounds. Most of them have been conducted irerfsan and European
regions. Some studies have been conducted in @Gmdan the Far East as well.
Some Indian and Asian researchers have also fumkestigated this issue from
different perspectives. However this study is a gletely novel venture in the Sri
Lankan context.

In comparison to other developing countries in Alséa region as well as in the
world, Sri Lanka is a unique country. According ttte Human Development
Report (2011) Sri Lanka was ranked 97 out of 18inttes in terms of human
development based on health, education and incgnmadmntaining 0.691 in the
Human Development Index (HDI). This has been carsidl a benchmark for other
neighboring countries such as India, BangladeshNeghl which were ranked as
127, 139 and 136 respectively. Therefore it is grable to assume that the
behavioral aspects of Sri Lankans are unique anmewatat difficult to generalize
along the generalized theories of consumer behaMience in with this backdrop,
investigating the feasibility of using CE for dewping domestic brands could
contribute a further value addition to the alreadstablished and existing
knowledge on consumer behavior the world over.

Furthermore, the ethnic communities of Sri Lankeehsuffered from prolonged
civil war since 1983 in the North and the Eastha tountry. This condition was
created by the Liberation Tigers of Tamil Eelam TIEl) as an insurgency against
the ruling party and demanded a separate independed for the Tamil
community which created sufficient scenarios foe da interpret this war as an
ethnic problem in the country. This situation maesignificant impact on the
mental conditions of minorities like Tamils and Mos residing in the country.
In addition, some rebel groups at the time raighdious concerns while instilling
and promoting patriotic feelings and emotions ingde of different ethnic groups.
Accordingly, some voluntary rebel/pressure groupenty requested from the
general public to reject some brands through mas$iarand other below the line
promotional campaigns. Popular social networkshie ¢yber space also played a
vital role in this process. In the aftermath ofsthhistory, today, most of
sociologists try to determine whether all ethniougss in the country perceive Sri
Lanka as their mother nation and how far the mtresiidentify themselves with
their cultural heritage and their inheritance asrtlown cultural values. All those
conditions may have a direct impact on CET of tagam. Therefore, this research
Issue is a crucial scope to study from the Sri laanBoint of view.

Furthermore, customers’ decision whether to buyeifpr or locally made
products largely depends on the type of products awailability of domestic
alternatives in the market (Wanninayake and Chowamc2012). Therefore the
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given research issue cannot be reasonably exannnedl the industries in Sri
Lanka. Thus the researcher mainly focuses ondbkerhoving consumer goods
(FMCG) sector as the special reference for thidystu

The aforesaid facts are constructive evidence #tit there is a crucial
requirement to study the abovementioned reseasciessin the Sri Lankan context
even though previous researchers have made coasideattempts to examine
those issues in diverse other different contextser@fore the present study is
centered orfwhat are the positive and negative antecedents #nad controlling
factors of CE, to what extent do those factors antdor in developing CET, and
how far marketers can utilize CET as a strategiol ttor developing domestic
brand equity in the Sri Lankan context?”

1.4. Objectives of the study

The main objective of this study is to create a neadel for developing
domestic brand equity based on consumer ethnosenés a strategic tool. For this
purpose research examines the antecedents andbliogtrfactors related to
developing ethnocentric tendencies in consumeis paovides evidence for when,
where, and under what conditions firms should lagerthis concept in building
domestic brand equity in Sri Lanka.

In addition, this study aims to achieve seven pj¢ctives:

« To determine the degree of consumer ethnocentrismng Sri Lankan
customers.

« To examine the socio-psychological antecedents Bf &bd investigate the
nature of their impact, and the relative importantehose factors in creating
ethnocentric tendencies in domestic customers.

 To understand customers’ perception of the prengipolitical and economic
ideology and its relative impact on CET in termghaf Sri Lankan customers.

» To determine the influences of ethnic affiliatiars CET and local brand equity
in contemporary postwar Sri Lanka.

 To examine the impact of socio-demographic covesiat developing CET in
Sri Lankan consumers.

* To investigate the impact of CET on domestic bragdity and identify the
brand elements that are influenced more by ethrincdamand appeals.

 To provide evidence for when, where, how and undeat conditions firms
should leverage CE as a phenomenon in building dombrand equity in Sri
Lanka.
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1.5. Key research questions

Based on the above noted research purpose anthjdatives, the researcher has
developed the following research questions forifgiag further the investigative
areas of the present study.

* What is the degree of consumer ethnocentrism gdnegan contemporary Sri
Lanka and whether ethnocentric feelings of custenage varied in different
ethnic groups in the country?

« What are the positive and negative antecedentsldéoeloping ethnocentric
feelings in consumers and what factors are moreoitapt in developing
ethnocentric tendencies in consumers?

« What are the controlling factors that influence teéationship between the
antecedents of CE, CET and domestic brand equity?

 What is the degree of ethnic affiliation among eéhsub groups in the Sri
Lankan postwar scenario and how can it influeneerétationship among the
antecedents of CE, CET and domestic brand equityei-MCG sector?

 How far does CET account for developing domestantrequity and which
elements of brand equity are influenced more bya@téntric brand appeals
made by domestic firms?

 In Sri Lanka, what is the extent of the ethnic lafion of the three major
ethnic groups along with their dual allegiancesqd dow far does ethnic
affiliation influence people on their ethnocentfezlings and preferences of
domestic brands?

* Which demographic groups have more ethnocentridetecies and how far
can demographic factors be used for developing satation of local brands?

* Which areas are to be used for developing emotiapgkals to encourage
CET and how powerful are socio-psychological ardeoés in inducing
ethnocentric feelings in the prevailing economid awolitical environment of
the country?

« What is the cognitive process that takes placeansgmers’ minds when
selecting brands of their home country over forggaducts? How far can
brand appeals be incorporated with the four diffeeespects of the consumer
based brand equity (CBBE) of local brands in Snka®
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1.6. FMCG industry in Sri Lanka: An overview

FMCG stands for fast moving consumer goods angl &so known as CPG
(Consumer packaged goods) as well. These are pgsothat are known as fast
moving goods due to the fact that consumers relgutarchase these to satisfy
their day-to-day needs. Those products are chaistatally different from
durable goods that are replaced by consumersaftensiderable period of time
from first purchasing them. According to Kotler (), most FMCG products
belong to convenience goods category because cestopuy those products
regularly, conveniently and with a minimum buyinffoet. Generally, FMCG
products are classified into four main categoriesd and beverages, household
items, personal care products and over the co@®€C) products. Therefore,
the FMCG industry mainly consists of manufacturingistributing and
promoting those products to end users. As custorbaysthese products at
regular intervals, huge money circulation can appethis sector.

As mentioned in the above sections, Sri Lanka deweloping country that
has special social and demographic characteristiceomparison to other
developing countries in the region. This demogrepmd social background
creates a healthy environment for the FMCG se&srfar as the demographic
environment is concerned, 21 million people arengvin this island which
consists of a land area of 66000 square km. Thatgowontains 5 million
households and an average household size is 4sbrgerAs far as gender is
concerned, 51% of the population is representetéimales and 49% by males.
The population growth rate remains at an averagd%f and 23% of the
population lives in urban areas. According to tlemtal bank of Sri Lanka
(2011), an average household income of the coustmxpected to be LKR
36,000 per month. Furthermore, the median age afizen of country is 31
years and it is higher than other neighboring Asiauntries.

At present, the FMCG sector of every country shawgmarkable growth.
Especially Asian countries like India and Chinawshmaore growth potential in
this sector even with the issue of large populatidfor instance; India has
reported an 18-20 percent growth in the FMCG seatal China has achieved
15% growth in 2012. According to the Neilson APAGwth reports and
Neilson retail audit (2012), Sri Lanka has repottezlhighest nominal growth of
the FMCG sector within the first three quarter011 compared with the other
countries of Asia Pacific and Indian regions. As filee data summarized in
figure 1.1, most importantly Sri Lanka has repor@dl1.7% of volume growth
followed by 10.4% in India and 9.5% in China. Uvellue growth is reported as
9.7% and it is second only to Vietham.
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Figure 1.1: Growth of the FMCG sector in selectedauntries
Source: Nielsen APAC Growth Report and Nielsen &hiRAudit (2012)

Additionally, those statistics noted that the FM@G@Ector show continues
growth compared to other sectors of the economgoAling to figure 1.2, it is
clear that market growth is really achieved througtreasing the consumption
of the people rather than the inflation prevailinghe country. For instance, the
normal growth is 21% in the third quarter in 2014 ib has included a 14% unit
value change. Moreover, it has provided clearewe of continuous increase
in unit values of the FMCG categories throughoetl#st two years.

According to the Nielsen Cens&)10), the estimated market value for the
branded FMCG products in Sri Lanka is LKR 280 billion. This value is
generated from both modern trade and traditiomaer Modern trade represents
supermarkets or departmental stores. At presente tian 800 modern trade
outlets are established in the country with havi6go value contribution to the
retail sector. On the other hand, traditional mmgdaccounts for an 84% value
contribution through more than 238,000 groceriastaaditional retail outlets.
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Figure 1.2: Volume growth of the FMCG sector in SriLanka
Source: Nielsen SL Retail Audit (2012)

The food and beverage category has become thestaggment of the FMCG
sector by demarcating approximately 66% of marketres in traditional trade
and 74% in modern trade. The personal care seghaanbecome the second
largest sector by holding 20% followed by the hiws@ care and OTC
segments. Furthermore, the Nielsen Cen@030) reported that 67% of the
market value is generated by the top ten product catogaries of the FMCG
industry. All other FMCG product catogaries have contributed only 33% of the
market value for the industry. In 2011 buscuits, milk powder, soft drinks, toilet
soap, milk food drinks, washing soap, CFL bulbs, chocalates, creams and lotions
and yoghurt became the top ten FMCG product catogaries in Sri Lanka.

According to figure 1.3 in 2010 washing powders and toothpast belonged to
this catogary. However, the sales value of these products have decresed during
the year compared with creams and lotions and yoghurt due to the changing
consumption patterns of the people. In addition to the above indicators, the
industry statistics show that these four produtgégaries foft drinks, cream and
lotions, yoghurt and chocalates) are included in the top ten product categories
that are indicated as above the average volumeand growth of the industry.
Some other product categories of food and beveaadeersonal care have also
reported above the average volume and value grawtthe FMCG sector.
Therefore, there is great potential for changing ¢bmposition of this top ten
FMCG products category in the years to come.
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MAT OCT 2011 MAT OCT 2010
1. BUISCUTS 1. BUISCUTS
\ 2. MILK powder 2. MILK powder
3. Soft Drinks 3. Soft Drinks
o 4. Milk Food Drinks (4. Toilet Soaps

5. Toilet Soaps 5. Milk Food Drinks
6. CFL Bulbs 6. Washng Soaps
7. Washng Soaps 7. CFL Bulbs

Top 10 Categories 8. Chocaletes 8. Chocaletes

M Other Categories

Figure 1.3: Top ten product categories of the FMCGnarket in Sri Lanka
Source: Nielsen SL Retail Audit (2012)

According to industry analysts, the FMCG sectordsognized as a space
having more growth potential due to several reassansh as increasing the
disposable income of people, introducing moderailrebncepts, urbanization,
and increasing brand awareness and loyalty amosigroers etc. Even though
other industries faced significant downfalls durithg economic depression, it
had made minimum impact on the FMCG sector. Thexmason for this may
be that customers rarely cut their expenses ornucaaisles due to essentiality of
those items for their day today lives. Today moktthee strong MNCs are
operating in the FMCG sector by developing very edul global brands and
powerful distribution networks in the consumer narkAlmost all the world
reputed global brands can be commonly seen in exaytry in the world and
these are also available in the Sri Lankan mafkathermore, it is a known fact
that intensively new companies are arriving in tindustry due to high
profitability and growth potentiality of the FMC&@&tor.

Bartleet Religare Securities’ (BRS) report emphesithat the main reasons
for such an improvement of the FMCG sector in thentry are population
growth, changing patterns of consumption and im@neent of per capita
income in the country. According to Perera (20XBg FMCG industry is a
thriving sector in the Sri Lankan economy owing dostwar optimism. He
further emphasizes that the listed companies ilFMEG sector demonstrate a
staggering 42% growth after the three decades bwi§ war. The industry
statistics further emphasize that the highest redigrowth of demand is
recorded in the Eastern and the Northern provin€ése country.

According to the Central Bank Report (2012), thertoy has achieved an
8.3% economic growth rate during the year 2011s # remarkable growth in
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comparison to other Asian countries and even somm®dean countries. It
further indicates that the per capita income ofL&mka is USD 2,804 in 2011
and it is the highest figure in the South Asianioag Furthermore the current
government is using a high economic growth trajgctor improving the per
capita income of Sri Lanka up to USD 4000 by 20Moreover, the official
statistics of the census and statistic departméi@rioLanka reported that Rs.
32,446 in monthly expenses is needed to run a holgén Sri Lanka and more
than 50% of it is allocated for purchasing consuemb It provides
supplementary evidence to forecast the future draitthe FMCG industry of
Sri Lanka.

In addition, the growth of modern retail sector hs® become a plus point in
enhancing the growth of the FMCG sector. Even thotrgditional trade still
dominates the market by serving 72% of customerdsieeself service
supermarkets and departmental stores are rapidggohg the shopping habits
of customers. According to figure 1.4, in urbanaar25% of customers purchase
their consumables from supermarkets.

76

72

Supermarket Grocery Store Open Market

m Total = Urban = Rural

Figure 1.4: Consumer buying habits of FMCG productsn Sri Lanka
Source: Nielsen SL Retail Audit (2012)

Furthermore, supermarkets serve to 10% of ruratoousr needs as well.
Nonetheless, there is a new trend among urban roesto to by some
consumable items from the open market than ruraplee Yet, news360.lk
reported that the modern retail sector of the aguimés unexpectedly grown by
15% during the last few years and it is a furtimehigation of the inducement to
the FMCG sector. According to the reported growthmodern retail, it has
provided value justification to investigate the reut research issue in the Sri
Lankan context. The reason for that is the mod&tailr environment has
provided a significant background for brand managdercreate unique branding
appeals for their target customers. Especially dostomers who enjoy their
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shopping trips in the supermarkets provide amplpodpnity for promoting
emotional and moral appeals to select productbeapoint of purchase due to
the freedom of customers to select any brand of rispective product
categories. Moreover, it is a huge opportunity domestic firms to use their
motto or special logos to promote ethnocentricilgsl and encourage impulsive
purchasing.

According to the nature of the FMCG sector in Sanka, some few leading
companies maintain a considerable market sharbeofndustry. According to
the Nielsen Censuy2010), the top ten brands of the FMCG sector represit 4
of the total value of the FMCG industry. Figuré& Teports that the top ten
brands in the FMCG market has not changed duriagpériod of 2010 to 2011.
It means that those brands are the leading brandiei country and has the
possibility of controlling the whole FMCG sectordmi Lanka.

MAT OCT 2011 MAT OCT 2010
1. Munchee 1. Munchee
2. Anchor 2. Anchor
3. Maliban 3. Maliban
4. nestomalt 4. Sunlight
5. Sunlight 5. Nestomalt
6. Raththi 6. Lifebuoy
7. Lifebuoy 7. Nespray
S—— 8. Nespray 8. Raththi
® Other Brands 9. Orange 9. Signal
10. signal 10. Orange

Figure 1.5: Top ten brands of the FMCG market in Sr Lanka
Source: Nielsen SL Retail Audit (2012)

The present study focuses on ethnocentric tendermme its impact on
domestic brand equity in the FMCG industry in Sanka. Therefore, it is
important to analyze the positions of the leadimgnds in the respective
industry. According to the Nielsen Cens@910), three brands of the above
mentioned top 10 brands, are pure domestic brakldsdhee, Maliban and
Orange) and they aggressively promote ethnocefaelngs of customers. All
three brands have taken the accreditation from “Mma& Lanka” to use the
“‘Ganna Ape De” motto and “Sooriya Signhe Logo”. Hawer the most
important matter is of all the other brands belaoggto the reputed MNCs
operating in the domestic market. In addition tes#ntop 10 brands, some other
reputed brands also operate in the FMCG sectoraafedv of them belong to

32



domestic firms. They also compete with multinationends operating within

their business scope. Because of the competitidha@nndustry, both domestic
firms and MNCs mostly over depend on advertisinge Thedia expenditure of
the firms creates a reasonable picture in undedstgrtheir intense need to use
advertising as a brand building platform. Generally, Radio and print media

can be considered as the ‘leading media’ for prargobrands in consumer
markets. The advertising expenditure in the afodesree media spent by
business firms during the last 7 years is summaiizéigure 1.6.

Rs. 000’
70,000 TV Radio [ Print
60,000

4,960
50,000
4,869 11,732
40,000 9,961
4,169
30,000 4,509 7,560
6,516
4,229 :
20,000 ’ 40,486
— 3,332 5,660 35,666
' 4,574 26,615
10,000 3,904 20,881
. 11,173 14,097
2005 2006 2007 2008 2009 2010 2011

Figure 1.6: Advertising expenditure of FMCG marketin Sri Lanka
Source: Nielsen SL Retail Audit (2012)

According to the statistics given above, the TVantribution to the total
advertising expenditure is comparatively increagm@round 70% compared to
other mediums. Furthermore, Neilson media dataaledethat the share of voice
in the FMCG has rapidly grown during previous yedfowever, the real
intention of businesses for promoting their brandanot be derived from the
advertising expenditure on those three media dfdy.this purpose, the ways of
using other promotional methods by the main conmstiin the FMCG sector
should be further analyzed. The hidden truth of thdustry is that advertisers
are increasingly promoting their brands on emergidgertising mediums like
below the line (BTL), mobile and online promotioride increasing usage of
social networks has become an important aspectamiaing its relevance to the
present study. Similar to the prevailing trend e tworld, the Sri Lankan
younger generation is increasingly use social ndsvand online media as part
of their day today lives. As far as the internedgestrends are concerned an 18%
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and 21% growth rate was recorded in 2010 and 2@84fectively in Sri Lanka.

Furthermore, this rate was 27% in 2010 and 31%0ih12within the 18 to 30

years age category. At present, ethnocentric fgelamd patriotism are promoted
by marketers through online media. And some peapk social networks to
release their anger and animosity towards othemi@troups. Some of them
regularly circulate information that has direct attge impacts on some
imported brands. Unlike professional advertisipgpple directly refer to the
brand names in giving their comments. Even tholghdituation is common to

brands of all categories, it has a considerableaghpn the FMCG sector more
than traditional advertising media.

According to the above discussion, the presentareeeemphasizes that the
FMCG sector in Sri Lanka has a high growth potérgiad the behavioral
changes of consumers and changes of the mediaoemant also positively
influences the sector's development. However thestmmportant issue is
whether the domestic firms are capitalizing on tlisportunity and the
possibilities of using ethnocentric appeals in pstng their local brands.
According to the Bartleet Religare Securities (BSBport, the demand for
imported brands in the FMCG sector faces a slowvtiraccompared to locally
manufactured brands in the sector. Furthermoreeéims to be that domestic
manufacturers are substituting high standard prsdiar foreign alternatives.
Even though MNCs are dominating the market by creand innovative above
the line promotional campaign, most domestic FM@@ganies are increasing
their promotional budgets substantially for defeasias well as offensive
marketing campaigns. Therefore, the prevailing d¢mrof the FMCG sector in
Sri Lanka has created a substantial context foptasent study.

1.7. Thesis overview

The thesis is organized into seven chapters: Ipdottion 2) Literature
review, 3) Research model and Hypotheses, 4) Methgg, 5) Data analysis 6)
Gain for science and practices, and 7) Conclusamtssuggesstions for further
research. The first chapter briefly describes #ekground of the study, research
problem, research questions, study objectivesadmief overview of the FMCG
industry as the context for the study. The secdrapter discusses foundational
literature which rationalizes the content of thedgtand its gravity. The relevant,
extensive and comprehensive international and dibenéterature review is
conducted in the first part of this chapter. Theaphkr also highlights the
antecedents of CE and the possible consequengesying special attention to
the controlling factors of CET. Moreover in thisagiter, the researcher attempts
to elaborate on the theoretical background of taenrmoncept of the study. The
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third chapter presents the logical relationshiphef main constructs of the study
based on the literature review in Chapter Two. Teénitions of the main

variables and hypotheses of the study have beé¢hefudiscussed in order to
demonstrate the relationship among the main catstrof the research

framework. A detailed discussion of the researgbr@gch and methodology is
provided in Chapter Four. It explains the rationb&hind selecting research
methods, context and sample in detail. Furthermorethe last part of this

chapter, the researcher emphasizes the main meanranstruments and
statistical techniques and tools used in data amsal{Chapter five presents the
data analysis and the discussions based on thiksrdswalso explains the data
analysis procedure, testing assumptions for notynahd descriptive statistics
respectively. In addition, factor analysis andustural equation modeling

procedure have been described with reference tmgethe hypotheses of the
study. Chapter six presents the contribution ofdfuely to science and practice
by elaborating on its theoretical perspectives aractical aspects. The last
chapter mainly devotes itself to the conclusion embmmendations for future
researchers. In addition to those two aspects, tmaitations of the study are

also being discussed in detail in Chapter Seven.
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2.LITERATURE REVIEW

In this chapter, the researcher attempts to rewatically the theoretical
background of the phenomenon of consumer ethnaesen{CE) as well as the
previous studies relating to consumer ethnocentnsith the purpose of
exploring antecedents of consumer ethnocentrism isndonsequences with
special reference to the concept of brand equitye dbjective of this chapter is
to identify the knowledge and literature gap cutlsepresent in the subject area
of consumer ethnocentrism and to develop a logaainection with the
conceptual framework stated in the chapter thre¢hisf study. Furthermore,
previous studies on consumer ethnocentrism proaidlistic background on
which the hypotheses of this study can be justifiedm demonstrating the
relationship among key variables of this studyanfework to identifying new
dimensions of CE related concepts which have nen Isefficiently explored by
previous researchers. This chapter has been asghimto five areas; theoretical
connection of CE, respective measurements’ toodgyree of CET in cross
cultural settings, antecedents of CE and directsequences of CE in
connection to the brand equity of domestic brands.

2.1. Grounded theory behind consumer ethnocentrism

The term ‘¢thnocentrisrh was introduced to the world in the beginning of
19th century as a sociological phenomenon. Thegefonany previous
researchers (e.g.Summer, 1906) argue that the &iondof this concept come
from sociology. In par with this justification, Bgar (2003) noted that the term
ethnocentrism was initially developed with the camalion the two terms
"Ethnic' and 'centrismi. The word ethnic comes from the Greek adjective
“ethniko$ meaning national or gentile. However, in wideagtice it stands for
cultural heritage. On the other hand, centrismrsef® taking a moderate
position or centered in to specific position. There, ethnocentrism becomes an
important concept in the cultural anthropology loé tmid 19th century. Most
anthropologists (e.g. Barger, 2008) argue thah@athan being in the world can
be ethnocentric in different degrees due to thétfet this feeling is generated
from false assumptions made by people based owettyelimited experience in
their own life. They further emphasized that thenaapt of ethnocentrism is
more connected to the learning and attitudes op#dople. Thus, the concept of
ethnocentrism is obviously related to the conceptgpsychology. However,
ethnocentrism can be discussed from the biologmaispective as well.
According to Dreu e.al (2010), human ethnocentrismmodulated by brain
oxytocin. Brain oxytocin, also known as hormondasfe (Stallen, et. al., 2012)
iIs generated from the hypothalamus region of thedru brain and makes
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collaborations among in-group members by makingpfeedrust each other.
Hence this oxytocin hormone may create a feelindgpégnhuman mind to think of
his/her own group as superior to other groups (Cral, 2010). Sometimes it
can develop into xenophobia, cultural discriminatand intergroup violence as
well.

Beside the aforesaid arguments about the thedretemkground of
ethnocentrism, Fullmer introduced the concept @ntxcentrism” in 1940. Kent
and Burnight, (1951) argues that xenocentrism iatatude in which individuals
perceive that their own culture is inferior to thdture of others. Therefore they
evaluate every things in their lives centered ® fthreigners. Further Kent and
Burnight, (1951) contended that this concept exglahe attempt of people to
correct their wrong decisions by rejecting valuéshe in- groups. The insight
of another argument portrays that though theresaveral theoretical roots and
prefixes available to the concept of ethnocentiisntonceptual meaning is the
human feeling of intolerant behavior and culturalues of other groups and
perceive their own group is superior to others (dcet al., 1950).

2.1.1. Consumer ethnocentrism

Considering the justification presented in chaptere, the concept of
ethnocentrism has originally developed in a sogiglal perspective and has
been further elaborated in anthropological anddgigkl perspectives, it has
become a psychosocial construct connected withopalisy systems of human
beings (Levine and Campbell, 1972). Therefore, kghoin the field of
consumer psychology frequently argue that consummeay have a strong
motivation to buy their home country products ottiem imported items due to
their ethnocentric feelings. As a result of thosbates €onsumer ethnocentrism
(CE)’ becomes a popular phenomenon in marketing. Pusviesearchers in
behavioural sciences suggest that CE is usuallysopatity traits of the
consumers (Schiffmen and Kanuk, 2009). When itrsete the theories of
consumer behaviour, a consumer’s personality cadinded into three groups
such as psychoanalytical theory, neo-Freudian yhaad trait theory.

Psychoanalytical theory

This theory was introduced by Sigmund Freud in 198€cording to Freud,
the psychoanalytical theory of personality was tbwh the premise that
unconscious needs or drives, especially biologaral sexual drives, are at the
heart of human motivation and personality. Thisotlgeargues that human
personality is determined by three complexes ptasetihe human mind. Those
are the 1d”, “Egd’ and “Super Egb Furthermore, the theory emphasizes that,
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an individual’'s personality is formed as he or glasses through a number of
distinct stages of infant and childhood developmeitcording to Freud’s
theory, consumers are primarily unaware of theie treasons for buying due to
the fact that human drives are largely unconsciblgsvever, some researchers
argue that, consumption or purchasing situatiomsheatreated as an extension
of the consumer’s personality.

Neo-Freudian theory

It is evident that several of Freud’s colleaguethier developed Freud’s ideas
but presented new ideas referred to the persondltyy disagreed with Freud’s
contention that personality is primarily instindtuend sexual in nature, and
argued that social relations are fundamental teqgrelity development and
believed that individuals engage in constant adiptand creative development
based on their environment. There are three mapmtributors who were
forerunners in the development of this new perspeaf human personality.
They are Alfred Adler, Harry Stack Sullivan and BarHorney. Alfred Adler
illustrated that individuals seek to attain varisational goals, which he called
‘style of life; thus, placing emphasis on the people’s effortetiuce feelings of
inferiority. Harry Stack Sullivan stressed that pkeocontinuously attempt to
establish significant and rewarding relationshipthwthers and place emphasis
on efforts to reduce tensions. Karen Horney focusedthe impact of child-
parent relationships, especially the individual'sstte to conquer feelings of
anxiety. She proposed that three personality groups; ¢iamip aggressive, and
detached.

Trait theory

The Trait theory is a significant deviation nougdh with insightful
construction compared to the earlier qualitativeasuees that are typically
consistent to Freudian and neo-Freudian theoris frimarily quantitative or
empirical, focusing on the measurement of persphnahi terms of specific
psychological characteristics calledrdits”. A trait is defined as d&ny
distinguishing, relatively enduring way in which eomdividual differs from
anothet. Selected single-trait personality tests areaasingly being developed
specifically for use in consumer behaviour studidsen, Schiffmen and Kanuk
(2009) suggested that personalities of the consuwen be measured by three
personality traits such agdnsumer innovativenéss consumer materialisin
and ‘consumer ethnocentrism
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Moreover, some philosophers elaborated that thacemt of CE s
theoretically generated from social identity the(gyg Tajfel, 1982). According
to this theory people attempt to build their pegitself esteem and self image by
classifying themselves and other people in theetpanto an in-group or an out-
group based on their social settings (Turner, 1982gyeneral, people in such a
social group may be internally motivated to sespxcific behavior and develop
personal identities that will be valued by the otheople in their own-groups
(Campbell, 1990). Furthermore, Campbell, (1990)edothat people develop
such a socially acceptable identity based on unaquidbutes and characteristics.
As a result of that the categories in a societnanly created as a form of in-
group and out-group. As far as a single natioroiscerned the in-group and the
out-group dichotomy is commonly associated with nagonal identity and the
ethnicity of individuals (Tajfel, 1982). Accordinp aforesaid arguments, the
general logic of the social identity theory igavoring the in-group and
discriminating against the out-grot(¥erlegh, 2007). Therefore it can be
justified that consumer ethnocentrism initially deped from a sociological
discipline like the social identity theory. Everotiyh the aforesaid argument is
logical, people stimulate to behave in this manbased on their cognitive
processes and personal value systems (Levine amghtéedl, 1972). Therefore,
still the phenomenon of consumer ethnocentric igemar less linked with
psychological concepts like personality.

According to the theoretical background mentionedthe above section,
consumer ethnocentrism can be considered as pérsbtaaacteristics of
customers that determine their personality andevaystem. Along with the
same, some researchers have noted that persomsatibybe linked with how
consumers make their choices: on the purchaskeocdnsumption of a broad
product category other than particular brand (Ka2@01). However, consumer
personality links with brand building of cross cu#l perspectives through CE.
Especially domestic marketers can use consumenoethtrism as a strategic
tool to compete with MNCs (Chovancova et.al, 201Eyom the perspective of
brand management, CE can be used for creatingcueitorand personality for
domestic brands (Chovancova et.al, 2012) and caenfydoyed as a strategic
tool for developing moral appeal for domestic costes (Wanninayake and
Dissanayake, 2009). Even though CE is generated psrsonality trait of
consumers, it helps to form favourable attitudesustomers towards homemade
brands. According to Schiffmen and Kanuk (2009) r@&kes significant impact
on the ‘tognitivé, “affectivé and “behavioural aspects of consumer attitudes
as well.
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Due to the strategic importance of CE, many localfiginated brands do
follow brand promotional strategies highlightingithethnocentric values tied up
with emotional appeals to their customers to aegairsignificant mind share
over the competition of multinational brands (Warayake and Dissanayake,
2009). CE was defined by Shimp and Sharma, (1987ha beliefs held by the
consumers about appropriateness, indeed moralftpuochasing foreign-made
products. As Rawwas et. al.,, (1996) contended CE encowagemestic
customers to overestimate the quality and thebates of local products and
under estimate those aspects of imported produlds)estic marketers can
capitalize this personality and values systemshefdustomers for developing
strong local brands in the face of competition gatesl by strong MNCs in the
world. Therefore practicing marketers should un@eéd the degree of
ethnocentrism among the customers in the home goand how to intensify
their ethnocentric feelings though emotional or ah@ppeals associated with
their brand templates. Hence, it is worthwhile taken an in depth analysis of
measurement tools of CE, the degree of CET prexpih different countries,
the antecedents of CE and the possible consequehttes concept.

2.2. Measurement tools of CE

Before researchers pay their attention for meaguhe degree of CE, some
early researchers have made a considerable effort operationalize
ethnocentrism in general (Luque-Martinez et alQ®0 Adorno et al., (1950)
introduced four dimensions to distinguish betwedhnecentric and non
ethnocentric people based on the theory of thetoritarian Personality; This
scale is known as E-Scale and was established bsidering two constructs
from the aforesaid four initial dimensions relatiagthe ethnic minorities in the
USA. The first construct focuses on the memberfepgaces’ in relation to the
in-group authority used over them and the seconustoect focused on the
criticism or avoidance of out-group members. Basedhese main constructs of
the E- Scale, another ethnocentrism scale was algaelby Warr et al. (1967) in
relation to the context of the UK. Furthermore, @dand Ritter (1976) made a
considerable attempt to develop an ethnocentrismlesto measure the
ethnocentric tendencies of black American studeAfter popularizing the
concept of consumer ethnocentrism, numerous schataconsumer behavior
attempted to identify an effective scale for messuethnocentric tendencies of
customers. However, researchers in consumer psygyhohoted that the
previous scales are rendered inappropriate to medsel CE (Lugue-Martinez et
al., 2000). The first successful attempt to develogcale for CE was made by
Shimp (1984) based on the empirical study relatmmghe automobile buying
behavior of US customers. He basically used sonterier to differentiate
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ethnocentric customers from non ethnocentric custenby using different
criterion used by previous researchers to measuree 9ehavioral aspects of
consumers. For instance, he employed normativefbedf customers (Fishbein
and Ajzen, 1975), behavioral intentions (Warsha®3Q) and other several
eccentric measures to evaluate the consumer behmwviselecting domestic
products over their foreign alternatives. Howevagilie-Martinez et al., (2000)
argue that the scale measured attitudes and beliefsstomers towards local
and foreign brands rather than evaluating the terydef customers to buy
domestic brands. Apart from those, a very comprgilierscale was introduced
by Shimp and Sharma in 1987 for evaluating the aéntric tendency of
customers and it is known as CETSCALE (Consumendténtric Tendencies
Scale). This comprehensive scale was developed Usintems (see annexure
2.1) and specifically measured the tendency of UStatners to evaluate the
appropriateness of foreign products. Even thoughtBTSCALE was originally
developed to evaluate the consumer ethnocentrotetenry (CET) of American
consumers, it became a very popular and effecteetb measure the CET of
customers in different geographical and culturahtests (Netemeyer et al.
1991). Furthermore, the CETSCALE has been validatedeveloped (Dursula
et al. 1997), developing (Caruana 1996), newly stdalized (Sharma et al.
(1995), and post transitional (Good and Huddlest®85) economies by the
previous researchers in reporting a high levelntérnal reliability. Moreover,
almost all the previous studies have demonstrabegergent, discriminant and
nomological validity as well. As mentioned in thboae section Shimp and
Sharma (1987) initially developed the CETSCALE asnadimensional scale.
Most of the previous studies found that the 1mdef the scale are loaded into
a single factor in cross cultural settings. Somenpnent studies used by the
CETSCALE as uni-dimensional scales are given itet&bl. According to the
summary given in table 2.1, almost all the previsuglies certified a high level
of validity and reliability of the CETSCALE.

However, some researchers argue that CE may beseyed in different
dimensions. According Luque-Martinez et al. (2000E, is well represented in
two components. They identified 10- items of the TSEALE as hard
ethnocentristh and rest of the 07 items asdft ethnocentristin order to
determine the CET in Spain. However they noted thatone factor model is
more appropriate to analyze CE rather than thefagtor model. In addition,
Chryssochoidis et al. (2007) suggest that hard oetmtirism and soft
ethnocentrism can be considered as two compondn®Ean the context of
Greece as well.
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Table 2.1: Reliability of CETSCALE

Aurthor/s Country Target Cronbach's ey
Population
Shimp and Sharma (1987) USA Students| ®94 - 0.96.
GP
Netemeyer, R. G., &USA, France| Students 0.91-0.95
Durvasula, S. (1991). Japan, German
Sharma et al. (1995) Korea GP 0.91
Good and Huddleston (1995) Poland, Russia GP A5
Caruana (1996) Malta GP 0.64
Dursula et al. (1997) USA, Rassia Students 097
Steenkamp and Baumgartnef Belgium, Great GP 0.93-.95
(1998) Britain, Greece
Javalgi et al (2005) France GP 0.92
Watson and Wright (2000) New Zealand GP 0.96
Batra et.al (2000) India GP 0.63
Kaynak and Kara, (2002) Turkey GP 0.93
Yu and Albaum (2002) Hong Kong GP 0.90 -0.96
Philp and Brown (2003) Australia GP 0.91 - 0.95
Shoham and Brencic (2003) Israel GP 0.94
Lee et.al (2003) USA GP &0.95 - 0.96
Students
Wang and Chen, (2004) Chaina GP 0.94
Ang, et.al., (2004) Indonesia, KoreaGP 0.77 - 0.93
Malaysia,
Singapore, and
Thailand.
Nazlida and Razli, (2004) Malaysia Students} 0.89
parents
Yeong et al., (2007) Malaysia GP 0.95
Wong et al., (2008) China Students 0.88
Erdogan and Uzkurt (2010) Turkey GP 0.92.
Shergill et. al., (2010) New Zealand GP 0.84
Mensah et.al., (2011) Ghana GP 0.881

Note: GP — General Population
Source: Developed by author based on past litegatur

However the researchers confirmed that the uni-dgiemality of the
CETSCALE is more appropriate based on the confonyatactor analysis.
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Furthermore Poh et. al, (2011 ) address same issialaysia by comparing
validity and reliability of the two dimensional meldwith the uni-dimensional
model of CE. They also concluded that the uni-disi@mmal CETSCALE is a
better measurement of CE.

However on rational validations, some researchéts believe that hard
ethnocentrism really represents the ethnocentndetecy of people and the use
of the 10 item scale to measure the CET is morarate. Balabanis et al. (2001)
conducted a comparative study between Czech Repahtl Turkey and noted
that the reduced scale is more reliable due tdabethat the alpha coefficient
value was approximated to 0.90 in both countriestiérmore, Evanschitzky et
al. (2008) again used the reduced scale to me&itifan Germany and reported
a high degree of reliability, reporting 0.90 alphalue. Othman et al. (2008)
further recommend the 10-item reduced scale foncetbntrism due to a high
level of reliability based on the empirical studgnducted in the Malaysian
context. In addition, some researchers measurddlyRising only the highest
loading items of the CETSCALE (e.g. Steenkamp ¢t28l03). Therefore Bawa
(2004) suggested that it can be developed intooal goale to measure CET by
reducing items of the original CETSCALE. Supportiiigs view Altintas and
Tokol (2007) adopted a 6 — item version of the CEABE for measuring CET
with the purpose of estimating its correlationhe hational pride and perceived
economic treat of imported products. Moreover Amwsg&iene et. al., (2012)
adapted the same reduced version for the studyn&dyze 13 transitional
economies and found a 0.87 overall alpha valueld@hility. Furthermore, some
researchers used a 4 - item reduced version dHESCALE and found a high
degree of reliability (e.g. Cleveland et.al. 2004da, et al., 2008) as well.
Moreover Ramayah et. al, (2011) argued that thedinzensional scale of CE
demonstrates a more convergent, discriminant andological validity and
reliability than the uni-dimensional model of CE.

2.3. Degree of CET in cross cultural settings

As referred to in the above section, CETSCALE hasome a very unique
and effective scale to measure the degree of etémtiogm of customers in any
country of the world. Therefore researchers in oarer behavior have
commonly accepted that the CETSCALE score repredsiwet degree of CET.
For instance, Durvasula et al. (1997) noted thah hCETSCALE scores
represent a high degree of CET and low scoresatelia low degree of CET.
Previous researchers have validated this scaldfereht geographical settings.
In the original CETSCALE, a 7 point Likert scalengng from 1 (strongly
disagree) to 7 (strongly agree) was employed agsdbgonse format. Later on
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except for a few researchers, all the researclsad the same response format to
measure the degree of CE in different countriestséa and Wright (2000)
proposed that the top half of the CETSCALE score lma considered as a high
level of ethnocentrism and that the bottom halthed scale’s score belongs to
low degree of ethnocentrism. However it is not osable from a rational
perspective. According to the given scale the tetaire for the responses of
customers to 17 items should be laid between 1718 According to the mean
values of those studies, it can be decided whetieeethnocentric tendency of
customers of a particular country is low (Scoregeafrom 17 to 51), medium
(Score range from 51 to 85) or high (Score rangenfB5 to 119). As some
researchers have adopted the reduced 10-item gdhalanean value of those
studies will range from 10 to 70. In those cases rttean values should fall
between 10 to 30 score range for the degree obQe tow level, from 30 to 50
for a medium level and between 50 to 70 for a heykl. Some researchers have
calculated the CETSCALE score in average valuegimgnfrom 1 to 5 scales or
from 1 to 7 scales. In such situations the rang¢hefgiven scale should be
divided into 3 intervals in deciding the degreeettinocentrism. According to
the aforesaid score ranges, the findings of previswdies in cross cultural
settings can be summarized into table 2.2 to makeml assessments about the
degree of the ethnocentric tendency of the custemedifferent countries.

Table 2.2: Degree of CET in cross cultural settings

Aurthor/s Country Mean SD CET
Shimp and Sharma (1987) USA 61.73 24.24  Mediym
Sharma et al. (1995) Korea 85.07 N/A High
Good and Huddleston (1995) Poland 69.19 N/A Medium
Russia 51.68 N/A Medium
Caruana (1996) Malta 56.80 18.20 Medium
Dursula et al. (1997) USA 50.24 22.8%  Medium
Russia 32.02 12.47| Low
Acharya (1998) Australia 56.40 N/A Mediun
Steenkamp and Baumgartnddelgium 28.7 9.21 Low
(1998) Great Britain | 30.29 9.47 Low
Hult et al. (1999) USA 61.50 19.30, Medium
Japan 40.10 17.30| Low
Sweden 38.40 18.50| Low
Keillor and Hult (1999) USA 3.88** 1.23 Medium
Japan 2.37** 1.09 Low
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Sweden 2.10** 1.09 Low
Hong Kong 4.36** 0.99 Medium
Mexico 3.71** 0.92 Medium
Watson and Wright (2000) New Zealand 62.21 25.79 ediMm
Batra et.al (2000) India 4.81** 1.27 Medium
Balabanis et al., 2001 Turkey 26.110 0.485 | Medium
Czech Rep. |23.880 0.391 | Medium
Yu and Albaum (2002) Hong Kong 34.19 14.6 Low
Shoham and Brencic (2003) Israel 2.81* 1.25 Medium
Lee et.al (2003) USA 2.53* 2.53 Medium
Hamin and Elliot (2006) Indonesia 74.50 N/A Medium
Chryssochoidis et al., (2007) Greece 65.45 1.06 dike
Wong et al., (2008) China 56.25 14.60 Medium
Bahaee and Pisani (2009) Iran 49.3 N/A Medium
Sherqill et. al., (2010) New Zealand3.36 1.02 | Medium
Erdogan and Uzkurt (2010) Turkey 50.19(R@1.13 | Medium
Mensah et.al., (2011) Ghana 4.44** N/A Medium
Bi et.al (2012) Chinese 2.68** 1.01 Low
Ganideh and Taee, (2012) Jordan 40.89(RITA Medium

** Average mean 7 point Likert ScaleA%. Mean 5 point Likert Scale
RC= Researcher calculated based on individual items
Source: Developed by the author based on the pus\iterature

According to the findings of previous studies thtbnecentric tendency of
most of the countries are found to be at a mediuow level. However some
countries such as Korea and Indonesia reportelhiavedy high level of CET.

2.4. Antecedents of consumer ethnocentrism

As per the general context, consumer ethnocentmaéty influence consumer
preferences when purchasing domestically made pted{Cicic, Brkic and
Praso-Krupalija, 2003; Durvasula, Andrews and Netgmmn 1997; Vida,

Dmitrovic" and Obadia, 2008). Moreover, it has shothat ethnocentric
tendencies encourage consumers to negatively d¢galaeeign brands (Klein,
Ettenson and Krishnan, 2006; Kwak, Jaju, and Lar2006; Vida, Dmitrovic
and Obadia, 2008). However the CETSCALE helps tasuee the ethnocentric
orientation of the consumers. Furthermore, itativto analyze why customers
become ethnocentric oriented from a brand managep®spective. For this
purpose, previous researchers have paid consiéeaétiention for analyzing the
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antecedents of CE. However, previous empiricalistuceveal that the degree of
CE and its antecedents differ in a cross cultuoaltext as well as between
developing and developed economies (Reardon, Mifeda and Kim, 2005;
Wang and Chen, 2004). In addition to this Sharmal €1995) noted that the
ethnocentric tendencies of customers can be crégtede influences of social
and economic determinates as well as other enveatah factors.
Shankarmahesh (2006) categorized all the antece@ér€E under four broad
groupings: socio-psychological, economic, politiGald demographic. None the
less, most of the previous researchers have amhtiieeantecedents of CE from
a socio-psychological perspective.

2.4.1. Socio-psychological antecedents

In his extensive literature review, Shankarmah@€l®§) summarized all the
socio-psychological antecedents into 10 differemistructs. Those are cultural
openness, world mindedness, patriotism, consematiscollectivism-
individualism, animosity, materialism, human valusalience and dogmatism.
On the other hand, Siemieniako, Kubacki, Glin"skd &rot (2011) noted that
ethnicity, nationalism, internationalism and lifdst are other important socio-
psychological antecedents of CE. Furthermore, fdinand Tokol (2007)
identified three main constructs under the group sokio-psychological
antecedents of CE. Also, conservatism has beertifiddnby previous authors,
whilst xenophobia and negative attitudes towardsifmers can be considered as
new constructs. Wanninayake and Dissanayake (20@®yduced cultural
heritage, inheritance and individual social resgmhity (ISR) as ethnocentric
stimuli of developing countries. Socio-psycholodjiaatecedents introduced by
previous scholars are summarized in table 2.3.

Table 2.3: Socio- psychological antecedents of CE

Socio- psychological | Author/s
antecedents of CE

Cultural openness Sharma et al. (1995); Shimp amdrnsa (1987)
Siemieniako et.al (2011); Vida et al. (2008).

World mindedness Suh and Kwon 2002; Balabanis. ¢2@01).

Patriotism Bannister and Saunders (1978); Han (1 &&rma et al.
(1995); Klein and Ettenson (1999); Balabanis e(2001);
Siemieniako et.al (2011).

Conservatism Sharma et al. (1995); Balabanis €2@02); Siemieniako
et.al (2011); Altintas and Tokol (2007).
Collectivism Nishina (1990); Strutton et al. (1998harma et al.

(1995); Siemieniako et.al (2011).
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Animosity Klein et al. (1998)

Materialism Clarke et al. (2000)

Salience Olsen et al. (1993)

Dogmatism Shimp and Sharma (1987); Caruana (1996).
Ethnicity Siemieniako et.al (2011)

Internationalism

Balabanis et. al., (2001); Leaakt.(2003); Kosterman
and Feshbach ,(1989)

Nationalism Siemieniako et.al (2011); Vida et aD@8)
Lifestyle Siemieniako et.al (2011)
Xenophobia Altintas and Tokol (2007)

Negative attitudes
towards foreigners

Altintas and Tokol (2007)

Cultural heritage

Wanninayake and Dissanayake (2009

Inheritance

Wanninayake and Dissanayake (2009)

Individual social
responsibility (ISR)

Wanninayake and Dissanayake (2009)

National Identity

Vida et al., (2008)

Cosmopolitanism

Skrbis et al., (2004)

Values

Clarke et al. (2000)

Social norms

Johansson and Nebenzahl, (1987), (Brand Painter
(2001)

National

Josiassen (2011)

disidentification

Source: Developed by the author based on the pus\iterature

Some prominent socio psychological antecedentstlagid association with
CET have been discussed in detail in the follovaagtions.

Cultural openness

Cultural openness refers to openness of custonmerforeign cultures.
Shankarmahesh (2006) has defined cultural opermesthe opportunity and
willingness of people in one culture to interactvéwd people, values, and
artifacts from other culturés According to Sharma, Shimp and Shin (1995)
cultural openness iglfe willingness of customers to interact with peofpbm
other cultures and experience some of their atdfacSuro (2011) suggested
five stages through which people can be passedughrdo become fully
culturally oriented. According to Shimp and Sharf©887) cultural openness is
negatively correlated with CET. Furthermore Ruyeral., (1998) empirically
proved that there is a strong negative correlabetween cultural openness and
CET in Netherland. On the other hands when custerhave more cultural
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openness, they demonstrate a low degree of ethimmcéendencies (Howard,
1989) than individuals who maintain more reservethions towards foreign
influences (Ruyter et. al., 1998). Some reseaschave argued that, cultural
closeness can be considered as an antecedent d¢foCkhstance, Watson and
Wright, (2000) noted that cultural closeness betweeuntries also plays an
important role in ethnocentric buying behavior. aing to Sharma et al.
(1995), its main reason is because; the more @lljuopen customers are the
less bias they are to their country due to incréaseractions with other cultural
values. In addition, Altintas and Tokol (2007) drapized that xenophobia and
unfavorable attitudes towards foreign brands aveaty linked with less cultural
openness and conservative values of customers. ewnost of the previous
researchers failed to analyze the moderating etiecther variables like self-
reference criteria (SRC) and cultural similaritydatimeir relationship between
cultural openness and CET (Shankarmahesh 200@&prding to Jeannet and
Hennesy, (1995) SRC is &hdency to judge other cultures using one’s own se
of values as the reference pdintherefore the SRC of an individual may be
highly influenced by his/her relationship betweantwal openness and the
ethnocentric tendency of customers.

As far as measurement tools of cultural opennes<ancerned, most of the
previous researchers have employed self-developédrtitype scales for
assessing the degree of cultural openness. Sommysescholars (e.g. Vida, et
al., 2008) have employed some selected items ofctdsenopolitanism scale
proposed by Yoon, Cannon and Yaprak, (1996). EReungh they have reported
the high reliability of those scales, there is novarsally accepted scale for
measuring cultural openness. However Winit et.,a{2008) have made a
considerable attempt to develop a 19-item scaledittural openness based on
the previous scales for measuring cosmopolitanggabhal openness and global
consumers’ self-identification.

World mindedness

World mindedness allows consumers to feel thathathans in the world
belong to one group. It is similar in concept t@gentrism or internationalism.
According to Rawwas et al. (1996), consumers maktbf human beings as a
primary reference group without considering theling group or nationality.
Furthermore, it is a tendency in people which enages them to share common
values and maintain empathy towards other socidg@snpson and Smith,
1957). Therefore nationalism and world mindednemsnot be considered as
completely opposite phenomena. On the other wdh#se is a possibility of
customers may not become world minded without wprsd his/her mother
nation (Rawwas et al., 1996). However Kosterman &eshbach (1989)
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illustrated that nationalism is negatively correthith world mindedness. The
world mined customers may view the entire worldlees center for evaluating
their cultural or social values. Therefore it isemsentially different concept than
cultural openness; as cultural openness refelisetovillingness of consumers to
deal with other cultures. Individuals can becomelavonined without having
cultural openness (Shankarmahesh 2006). Henceretiwally there is a
negative relationship between world mindednessethdocentric tendencies of
customers and it has been proved by previous @saar based on empirical
evidence (e.g. Rawwas et al. 1996). Neverthelesdd mindedness can act as a
strong moderating variable in making a significanpact on the relationship
between cultural openness and CET. Sampson andh Si@57) initially
developed a 32-item scale to measure the degreertd mindedness of people.
Hett (1993) further elaborated this scale and ssiggle8 dimensions to measure
this phenomenon. Nijssen and Douglas (2008) intedua 4 item scale for
cultural openness and another 4 item scale foumlltadoptability with the
purpose of measuring world mindedness. However,- aitefn scale was
developed by Rawwas et al., (1996) which foundfécsent level of reliability
(alpha - 0.692) and goodness of fit index (GFI37@Q). Therefore this 7- item
scale is more appropriate to measure the degrewooid mindedness of
customers.

Patriotism

Patriotism has been defined by previous scholan fseveral perspectives.
Some of them aresénse of national loyalty(Hurwitz and Peffley 1999), &
love of national symbdls(Spinner- Halev and Theiss-Morse 20033pécific
beliefs about a country's superiofitySullivan, Fried, and Dietz 1992) etc.
According to Huddy and Khatib (2007) patriotism che considered as an
important phenomenon for developing commitmentspebple towards their
mother nations. Even though there is no conserfspiewious researchers about
the operational definition of patriotism, almosk thle explanations reflect that
patriotism is a heart-felt attachment of peopletheir nations (Conover and
Feldman 1987). Therefore theoretically it should ddesely related to CE.
Several authors contended that patriotism is ndt orlated to ethnocentrism,
but also acts as a defense mechanism for the updi®umner 1906; Adorno et
al., 1950). Empirical support for a positive redaship between patriotism and
CET is provided by studies such as Han (1988), 18aat al. (1995) and Klein
and Ettenson (1999). Furthermore, Han (1988) nobed a high degree of
consumer patriotism leads to making favorable eatans of domestic brands
over their foreign counterparts and this feelingymapresent the dffective
componerit of the consumer attitudes. However, there are esempirical
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evidences to the contrary of aforesaid argumends.eikample, Bannister and
Saunders (1978) concluded th#te patriotism of British respondents does not
extend, with any degree of conviction, into consugoeds markets

In addition to what is referred above, Huddy andatih (2007) have
oprationalized patriotism into three different adge constructive patriotism,
symbolic patriotism and uncritical patriotism. Thbhgve defined constructive
patriotism as an attachment to country characterized by suppmrgjiestioning
and criticism of current group practices that argeanded to result in positive
changé. Symbolic patriotism refers toa“ relatively conceptual or affective
attachment to the nation and its core valuedhcritical patriotism is rfigid and
inflexible attachment to counttyTherefore symbolic and uncritical patriotism
can be considered as blind patriotism of consumi&csording Schatz et.al,
(1999) blind patriotism is dn attachment to country characterized by
unguestioning positive evaluation, staunch alleggnand intolerance of
criticism’. Therefore the relationship between consumergigm and CET can
be varied as mentioned in the aforesaid threerdifteaspects of the patriotism.
According to theoretical arguments, blind patrimtistrongly correlates to CET
rather than constructive patriotism. However, fes findings revealed that the
positive relationship between patriotism and CETa$ a universal truth. For
instance, Balabanis et al., (2001) empirically @ebvthat those constructs
positively associated in the context of Turkey ao¢ so in the context of the
Czech Republic. Additionally, Lee et. al., (2003ysabvered that there is a
negative correlation between those two construthatz et.al, (1999) has
developed a 12-item scale for measuring blind pigérn and a 7-items scale for
constructive patriotism. However the 12-item saddeeloped by Kosterman &
Feshbach (1989) has been widely used by previocssarehers in behavioral
sciences.

Conservatism

Conservatism is the preference of people to mairttae traditional order of
society and preservation of those traditions. Shaeh al., (1995) defined
conservatism asa‘tendency to cherish traditions and social insiitas that
have survived the test of time and to introducengka only occasionally,
reluctantly and graduall; According to those definitions conservative pleop
are reluctant to make radical changes in the aeskaa order. Furthermore,
Wilson and Patterson (1968) noted that extreme ezwatives share several
characteristics such as religious fundamentalismmefepence for the
conventional, persistence on strict rules and eggul and the anti hedonic
tendency. In par with this, Wang (1978) noted tlia¢re is a negative
relationship between consumer conservatism andrdal® attitudes towards

50



international brands. Sharma et al., (1995) furtngued that conservatism of
customers positively correlates to CET. Schwatt292) has introduced 10
types of human values and 03 of them are categrinto ‘tonservative

value$ such as conformity, tradition and security. Bahs® their empirical

study in Turkey and Czech Republic, Balabanis et @002) proved that
conservative values and CE has a positive reldtipns both countries.

Initially Wilson and Patterson (1968) proposed atbth scale for estimating
the conservatism of people. However other reseessahedified this scale based
on their empirical studies. Later on Henningham9@)9suggested a 12-item
scale based on the original scale introduced bgMiiland Patterson (1968) and
it was widely accepted. Furthermore, Ray (1983puohiced a 22- item scale for
determining liberalism and conservatism. 11 itefnthis scale are directly used
to measure the degree of conservatism of the Ulpeblowever, later on
Schwartz et al. (1992, 1994a) developed a 45- issale named SVS for
computing human values. Therefore most of the rebess in consumer
behavior adopted the selected items relating tactimservative values of people
in that scale. Furthermore, Sharma et al. (1998kchdhat patriotism and
conservatism of the customers are strongly cosélatn conclusion, they
suggested a combined scale named PATCON for megduoih phenomena.

Collectivism

Collectivism is simply the opposite term of indiualism. These were
developed as socio- psychological concepts in tefrpersonal values of human
being. Collectivism is the social orientation obp&e to give priority to perceive
and achieve the goals of their own group rathem theividual goals. According
to Hofstede (2001)collectivistic individuals from birth onwards arategrated
into strong, cohesive in-groups, which throughoeompe’s lifetime continue to
protect them in exchange for unquestioning loyafjherefore it is clear that
collectivists have more of a sense of community atidmpt to protect norms
and standards of a group with the purpose of mainta consensus within the
group. Even though this concept was introducedbistede (2001) with the
purpose of analyzing the characteristics of différeultures in the world,
previous researchers (e.g. Mead, 1967, Villareakl &Llack, 1985) have
recognized it as an important personality traittioé people. However the
empirical studies of Hofstede (1980, 2001) expodnitiat there are significant
differences in 67 countries in terms of five culludimensions including the
collectivism of the people. Findings further rewshlthat there are strong
correlations between those cultural characteristiead demographic
characteristics of a country. For instance, peoplestern countries like USA
are individualistic where as Asians are more callec According to Shulruf et.
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al., (2003) Hofstede’s analysis mainly focused onntry level rather than on
the individual level. The macro level focus of Hefte’s analysis may be argued
as a limitation for adapting it to measure indiatlaharacteristics of the people
in one nation. However Yoo and Donthu (2002) argiined collectivism can be
considered as a major element of individual cultargentation. As collectivism
makes a claim to the individual’s concern for hes/bwn group, there is a strong
commitment from him/her to buy his/her homemadedpots. The insights of
Yoo and Donthu (2002) exclaimed that collectivilgsl more obligated to buy
domestic brands for the betterment of their ecorsmiiherefore collectivism of
customers can be considered as an antecedent ah GEcio-psychological
contexts. According to Sharma et al., (1995) calNesm leads to more
ethnocentrism than individualistic consumers. @e tsame line, Hui and
Triandis (1986) noted that collectivistic consumars willing to sacrifice their
own welfare for their mother nation. Furthermorén8artz and Bilsky (1990)
emphasize that collectivists hold back emotions #edimpulsive purchasing
intentions of imported products assuming it will barmful to their mother
countries. Those findings revealed that collectivisf customers may have a
positive impact on CET. However some researchers @&rutton et al.1994)
argue that, people with individualistic goals téadbe more ethnocentric due to
their “open-mindedness and self-autonmyhich leads them to make honest
decisions to buy domestic brands.

There are several scales to measure the colleatiofsconsumers introduced
by previous authors. The INDCOL scale introducedHioy (1988) consists of 06
subscales to measure the degree of collectivisatimgl to six groups such as
“spouse, parents, relatives, neighbors, friends, aondiorkers. Moreover,
Triandis et. al. (1990) operationalized collectmisn to two aspects such as
vertical collectivism (VC) and horizontal colleasm (HC). He noted that
vertical aspect of collectivism focuses on the s@n of hierarchy and that the
horizontal aspect relates to the valuation of agua\ccordingly they proposed
an 8-item scale for assessing VC and another 8sigate was used to measure
HC. INDCOL become popular scale among researdmsishas been validated
In most consumer behavior studies. However, previesearchers argue that the
6-item scale of collectivism in thepérsonal cultural orientation scdle
developed by Yoo and Donthu (2002) is more appab@rito measure
collectivism in terms of the individual rather thanthe country level.

Animosity

Conflicts among world’s nations create populardsem the prevailing global
environment. Sometimes those disagreements emearg®dterritory disputes,
economic arguments, diplomatic disagreements, oligioeis conflicts
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(Hoffmann et. al, 2011). It was stated that theflatis among countries may
have a significant impact on consumer behavior i(K002). According to
Klein (2002) consumers in the home country holdstiteo attitudes towards
some other target country based on the disputedestthose two nations. This
attitude may encourage them to refuse the ownehgroducts manufactured
in hostile countries. In addition, Klein et al. @3 claim this phenomenon as
“animosity. According to Klein et al. (2006) animosity igheé remnants of
antipathy related to previous or ongoing militapglitical or economic events
that will affect consumers’ purchase behaviour ihe t international
marketplacé Previous studies (e.g. Nijssen and Douglas 20@4e empirically
proved that there is a strong negative correlatomiween animosity of
consumers and willingness to purchase products haostile countries. However
Klein, Ettenson, and Morris (1998) noted that arsityois an emotional feeling
of customers which influences them to reject ordotlya product directly or
indirectly associated with those target countrrasher than negatively evaluate
the products coming from such countries. For ingarKlein et al. (1998)
further noted that Chinese consumers are unwitlinguy Japanese products due
to the dispute between those two countries but thtdly believe Japanese
products are of a high quality. According to therafmentioned background
consumer animosity towards a specific country artedl &e two different
phenomena. Nonetheless, consumer animosity carcenthe feelings of CE.
According to Klein (2002) domestic customers aréing to buy locally made
substitute products with the purpose of releashegrtanger against a hostile
nation. Furthermore, Shankarmahesh (2006) suggésa¢cnimosity positively
correlates to CE based on previous literature. Hewesome researchers noted
that animosity towards out-groups may increase ostmtric feelings, but
empirically there is low correlation between thasmcepts (e.g. Nijssen and
Douglas 2004). Therefore aligning with above disaus, the researcher of this
study argues that animosity is an antecedent of. CET

The initial model for consumer animosity develogsdKlein et al. (1998),
found two independent dimensions; war related asityq3-item scale) and
economic related animosity (5-item scale). Klei@(2) then revised this model
using 3 item scales to measure each of the thpgectsssuch as war animosity,
economic animosity and general animosity. In aoldjtJin and Furukawa
adopted a 5- item scale to measure the degreambsity in 2006. According to
former literature, most of the previous researchkave developed their
measurement tools based on the original scaleduted by Klein et al. (1998).
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Materialism

Consumers evaluate the value of their lives basediféerent criterion. Some
of them believe thatphysical well-being and worldly possessibiiecome
Important aspects for maintaining their socialsaftThis concept is known as
“Consumer Materialisin According to Chan and Prendergast (2007),
materialism has been viewed asset of attitudes which regard possessions as
symbols of success, where possessions occupy ralqaant of life, and which
include holding the belief that more possessiorald |0 more happiness
Richins and Scott (1990) noted that materialisrmul@tes customers to own
valuable materials for achieving the desired stafukeir lives. In Belk’'s (1984)
view, materialism consists of three dimensions, elgmpossessiveness, non-
generosity and envy. Richins and Scott (1990) excthat highly materialistic
consumers like to consume high value items pubtclghow off their financial
wealth, to convey status and their social prestigethe society. Previous
researchers have viewed the materialism of consunfesm different
perspectives. According to them it can be constlergpersonality trait (Belk,
1985), human values (Richins and Dawson, 1992) attldes (Chan and
Prendergast, 2007). This establishes that mosteoprevious researchers made
a considerable attempt to search the consequendbis @oncept. Accordingly
Bevan-Dye (2012) argued that materialism encourdigeesstatus consumptidn
of customers. Moreover Jalees (2007) explored thate is a significant
relationship between materialism and perceived asodtatus. Highly
materialistic customers perceive that their possesdring happiness and well-
being to their lives. Therefore, the more matestalicustomers show the more
tendencies to spend for purchasing and involveompuisive buying behavior
(Watson, 2003).

According to the above discussion, it is clear t@isumer materialism is a
concept that relates to consumer buying behaviowdv¥er, the most important
argument is whether materialism has a significatationship with CE. Clarke,
Shankarmahesh and Ford (2000) provided empiricap@t for a positive
relationship between materialism and CE. Furtheen@dding to the same
argument, Cleveland et al. (2009) noted that it@muers are more materialistic
and ethnocentric, they are highly motivated to grbtheir social status through
purchasing national brands. Nevertheless, Bevan{2012) argues that this
finding can only be applied to the developed caastrDemirbag et al. (2010)
claimed that more materialistic customers havendency to buy reputed global
brands to maintain their prestige. Those studieswvsthat materialism is a
significant antecedent of CE. Many of the previacholars attempted to
develop scales for measuring consumer materialidampbell (1969) initially
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developed an 8-item scale and Wackman et. al (1i@##®duced a 6-item scale.
Subsequently Richins (1987) and Hesin et.al., (1988her developed the 6-
item scale for measuring this concept. However,trnbsesearchers in the field
of consumer behavior have adopted the 6-item sitele was introduced by
Richins in 1987.

Human Values

According to the previous literature, values ame riiain guiding principles of
human behavior and directly influence the attitudesl behavior of people.
Previous scholars have paid attention to humanegadince the beginning of the
19th century. According to Kahle (1983) human valaes a specific end state
of existence or specific mode of conduct that edgured to an opposite end state
or mode of conduct for living one’s lifeAccording to previous literature,
human values can be beliefs and desirable endsstatanodes of conduct
(Schwartz, 1990). Even though there are an infinutmber of human values to
be studied, previous researchers limited the nundfewvalues to several
categories. Accordingly, Schwartz (1994) introdud®dtypes of human values
and Shankarmahesh (2006) divided them into twagcaites such as internal and
external values. There are no clear empirical emdeto elaborate the
relationship between CE and all the categoriesuafdn values. However Clarke
et al. (2000) explored that external values lik& fand enjoyment in life
positively correlates to CE and internal valueshsas self-respect and self-
fulfillment have negative relationships with CE. 8daof the researchers have
adopted the multi-item scale introduced by Schwgt@94) under 10 value
categories.

Salience

Most of the customers may hold a high degree of @&B moral principle.
According to Sharma et al. (1995) customers armefomied to buy domestic
brands due to the perceived threat of foreign cangoe to local businesses.
Olsen et al. (1993) noted that customers purchaseestic products to help the
economy of mother nation. Therefore this mentalddtmn of customers is
known as Saliencé. According to Olsen et al. (1993) salience as ‘exogenous
construct that connotes the extent to which thelrfee help is recognized as
important by the (potential) helger Therefore it refers to customer perception
towards the perceived threat to domestic workersndustries in consumer
behavior perspectives. Bar-Tal (1976) states thsdlience may reflect the
perceived extent of the victim's need for helptirthermore Rosenblatt (1964)
argue that the feelings of customers about the comiimreat to their own group
from outside forces may encourage their feelingtbhocentrism. Even though

55



Sharma et al. (1995) recognize perceiving the thoéamported products as a
moderate variable of CET, Olsen et al. (1993) hexgirically proved that
salience has a direct positive correlation with CHherefore, it can be
considered as another antecedent of CE. Therepsmalar scale to measure the
salience of customers. However Olsen et al. (1898) a simple 2-item scale to
measure this concept.

Dogmatism

The term dogmatism can be considered as anothartamh aspect the human
personality. Caruana (1996) noted that dogmatisanpsrsonality trait like other
personality characteristics such as innovativenesk,taking, and inner-outer
directedness. Further he defined dogmatismaagérsonality trait that views
reality in black and white However, Shiffmen and Kanuk (2007) argued that
dogmatism is a major determinant of consumer infioaess. They have
defined dogmatism aghe degree of rigidity of an individual’s displayvtards
unfamiliar products or features and the degree dasider information that are
against their own established beliefs as unfavaraiyl favorablé. According to
Shimp and Sharma (1987) dogmatism, patriotism amgervatism in terms of
political economic activities are positively coatdd with CET. In addition to
what is said above, Anderson and Cunningham (18i#f)ed that people with a
low degree of dogmatism show unfavorable attitudesards homemade
products. Additionally, it is noted that thereaisignificant positive correlation
between the CETSCALE and dogmatism in the empistadly conducted by
Caruana, (1996).

There are several scales for determining the degfeelogmatism of
customers. At the foremost, there is the 40-it@gnaatism scale developed by
Rokeach (1956). Then Troldahl and Powell (196%)gsisted a 20-item scale.
However, most of the scholars who attempt to measimgmatism in general
have considered scales of consumer innovativenessthis purpose. For
instance: the 40-item scale developed by Mehrabiath Russel, (1974) for
determining people’s tendency to adapt innovativedpcts and the 32- item
scale of innovativeness developed by Kriton; (194®) used by researchers to
study dogmatism of customers. However modern resees have adopted the
10- item scale introduced by Bruning, et al. (1985This scale has been
validated by some other researchers (e.g. Card@98) in several other cultural
and social contexts as well.

56



Internationalism

As mentioned above, internationalism is almost lsimin concept to world
mindedness. However, they have some slight conakgifferences. Kosterman
and Feshbach, (1989) stated that internationakksenpositive feeling of people
towards other nations. In addition, they emphakifleat internationalism
encourages people to focus antérnational sharing and welfare, and reflects
an empathy for the peoples of other countriés world mindedness reflects the
tendency of customers to evaluate the entire wasldne group, internationalism
is conceptually a different concept than world neiddess as well as cultural
openness. Nevertheless, both these phenomena thleasame consequences.
Thus, this concept is negatively associated wittrigissm and nationalism.
However, it cannot be called th@pposite end of nationalism(Smith and
Rosen, 1958). Kosterman and Feshbach, (1989), efurthoted that
internationalists are supporters of the liberal tipar of their countries.
Subsequently, the present researcher argues thatationalism can be
considered as an antecedent of CE. This argumentbeajustified by the
empirical findings of previous researchers. Fortanee, Lee et. al., (2003)
empirically proved that there is a negative cotrefabetween internationalism
and consumer ethnocentrism in US consumers. Mereseveral studies found
that world mindedness, as a similar construct,ghasgative correlation to CE or
is positively associated with the buying preferententernational brands (e.g.
Crawford and Lamb, 1982, Rawwas et al. 1996). Rjstira Balabanis et. al.,
(2001) did not find any significant relationshiptlween internationalism and CE
either in the context of Czech Republic or Turk&psterman and Feshbach
(1989) have proposed a 9-item scale for measuntegnationalism and it has
been a popular tool among other researchers irfidlteof consumer behavior
(e.g. Balabanis et. al., 2001, Lee et. al., 2003).

Nationalism

In par with the transformational dynamics that esen place in terms of
globalization, nationalism has become an unpoprdacept in the world during
the last few decades. However, the loyalty of teepbte towards their nation has
come to be an increasing trend today through exmgeetonomic independency
and sovereign identity (Smith, 1992). Early reskars noted that nationality and
patriotism are similar concepts. Even though thesacepts are closely
correlated, they are essentially different phenanemccording to Druckman
(1994) patriotism has been constructed aenimitment or a readiness to
sacrifice for the natioh and nationalism is commitment plus exclusion of
others, a readiness to sacrifice bolstered by htstioward others. Further
Adorno et al. (1950) renamed nationalism aghfiocentric patriotisthwhich
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stimulates people to think their country is supettothers and should dominate
other countries. Consequently, both nationalisnd gratriotism can be

considered a regative internationalistn Furthermore, Baughn and Yaprak
(1996) noted that economic nationalism is a mudadber concept than general
nationalism. Economically, nationalists believedatthforeign investment,

products or immigrants should be restricted duthéar bad impact on the local
economy. In addition, Calhoun (1993) made a sigaitt discovery: that the

tendency towards nationalism is at a higher levelcountries with ethnic

minorities. Therefore, it will be an effective raseh issue in a country like Sri
Lanka which is currently in post-war recovery atie30 year ethnic conflict.

According to the above literature, it is clear thationalism can be considered
powerful antecedent of CE. As per the contributtboade by Sharma et al.
(1995), in cases where foreign countries becoméiraat to the national
economy; people become more nationalistic as wellnmere ethnocentric.
Furthermore, Kosterman and Feshbach (1989) notednttionalism is closely
associated with CET. Moreover Lee et. al., (2008)pieically proved that
nationalism and CET are positively correlated teheather. According to
Balabanis et. al., (2001) this relationship is amoplly supported in the Czech
Republic but not in Turkey. Even though in manytlodé scales introduced by
previous authors to measure nationalism of peaplest of the researchers in
consumer behavior (e.g. Balabanis et. al., 200l k& al., 2003) have
frequently adapted to 8-item scale developed byt&osn and Feshbach
(1989).

Lifestyle

Generally lifestyle refers to hbw one lives However in marketing
perspectives, lifestyle reflects the behavioraltggas of consumers (Kotler,
2000). According to Kucukemiroglu (1999) lifestyldescribes the behavior of
individuals, a small group of interacting peoplajdalarge groups of people
acting as potential consumérsTherefore, it is essentially a different concept
from the personality of consumers. Wells and Tigé&977) noted that the
lifestyle of customers represent three aspectonsumer behavior. Those are
activities, interests, and opinions (AlO). Furthersy Kesic and Prii-Rajh (2003)
argued that lifestyle reflects the living patterh people and their pattern of
spending money and time. Previous researchers Kaigukemiroglu, 1999,
Kaynak, and Kara, 2002, Kaynak and Kara, 1996 é&ve made a momentous
attempt to explore the relationship between lifiesof customers and CET. On
the other hand, Shimp & Sharma (1987) argued ifestyle has a direct impact
on a consumer’s evaluation about the appropriasepés particular product.
Previous authors have argued that lifestyle iskaraintecedent of CE due to the
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fact that different aspects of lifestyle may beifposly or negatively associated
with CET. There are several aspects of lifestykt thave been introduced by
scholars based on their empirical studies. Sontaesh are fashion conscious,

health consciousness, community consciousnessg goasciousness, family
concern, leadership concern, care-free and pradtiga Based on the empirical

results, Kaynak, and Kara, (2001) claimed that nfashion oriented customers
are low ethnocentric. Additionally, Kucukemirogl{1,999) explored that both
fashion consciousness and leadership concernsréfshucustomers negatively
correlates with CET. Furthermore they noted thamilfa concerns and

community consciousness are positively associatdd®@ET.

Lifestyle has been measured by the scales develmmatl on AlO statements
under several dimensions based on the factor IgadirFor instance
Kucukemiroglu, (1999) has constructed 08 dimensans Mensah et.al, (2011)
employed 05 dimensions for categorizing AIO stateimieto determine the
lifestyle of consumers. In addition to that Yang0@4) has introduced three
lifestyle groups of customers such as risk takexperiencers and traditionalists
and measured the lifestyle of customers basedl@ai@m scale.

Xenophobia

Xenophobia is a socio psychological concept whichdpular among modern
researchers in the field of consumer behavior. Atiog to Hjerm, (1998)
xenophobia is therfegative attitude toward, or fear of, individualsgroups of
individuals that are in some sense different (r@aimagined) from oneself or
the group(s) to which one belorig¥herefore Altintas and Tokol (2007) argued
that it is the irrational fear of global brands.eBvthough xenophobia is created
within the consumers’ mind due to distrust or fearcan be consider as a
justification in the consumers’ minds to be morkenecentric (McEvoy, 2002).
De Master and Le Roy, (2000) noted that the maasaoe for such a condition to
develop within the consumer is their perceived dtgdrom foreign cultures.
However this concept is conceptually different frammosity and nationalism.
In most of the cases, animosity can be an ingrédiEconsumer xenophobia.
According to the aforesaid background, this conteyst theoretical associations
with CET. Most of previous scholars investigateds tiphenomenon from
political or ethical perspectives in general. Vé&aw researchers have examined
its association with CE. However Altintas and TokR0D07) have empirically
proved that there is a strong positive relationgi@ween xenophobia and CE in
the context of the Turkish population.

There is no universally accepted common scale tasore the degree of
xenophobia within consumers. De Master and Le R230Q) claimed that
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measuring this concept is more challengeable dubemature of its construct
and the reluctance of respondents to answer qussfilherefore they suggested
a 7-item scale to indirectly measure the concegtel Altintas and Tokol (2007)

also adopted four selected items to determine #greg of xenophobia in

customers.

National Identity

National identity is a relatively broader concdpr other antecedents of CE.
Herskovits (1948) initially defined this concept‘d@he extent to which a given
culture recognizes and identifies with its cultufatus. However it generally
refers to a group of people’s feeling of belongiogpne nation. National identity
can be generated within the human mind based ceraleslements in terms of
the external environment. Some of them al@nduage, historical heritage,
cultural values, traditions, national symbols, asloand mass mediaetc.
Keillor and Hult (1999) defined national identitg &he extent to which a given
culture recognizes and identifies with its unigueracteristics. However it
may consist of a few cultural elements that thaseti@d up with sub cultures
within the national boundaries (Clark, 1990). Farthore Keillor and Hult
(1999) noted that when the number of sub cultunesease within a particular
country it may have an adversely affect on thengtite of the national identity
within its society. In addition to that some resbars (e.g. Aldridge 2002) claim
that most of governments attempt to develop a gtsmnse of national identity
in their citizens. Besides the different argumegnis forward by the previous
scholars with regard to national identity, somesagshers made a considerable
attempt to identify its relationship with ethnoa#. For instance, Huntington
(1996) argued that the national identity of peoptay developed on four
dimensions; belief structure, cultural homogeneihgtional heritage and
ethnocentrism.  Turner (1982) noted thatcCording to self-categorization
theory, when a personal sense of identity is shavild a group, the outcome
can take the form of social cooperation and ethnacar’. Moreover Sharma et
al. (1995) argued that some antecedents of CEpataotism and nationalism
are directly associated with national identity. lKkeiand Hult (1999) mentioned
that some antecedents of CE have an indirect ingaottional identity as well.
This argument was further justified by Netemeyeunfasula and Lichtenstein
(1991) based on the empirical evidence to prove ¢hiurally homogeneous
societies show a higher tendency of CE. Lantz (2@@2nher noted that national
iIdentity and CET display a strong correlation ia tontext of Vietnam.

The most popular measurement tool of national itlerg CSES (collective
self-esteem scale) introduced by Luhtanen & Croakel992. It consists of 16
items under four types of self or collective estsemembership, private, public
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and importance to identity. Most of the researclhenge adopted this scale with
some modifications to match their research conteAtsvever NATID, a 17-
item scale, developed by Keillor et al (1996) beeamore popular among
researchers in the field of consumer psychologyds initially introduced in
1996 and was further validated by Keillor and H(999) by comparing
national identity settings of five countries.

Cosmopolitanism

Even though cosmopolitanism was introduced by Merod Gouldner in
1957 as a sociological phenomenon, at presentbec®ming popular among
researchers in the field of consumer psychologya adispositional construct
associated with the CE. It has been described Ilas from different
perspectives. Some researchers perceived cosnapsiit as a personality trait
whereas some of them believe that it is a skillohindividuals can learn from
the environment (e.g. Cannon and Yaprak 2002; Tlsom@and Tambyah 1999).
According to Hannerz (1990) cosmopolitanismaswillingness to engage with
the other, an intellectual and aesthetic stanceopénness toward divergent
cultural experiences, coupled with personal compede toward the alien
culture” On the other wards,cosmopolitanism refers to the specific set of
beliefs, attitudes, and qualities of individualatwill help them to become a
conscious openness to the world and to culturdedehces (Skrbis, Kendall,
and Woodward 2004). Cannon and Yaprak (2002) nibigdcosmopolitanism of
the people helps to dissolve the traditional bouedaamong nations and
encourages a homogeneous consumption pattern artwndworld. The
relationship between CE and cosmopolitanism hasrheca popular research
Issue among researchers in the recent past. AogptdiCleveland et.al (2009)
cosmopolitanism stimulates customers to purchasdagl brands over the
domestic brands and is negatively associated wifi.Glannerz (1990) noted
that as individuals with high cosmopolitanism ameqgtient travelers to various
places and involve themselves with people of othd@tures, they may be
interested in consuming foreign products. Furtheeniaynak and Kara (2002)
posit that CE as well as patriotism and consemat$ people can be impeded
by increasing their openness to foreign cultures &d Kwon (2002) contend
that CET has a mediating effect on the relationbleipveen global openness and
purchasing behavior.

Generally applicable or universally accepted messstor cosmopolitanism
are very limited. Initially Dye, (1963) proposedatem scale to measure local
cosmopolitanism of people and Jennings, (1966) capnwith a simple 3-item
scale. Subsequently Jain and Etgar, (1977) ane Bad Cvetchkovich, (1997)
introduced 6- item and 5-item scales respectividiywever the CYMYC scale
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was introduced by Cannon et al., (1994) for assgssosmopolitanism from
marketing perspectives. This scale consists oft@#s. After introducing of
CYMYC scale by Cannon et al., (1994), some reseascheplicated this
measurement in their researches and found an accépiel of validity (e.g.
Yoon et al.,, 1995). However the 11-item scale dgwedl by Cleveland and
Laroche (2007) has become more popular among madsearchers in the field
of consumer psychology.

Other socio psychological antecedents of CE

As per the holistic review established in the abdiseussion, the researcher
has made an in depth analysis of the main socichpéygical antecedents of
CE. However some other antecedents under thismatege also introduced by
some researchers from various perspectives: Wayakeaand Dissanayake
(2009) proposed that cultural heritage, inheritareoed individual social
responsibility (ISR) can be considered as somermtants of CET. In
addition, Siemieniako et.al (2011) contend thahieity of the people become a
socio psychological antecedent of CET. Generallgatiee attitudes towards
foreigners become consequences of a higher defj(&€.sHowever Altintas and
Tokol (2007) noted that it can be an anteceder€iT as well. Furthermore,
Oberecker and Diamantopoulos (2011) argued thasuwmar affinity also
becomes an important positive determinant of thgreke of CE. They claimed
that even though consumer affinity and CE are dependent concepts, they are
conceptually different according to the way of dafg an in-group and an out-
group based on social identity theory. Additiopabranzin and Painter (2001)
have suggested that social norms can be considanedmportant socio
psychological antecedent of CET. As per the masigit discovered according
to Schwartz (1977) social norms of the group whéiclparticular individual
belongs to, may internally motivate other membearyspteserve the group
cohesiveness and maintain the integrity withinghmup. Therefore Granzin and
Painter (2001) noted that social norms of a pddrcaountry may positively
associate with ethnocentrism and the nationalismtsotitizens. Also, some
researchers revealed that social desirability #lsoomes a significant socio
psychological antecedent of ethnocentric feelinjsaocustomer. Josiassen
(2011) noted that National dis-identification ofstamers become a motivating
factor for rejecting domestic products due to tlogapositional reaction towards
their mother country. Therefore consumer dis-ideatiion can also become an
antecedent of CE. Furthermore, Ranjbarian et.dXpattempted to examine the
influences of consumption habits on CET. They réagkthat consumer need for
uniqgueness (CNFU) is a negative antecedent anchsunmer’'s susceptibility to
interpersonal influence (CSIll) becomes a positivee@edent of CET. In a
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different perspective, Kamaruddin et.al (2002) eoded that fatalism of people
can be a strong predictor variable of CET in soowat contexts. According to
them fatalism is the belief that all events are predetermined by fahd
therefore unalterable by manTherefore Hirschman (2004) noted that it iswa lo
degree of persons’ “internal locus of control”. Hoxer Kamaruddin et.al (2002)
empirically proved that highly fatalistic peoplesgiay a greater CET than less
fatalistic consumers in the European contexts. Hew¢hose factors were not
popular among other researchers due to the fatttihae are represented in
other socio psychological antecedents of CE.

2.4.2. Economic and political antecedents

According to previous literature in consumer bebgvimost of the predictor
variables of CE are generated from social or psgchoal perspectives.
However it doesn’t mean that the economic and ipalitenvironment of the
country may not have an impact on CET. Several castlpaid considerable
attention to recognize the social and politicaltdes associating with the
ethnocentric level of the customers. Some econamicpolitical antecedents are
summarized into table 2.4 given below.

Table 2.4:Economic and political antecedents of CE

Economic and Political Antecedents of CE| Author/s

Economic System Rosenblatt (1964), Weiss (2003)

Stage of economic development Good and Huddlegi@®b|
Reardon et. al (2005)

Improving personal finances Klein and Ettenson )99

Improving national economy Klein and Ettenson @99

Political propaganda Rosenblatt (1964)

History of oppression Good and Huddleston (1995)

Proximity, size and power of out-groups Rosenl{lEd64)

Leader manipulation Rosenblatt (1964)

Sovereignty Yu and Albaum (2002), Lao,
(2011)

Source: Developed by the author based on the pus\iterature

According to previous studies, the main economite@dents are the
prevailing economic system in the country, econodeeelopment, perceived
level of improving national economy, improving panal finances of customers
and economic competitiveness. In addition to thmnemic related determinants,
Shankarmahesh (2006) has grouped some variablpsliisal antecedents of
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CE. Political antecedents are any factor emergiogn the political environment

of a country that will affect the country’s degreeCE. According to previous

studies, there are 04 factors such as politicgbggganda, history of oppression,
proximity, size and power of out-groups, and leaah@nipulation included as

political antecedents.

Economic System

In general, the economic system is the manner ichwdo government controls
the economic activities of a country. Accordingotsic economic theories, there
are 03 types of economic systems in the world;tahgm, socialism and mixed
economies. Mixed economies are a combination obther two models. Weiss
(2003) argued that the prevailing economic systéthecountry makes a direct
Impact on nationalism and the ethnocentric feelficcitizens. As capitalism
provides an opportunity for people to hold owngusbi properties and make
profit, it can be negatively associated with etrevddasm. Furthermore, Wilson
(1973) contends that people of controlled econoraresmore conservative and
open to being more ethnocentric. Weiss (2003) eogbly proved that the
degree of capitalism has a negative impact on maligtic feelings and the
ethnocentrism of the citizens in four post-communt®untries: Poland,
Hungary, Slovakia and Czech Republic. Schuh (19894posed a model to
evaluate the degree of CE based on the stage acthreomic transition in the
country from command economies to market econoniesargued that at the
initial stage of the transition, customers may fegborted products are more of
a higher quality, fashionable and prestigious ttreer home country products.
Therefore customers may be less ethnocentric. Hewev the middle stage,
customers are willing to purchase home country ypected due to nationalistic
motives and in the last stage customers may agaloce their ethnocentric
tendency due to the impact of MNCs. Good and Hwsldie(1995) justified the
aforesaid argument by demonstrating that Polishtomers are more
ethnocentric than Russian customers. They arguadl Boland is in an
intermediary level of transition whereas Russianighe early stages of this
process. Durvasula et al. (1997) noted that thesiBascustomers are willing to
buy foreign brands as they are in the initial staf¢he economic transition.
Aruskeviciene et. al., (2012) conducted a stud{3ntransitional economies in
Europe and noted that the CE model for transiti@esahomies are unique. They
further noted that CE and cosmopolitism has a wesd&tionship in those
economies and customers are more prefer to buy stanproducts compared to
other countries in the world.
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Economic development, personal finances and beb&fimproving the national
economy

Economic development is another important antedeafleGET. And also the
stage of economic development is closely assocwatttdthe personal income
and perception of consumers towards improving tlaional economy.
According to Klein and Ettenson (1999) economicalepment may negatively
associate with the degree of CE. They further ndted as the disposable
income of people is increased in the developmemtgss, customers are willing
to buy expensive foreign brands. The findings aéiKland Ettenson (1999) are
further justified by Reardon et. al (2005) based arcomparative study in the
USA, Slovenia and Kazakhstan. They found that 8smaation of ethnocentric
tendencies on foreign product preference is stromgehe contexts of less
developed transitioning economies. Shimp and Sh&t®9@7) noted that CET is
relatively high among US customers who are stayinigss developed areas of
the country. Vida and Fairhurst, (1999) noted teaen though customers’
purchasing power is relatively low, they may gddeeign alternatives in cases
where the local substitutes are not available emdbmestic market. Supphellen
and Gronhaug, (2003) explored that there is a ipesitorrelation between
individual income levels of customers and their f@mences towards
international brands due to status related purobasehavior of customers. In
the context of national economy, Klein and Etten§®09) contend that when
people believe their national economy has beenawsgar within the last couple
of years, they may show a lesser degree of CET ewveldped countries.
However Wang & Chen, (2004) noted that customersledfeloped countries
prefer to buy domestic brand assuming they are sfigerior quality. On the
other hand they noted that customers in developmgntries may be highly
satisfied with consuming products from developedntoes based on a high
level of perceived quality. However, Balabanis dbmantopoulos (2004)
found that there is no significant impact of ecomoompetitiveness on CET in
the context of UK customers. According to the cqtgal relationship, it can be
reasonably assumed that the aforesaid conditionotaoe generalized to all
developing countries.

Political propaganda

Political propaganda is a particular type of commoatmon made by the
government of a home country with the purpose aihgmg the attitudes of the
community regarding its local brands. Some nonpraofiganizations also
promote these campaigns in some countries. AcaogridirCameron and Elliott
(1998) promotions ofBuy Local” campaigns organized by the governments are
a universal practice in the world. For instanBely Americaih campaigns have
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been used in the USA since 04 decades ago. Sireoligty, local government
authorities or NGOs of other countries will use lsu@ampaigns to develop
favorable attitudes towards domestic products dkieir foreign counterparts.
According to Rosenblatt (1964), a government can pditical propaganda for
encouraging group ethnocentrism among people. &umtbre, Hamin and
Elliott, (2006) claim that highly ethnocentric gpmiin less developed countries
like Indonesia are strongly motivated bguy Local campaigns. Cameron and
Elliott (1998) further contended thaBtly Local campaigns are very successful
in the context of Australia and it has a positingact on customer preferences
for the locally made products. Saffu et. al., (20&8plored that both students
and non students of Slovakia supported buy loaaipaigns and they further
believed that promoting domestic products is aoesibility of the governments
of transitioning countries for developing local momies. However, this
condition may vary in other cultural and social texts. Shankarmahesh (2006)
noted that the impact of political propaganda on @& be moderated by the
political freedom of the country. Furthermore, tiresent researcher argues that
it is worthwhile to investigate the effectivenest such a campaign in a
developing country like Sri Lanka. Therefore progada and consumers attitude
towards the policies of government can be constler® important political
antecedents in the present research context.

History of oppression

Oppression is generally known as the unjust ughepower by authorities.
Most countries have faced oppression in their hissodue to the influence of
other powerful nations in the world. According Ralskatt (1964) when people
have a long history of oppression, group cohess®nef the in-group is
increased and it creates strong emotional feeltngeeject out-group values.
Therefore conceptually this variable becomes dipaliantecedent of CE. Good
and Huddleston (1995) argued that people of thatc@s having a long history
of oppression are more ethnocentric than other toesn They empirically
justified that the CET of Polish customers is higag an oppressed nation than
Russian customers. Additionally, ShankarmahesfBgp@rgued that the results
can vary according to the country and the socisihgeand that further studies in
this regard is needed.

Proximity, size and power of out-groups

As per the behavioral context, proximity generabiyers to closeness of out
groups. According to Rosenblatt (1964) neighbognoups may influence goals
of in-group more than distant groups. Thereforeenviproximity of the out-
group is high, people tend to be more ethnoceatrit nationalistic. In addition,
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he noticed that size and power of the out-group plssitively correlates with
ethnocentrism. However, after Rosenblatt (1964rehs no sufficient empirical
evidence regarding those antecedents of CE. Nalesi the present researcher
argues that the impact of proximity, size and powérout-groups can be
mediated from the development stage of the econguitjcal situation of the
country and other political and economic factoesvpiling in the country.

Leader manipulation

In addition to the above mentioned, Rosenblatt 4)96rther argued that the
leader has the ability to manipulate the ethnoantrwithin a group, thus
becoming a determinant of the ethnocentric feelioigthe in-group members.
Therefore, in cases where leaders conduct the ®docar any other
programmes to encourage homogeneity and mutualidaiyi among members,
it is a strong motivation to intensify ethnocentand nationalistic feelings of
customers. However, this factor has less validity the modern political
environment due to the fact that people are infteerby those programmes only
when they believe governments are operating basedyand governance
practices (Wanninayake and Chovancova, 2012a). VWbemmunities believe
the leader is encouraging good governance, effudiss of such programmes is
relatively high (Chovancova et. al, 2012). Consgtly, the present researcher
argues that the people’s perception towards goockrgong practices of the
country is worthy to be analyzed as a politicakaatient of CET.

Sovereignty

According to political theories, sovereignty isituation where supremacy of
authority is decided by the territorial legislatuekected by the votes of the
general population of the country. This concept wégally introduced by Jean
Bodin in 16th century and some scholars arguedfteatlom of the nation from
outside influences is the basic right of any courttost of previous researchers
noted that sovereignty of a country has a diregaich on the commitment of
people towards their mother nation (Lao, 2011)tH&more, Lao (2011) noted
that it is positively associated with both ethnddem and colonialism in the
Canadian context. Therefore, it can be theoreyiGijued that sovereignty is a
political antecedent of CE. According to Yu and @lion (2002), consumers
showed a higher tendency of ethnocentrism after gHé&fong obtained
sovereignty from UK in 1997. They also noted thagtomers showed a positive
evaluation of Hong Kong made products during then@diate one year after the
transfer of sovereignty.
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2.4.3. Socio-demographic co-variates and consumedhaocentrism

According to the classification of Shankarmahedb0@ some demographic
factors are considered as demographic antecedeDEoMost of the previous
researchers (e.g. Huddleston et al., 2001) contktitk the correlation of CE
with demographic variables is important for marketdo determine the
sensitivity of domestic buyers to imported brandsccordingly, several
researchers made numerous attempts to elaborateldtienship between socio-
demographic co-variates and CE. Some previousesate summarized in table

2.5.

Table 2.5: Socio-demographic covariates

Demographic
covariates

Previous Researchers

Age

Dornoff et al., 1974; Han 1988; Klein and B&#en 1999
Balabanis et al. 2001; Caruana, 1996, Bawa, 2
Festervand et al., 1985; Good & Huddleston, 199&ts%h
& Wright, 2000; Leeet al. 2003; Javalgiet al 2005;
Chryssochoidigt al.2007.

004,

Gender

Eagly 1978; Wall and Heslop, 1986; Han, 1988; Biaaet
al., 1995; and Balabanis et al., 2001; Javatgal. 2005;
Vida and Fairhurst, 1999,Good and Huddleston, 1
Sharma, Shimp, & Shin, 1995; and Saffu and WalR@®5

DIO5;

Income

Sharma et al., 1995; Caruana, 1996; Kleoh Ettenson
1999; Balabanis et al., 2001; Bruning, 1997; Wail

Heslop 1986; Han 1988; Javalgt al, 2005; Lee et a|.

2003; Watson and Wright, 2000.

=l

Education

Dornoff et al., 1974; Festervand etl®85; Nishina, 199Q;

Han, 1988; Balabanis et al., 2001; Sharma et 895
Good and Huddleston 1995; Klein & Ettenson, 19
Watson and Wright, 2000; Lest al. 2003 Verlegh, 2007
Chryssochoidiset al 2007; Anderson and Cunninghg
1972; Wall and Heslop 1986; Javak al, 2005; Saffy
and Walker, 2005

99:

Ethnicity

Cottingham and Morris, 1991; Klein andtdfison, 1999

Vida & Fairhurst,1999; Piron, 2002; and ZarkadasEr;
and Fraser, 2002; Al Ganideh and Al Taee, 2012

2}

Social class

Sharma 1987; Han, 1988: Caruand&; 184 Klein ang
Ettenson, 1999.

Source: Developed by the author based on the pus\iterature
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Even though most researchers noted that demogréqatiars are antecedents
of CE, they play moderating roles between the a&uewnts of CE and the CET
(Sharma et al., 1995). Moreover, demographic &gamay not generate CE in
the human mind but the intensity of CET can vargoading to demographic
characteristics (Wanninayake and Chovancova, 2012n addition, the
consequences of CET can be moderated by socio-aapiog co-variates. The
previous research findings in relation to the aisgimn of demographic variables
and CE will be deeply analyzed in following section

Age

Some researchers contended that, because of teergative nature of older
people, they tend to be more ethnocentric than geumpeople, and are less
favorably disposed towards foreign goods (Balabahal., 2002; Sharma et al.,
1995; Vida and Fairhurst, 1999). On the other h&lthnkarmahesh (2006)
argue that younger generations show more cosmapdih due to socio-
cultural influences in the recent past and moretledm tend to be less
ethnocentric. This argument can be justified by samsearch findings that
demonstrate a low score in the CETSCALE for younggstomer groups in
comparison to elders (e.g. Good & Huddleston, 189&n and Ettenson, 1999;
Caruana, 1996; Watson & Wright, 2000; Lee et aD3Q0Javalgi et al. 2005;
Chryssochoidis et al. 2007). Furthermore, Han (198&htended that elder
people are more “patriotic” than the younger geti@na However some studies
(e.g. Bawa, 2004, Sharma et al., 1995; Festervarad.,e1985) did not find a
significant relationship between age groups andddégree of CE. Nevertheless,
none of the previous researchers has found a yp®s#iationship between age
and the degree of CE in the recent past. Howevams and Sharma (1987)
noted that the impact of age on CET depends onstwal class of the
customers.

Gender

Gender is an important demographic factor in anadythe behavioral aspects
of customers (Shiffman and Kanuk, 2007). Yet, ¢hisrno consensus among
previous researchers regarding the relationshiywdet gender and CE (Javalgi
et al 2005). Some studies revealed that women are stbrecentric than men
(Balabanis et al., 2002; Javalgi, et al. 2005; \add Fairhurst, 1999, Good and
Huddleston, 1995; Sharma, Shimp, & Shin, 1995). KH®88) claimed that
women are more patriotic customers than men ardltteminfavorably evaluate
imported products. On the contrary, some earlyistucevealed that females are
less ethnocentric and tend to evaluate the forbigmds more favorably (E.g.
Wang, 1978; Johansson et al., 1985). Even thouglpriévious researchers have
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found both positive and negative associations desand females with CET,
some researchers did not find any significant i@lahip between the gender of
the customers and CET (e.g. Caruana and Magri,; 1286 and Walker, 2005).

Income

From a demographic perspective, income or econamgumstances of a
customer becomes an important personal factor winitlrences the customers
buying decision process (Kotler, 2000). Similarljjost of the previous
researchers in consumer psychology concluded titatme is a demographic
antecedent of CE but their findings were not cdesis Sharma et al. (1995)
noted that well off consumers may have the oppdstuo visit other countries
and share the ideas with foreigners which willuefice them to develop their
cosmopolitan views. Therefore Sharma et al. (19@fHtended that rich people
may tend to be less ethnocentric. This conclusias Wurther justified by the
empirical studies conducted by Bruning, (1997), eéal. (2003), Balabanis et
al.(2001), Watson and Wright (2000), Klein and Es$ten (1999) etc. Wall et al.
(1990) found that the income of customers has #iypexorrelation with their
attitude towards imported products and lessens ttegidency to purchase
domestic brands (Wall and Heslop 1986). Howevertrabprevious studies did
not find any significant relationship between theame level of customers and
CET. (e.g., Caruana and Magri, 1996; Han 1988;Idaetal., 2005)

Education

Aligning to different explorations made on thissago, it has been found that
education makes broader minded people (Watsona@mukdn, 1972) and that it
helps to reduce their conservative tendencies (R280). Therefore most of the
previous researchers contended that the educatieel lof customers may
negatively correlate with CET (e.g. Sharma et 95; Good and Huddleston
1995; Klein & Ettenson, 1999; Watson and Wright0@0Lee et al. 2003;
Verlegh, 2007; Chryssochoidis et al. 2007). Alignwith this argument McLain
and Sternquist (1991) noted that less educatedmess are more ethnocentric
and have less favorability to purchase foreign @san(Anderson and
Cunningham 1972;, Dornoff et al. 1974; Wall and ldp<.986). However, some
researchers found that the education level of coessi does not have a
significant correlation with CET or on their evatioa of foreign brands (e.g.
Han, 1988; Balabanis et al., 2001; Javalgi e8l05; Saffu and Walker, 2005).
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Ethnicity

From a cultural perspective, ethnicity can be absr@d as a phenomenon of
cultural anthropology (Baumann 2004). According Berreman (1981)
“ethnicity is one level of social stratification @ocial inequality that also
includes race, class, kinship, age, estate, castd,gendéer. Even though in a
broader sense it is connected with some discrimigatriterion, today ethnicity
IS more connected with cultural and physical charastics of various ethnic
groups within a country (Smith 1992). Accordingadasic view of consumer
ethnocentrism, consumers may think their own grisupuperior to out-groups
(Shimp and Sharma 1987). Usunier & Lee, (2005)dhttat ethnocentrism at an
individual level depends on the way how consunigirktabout their own ethnic
groups. Furthermore, Vida & Fairhurst, (1999) coitd that the feelings
towards ethnic groups become a powerful motivator customer buying
behavior. Moreover, a high level of national heygggPhau & Chan 2003) and
the uniformity of ethnic groups (Phau & Chan 208BGanideh et al., 2007) can
be considered as powerful determinants of CET. &fbes, it can be
conceptually argued that ethnicity is an antecedé@E. On the other hand,
Siemieniako et.al (2011) identified ethnicity asagio psychological antecedent.
However, most of the researchers have noted thatahe of the demographic
antecedents of CET. Some studies did not explogestpnificant correlation
between race or ethnic groups of customers ancktim@ocentric tendency of
consumers (e.g. Piron 2002 and Klein and Etten899)1 However referring to
some countries and their social contexts, it waigiaificant predictor of the CET
(Wanninayake and Chovancova, 2012a). Nonethdlesgelationship between
ethnic groups and CET depends on the ethnic difiha of each ethnic group in
one nation (Vida, et al., 2008).

Social class

According to Kotler (2003) social classes are relatively homogeneous and
enduring divisions in the sociétyPeople in the same social class may share
similar values, interests and behaviors (Engell.et1893).Therefore the social
class of a customer may have a significant impachis/her shopping pattern
and the buying decision process of consumers (8éiff and Kanuk, 2007).
Gilbert and Kahl (1982) proposed that the socials€lof customers can be
determined by nine variables under 3 dimensionthéneconomic, interaction
and political aspects. According to Shankarmah26B8) social class is directly
connected with the income level of consumers amdcdnnection to CE is
similar to the correlation between income and CErEvious researchers argued
that social class and CE is interconnected butttiexe is no clear pattern. For
instance, Sharma (1987) contended that consuméosdneg to upper lower
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class are more ethnocentric than both upper middid lower middle class
consumers. Yet, some researchers (e.g. Han 19BRBlam and Ettenson 1999)
argued that when consumers are moving into uppeialsalasses, the
ethnocentric tendency becomes low. However, Car(®@6) found that social
class and CET are not significantly correlated. fdgher argued that even
occupation is a main determinant of social class] that it is not strongly
correlated with CET.

2.5. Possible consequences of consumer ethnocemtris

Consequences are outcomes of the ethnocentric neydef customers.
Conceptually it can be argued that CET is posiigrrelated to purchasing or
favorable evaluation of domestic products. On thieeio hand, it will also
stimulate customers to reject or unfavorably evaldareign made products as
well. According to Shankarmahesh, (2006) previoesearchers have given
several operational definitions for possible conseges of CE. This outcome
has been operationalized by previous researcinedifferent ways such as
attitudes towards buying foreign products (Sharinal.e 1995), willingness to
buy foreign products (Klein et al.1998, Suh and Kw002), purchasing
intention of local products (Han 1988), willingnetss buy domestic products
(Olsen et al., 1993; Wang and Chen, 2004), willeggmto buy foreign products
(Klein et al., 1998), favorable evaluation of dotiesproducts attributes
(Chryssochoidis et al., 2007), domestic brand pesiee (Siemieniako et. al,
2011), local brand biasness (Vida, et al., 2008)psrting foreign retail outlets
(Zarkada-Fraser and Fraser, 2002), visiting artitgtxbns of home country
artists and artists from culturally similar couatri(Kottasz and Bennett, 2005),
product receptivity (Orbaiz and Papadopoulos, 2@@8) Apart from these Lee
and Sirgy (1999) viewed that the ethnocentric teotks of international
marketers can influence the wellbeing of foreigstomers and the preservation
of the well- being of other stake holders. Those agpects were known as the
international quality of life orientation (IQOL).hErefore, Lee and Sirgy (1999)
argued that ethnocentrism has direct an impact marnational marketers.
Furthermore, John and Brady (2009) argued thdhalconsequences of CE that
has been introduced by previous researchers cadivied into three main
categories. The first group refers tioetiefs of consumers about the prestige of
local and foreign brands, characteristics and qtiabf local and foreign-made
products and buying imported product$he second group consists afeheral
attitudes toward foreign products, advertising dmands. The third group of
consequences is connected wittorisumers' purchasing intentidngrevious
researches that introduced the aforesaid categaméesummarized into table 2.6
given below.
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Even though previous authors had not come up vaghoperational definition
for the consequences of CE, except in a few cadlesf them provide empirical
evidence for justifying that the ethnocentric leeélcustomers may positively
influence domestic brands and negatively influeioceign brands (Erdogan and
Uzkurt 2010). There are no sufficient attempts miaglgrevious researchers to
investigate the impact of CET on the brand equitgamestic brands. Therefore,
the present researcher mainly focuses on when,eyt@w and under what
conditions firms should leverage the CE phenomendruilding domestic brand
equity in Sri Lanka. With this background, it isportant to understand the
theoretical background and previous literatureh@ndoncept of brand equity.

Table 2.6: Consequences of CE

Consequences of CE

Authors

Consumers' beliefs abouKlein et al.,, 2006; Chryssochoidis et al., 2007,

Prestige of local andDurvasulaetal., 1997.
foreign brands
characteristics and

qguality of local anc
foreign-made  products
and buying importe(

| -

products
General attitudes towardshimp and Sharma, 1987; Good and Huddleston, 1
foreign products, Durvasula et al., 1997; Watson and Wright, 200(h

995:
Su

advertisings and brands| and Kwon, 2002; Wang and Chen, 2004; Reardan et

al., 2005; Javalgi et al., 2005; Saffu nad WalR&Q6;
Klein et al., 2006; Kwak et al., 2006.

Consumers' purchasinghimp and Sharma, 1987; Good and Huddleston, 1

intentions

Durvasula et al.,, 1997; Watson and Wright, 2C
Kaynak et al., 2000; Suh and Kwon, 2002; Wang
Chen, 2004; Javalgi et al., 2005; Reardon et 8052
Kwak et al., 2006; Saffu and Walker, 2006; Kleirakt
2006; Chryssochoidis et al., 2007.

Source: Developed by the author based on the pus\iterature

2.6. Conceptual background of brand equity

From a broader perspective, the concept of ‘bramb been defined by
previous authors in different ways. According tce tAhmerican Marketing
Association, brand isa name, term, design, symbol, or any other featoa¢
identifies one seller's good or service as distifnom those of other selléts
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Brand equity as a concept emerged in 1980s witlptinpose of evaluating the
effectiveness of brand performance (Keller, 199&)cording to Konecnik and
Gartner (2007) brand equity ithe sum of factors or dimensions contributes to a
brand’s value in the customer’s mindHowever Aaker (1991) initially defined
brand equity as... a set of brand assets and liabilities linkeal & brand, its
name and symbol, that add to (or subtract from)vaee provided by a product
or service to a firm and/or that firm's customér$herefore Cobb-Walgren et
al. (1995) argued that brand equity creates preéexg loyalty and purchasing
intentions of customers towards the brands and eeserate higher stock
returns (Aaker and Jacobson, 1994).

The concept of brand equity can be analyzed froth looganizational and
customer perspectives (Chovanchova et. el., 2012)om an organizational
point of view it relates to the financial perforncas; such as potential earnings,
market value, cost either historic or replaceméatia an organization (Capon,
Berthon, Hulbert and Pitt, 2001). On the other hdmam the customer
perspective, brand equity relates to satisfying amiuencing consumers
behaviour (Lassar, Mittal, & Sharma, 1995). Eveoutgth Aaker (1991) initially
analyzed brand equity from a managerial and cotpos&rategy perspective,
Keller (1993) approached this concept from a cust&npoint of view.
Furthermore, based on the manner of analyzing dmeept of brand equity,
previous scholars developed brand equity measursnfesm three different
perspectives; consumer-perspective (e.g., Kell&93), financial valuation
perspective (Aaker and Jacobson, 1994), and prodadiet perspective
(Ailawadi, Lehmann and Neslin, 2003). However Lass@ al. (1995) argues
that, brand equity should be analyzed from thearnsets’ perspective rather
than in particular objective measurements. Accardm the Keller (1993) the
customer perspective of brand equity is known atotner-based brand equity
(CBBE). CBBE was defined by Keller (1998) athé differential effect that
brand knowledge has on the consumer or how cus®mespond to the
marketing of that brarid Therefore, the foundation of CBBE is the knowjed
of customers that have been gathered by the ppstierces of customers about
the stimuli of particular brands (Keller 2003). oAl the same lines, CBBE may
provide the basis for understanding the inner igsliof customers in selecting
brands and attributing values for it (Yoo and Don®001). Srinivasan et al.
(2005) argued that CBBE will help to increase fitiah outcome of the
organization as well. Therefore, from a brand manaent perspective, domestic
firms should develop a high level of brand equitpnf the customers’
perspective to effectively compete with global s Chovanchova et. el.,
2012).
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2.6.1. Models of CBBE

As per the discussion mentioned above, previousarekers have adopted
several models of CBBE for operationalizing the capt. Those models were
developed from two perspectives namely cognitiveeas of customers and
their economic behaviours (Kartono 2006). Some coniynaccepted models
and constructs used for assessing CBBE is presantadle 2.7.

According to the explanations justified in the dgire on brand equity,
previous authors have more or less adopted thaliftand equity models
suggested by Aaker (1991, 1996) and Keller (2008)st of the researchers
have validated Aaker's (1991, 1996) model in ddfd@rgeographical and social
contexts in both early and recent studies (e.gp®apuester and Cooksay,
2007). In addition, Keller's (1993, 2003) modelsvdadbeen adopted by some
researchers in several contexts (e.g. Lee and R808). Different models used
by other researchers also cannot be identifieduaslyp new models because
most of the constructs used by them have been lmasdte aforementioned two
well-known models of brand equity. Therefore, iteasonable to measure brand
equity by adopting conventional models owing toirtheigher degree of
acceptance by previous researchers. With referiencenventional brand equity
models, both Aaker’s (1991, 1996) and Keller's @Peodels should be taken
into consideration. Both of them argued that coNety brand equity consists of
multi dimensions which provide incremental valughe brands. Keller (2001)
proposed that marketers should consider four steph as developing brand
identity, brand meaning, brand responses and Yitefind relationships in order
to develop strong brands in the competitive maptate. He further proposed
the ‘brand equity pyramidwith the under laying six brand building blocks
(salience, performance, imagery, judgment, feelimgd resonance) connecting
the four aforementioned steps. On the other harie®a (1991, 1996) model
consists of four dimensions such as perceived tyudlrand awareness, brand
loyalty, brand association as it main constructsrahd equity.

Therefore, the present researcher argues thatrK&883) has operationalised
some variables of his model based on Aaker’'s (1982s. For instance, after
Aaker (1996) operationalized brand loyalty from w©ibige and behavioural
aspects, Keller (2001) explained brand loyally ennts of the cognitive, the
behavioural and the sense of community. Furthermi$eder (1993) has
operationalised brand knowledge of the customessdan brand awareness and
brand image. He noted that brand image is directignected with brand
association.
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Table 2.7: Measurement c

onstructs of brand equity

Author/s

Measurement constructs of brand equity

Aaker (1991, 1996)

Brand Awareness, Brand AssociaBrand Loyalty
and Perceived Quality

Keller (1993)

Consumer Knowledge about brand (Awass and
Image)

Park & Srinivasan (1994)

Attribute Brand equity gmments and nonattributg
Brand equity components

U

Lane and Jacobson (1995

) Brand attitude, famp§iaaissociation & others

Cobb-Walgren et al. (1995

) Brand awareness, perdeiguality and bran
association

Lassar, Mittal, & Sharma

Performance, Social Image, Value, Trustworthing

SS,

(1995) Attachment

Agarwal and Rao Overall quality of brand name and Brand specific
(1996) choice Intention

Berry (2000) Brand awareness and brand meaning

Morgan (2000)

Brand affinity, brand identificatidorand approval
and functional performances

Low and Lamb (2000)

Brand Association, Brand AttguBrand Image an
Perceived Quality

Yoo and Donthu, (2001)

Both multi dimensional amitdimensional brand

associations, brand loyalty

equity of brand awareness, perceived quality, brand

Keller (2003)

Brand Equity Pyramid (Salience, Parfance and
Imagery, Judgment and Feelings, Resonance)

Krishnan & Hartline
(2001)

two items induce willingness to pay premium prigd
(items related to the quality, value, trustwortlsine
credibility, and familiarity of the brand name)

Gladden & Funk (2002)

16 dimensions adopted to oredsrand associatiol

Ross et. al., (2006)

13 dimensions for assessmgdoaissociations

Baker et al. (2005)

Attitudinal disposition and betoral disposition
connected to Equity Balanced, Equity Deficit, and
Surplus Equity

Boyle & Magnusson (2007

)4 items for assessing quality, success, and value
measured in brand equity

Yasin et. al., (2007)

Brand distinctiveness, briyalty, brand

e

awareness and association

Source: Developed by the

author based on the pus\iterature

76



Therefore, those dimensions have been borrowed Aaker’'s (1991) brand
equity model. Referring to this relationship, meved quality has been
indirectly associated with strength and uniquenes$rand association and
brand loyalty has been considered an outcome afwoar brand knowledge in
Keller's (1993) brand equity model. Such eviderxsufficient to justify that
Aaker’'s (1991, 1996) brand equity model is stilable in measuring brand
equity from a customer’s perspective. The maimangnt of the present study is
whether the equity of domestic brands can be censttlan outcome of CE, it is
important to analyse the main four elements of ¢raquity in connection to
possible consequences of CET.

Brand awareness

Almost all the previous authors have consideredhdbrawareness as a main
determinant of brand equity from the customer’sspective. Valkenburg &
Buijzen, (2005) noted that brand awareness is @@nd passive knowledge of
customers regarding a specific brand. Accordingd&er (1991) it refers to the
ability of consumers to associate a brand withreétspective product category.
Accordingly, brand awareness was defined by KR€03) as the customers’
ability to recall and recognize the brand as refézt by their ability to identify
the brand under different conditions and to link ttrand name, logo, symbol,
and so forth to certain associations in meniorfyurthermore, Aaker (1996)
noted that brand awareness of customers is directignected to their
recognition and recalling power and he arguedliigit levels of awareness help
to position the brand in the top-of-mind of the tomsers. Therefore, it can be
reasonably argued that brand awareness can baleogdias a main dimension
for determining brand equity of domestic brands.

Brand associations

Brand association represents the most importartt gfaconsumer based
brand equity (Aaker, 1992). According to Kotler akeller (2006) brand
association develops with the contribution dbrdnd-related perceptions,
images, thoughts, beliefs, attitudes, feelings, amgderiences Furthermore,
Aaker (1991) argued that it is an antecedent ofddayalty. Generally, brand
association can be generated towards both prodteg@ries and organizations.

As per the relationship to its attributes, prodagsociation can be generated
through functional attributes and non functionatrilatites (Chen, 2001).
According to Hankinson and Cowking, (1995) functbattributes are tangible
features that are closely linked with product perfance. Therefore, if
customers feel that a specific brand may not detive expected performance of
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the products through its attributes, the brandehbsv level of equity (Lassar et
al., 1995). On the other hand, non functional lattes are intangible features
like self esteem, social acceptance and prestmé€itller, 1993). Depending on
the discussion, brand association may directly Witk Social Image (Lassar et
al. (1995), Perceived Value (Feldwick, 1996), Twethiness, (Lassar et al.,
1995), Distinctiveness (Kapferer, 1992), Countryooyin (Thakor and Kohli
1996). Accordingly, domestic brands can emphasizehe above aspects to
develop strong product association. On the othendhaorganizational
associations refer to the ability of the firm in magacturing and delivering
products that meet the social obligations percelwedustomers (Chen, 2001).
According to Aaker (1996) it can be generated thlostrategies, programs,
employees and the experience of the firms. CSRranog of the companies play
a significant role in developing a favourable asstomn with their customers
towards their corporate identity (Blumenthal anddg3&rom, 2003). Based on the
above discussion it is clear that local firms caevedop a strong brand
association of customers towards their brands wrdating social image as
domestic brands serve for the betterment of couotey the MNCs.

Perceived quality

With reference to the consumer’s point of view,gegéred quality can be
defined as the judgement of the customer’s on the overall lewee or
superiority of a product that is different from ebjive quality (Zeithaml,
1988). Therefore perceived quality can influencedpct association of the
brand as well (Feldwick, 1996). Generally, cust@rennot judge the quality of
products exactly. Therefore, they may attempt tewgiee the overall quality of
the products based on selected features or thiboudtts of specific brand
(chovancova et.al, 2012). According to SteenkamP9T)l customers may
perceive the quality of products based on intrinanad extrinsic attributes.
However, in the context of associating with thargling, Boulding et.al,
(1993) noted that perceived quality is a mattecudgtomer perception towards
brands and customers may recognize different atggof quality; respective to
specific product categories (Zeithaml 1988). Furtie@e, Wong et. al., (2008)
found that CE does not directly influence the dyaperception of foreign
brands among young Chinese customer groups. Hoywdnase attributes cannot
be generalised to other unrelated product groupss€knsson et al. 2007).
Therefore domestic firms can recognise the perdeqelity attributes inherent
to local customers and associate the intrinsicestidnsic attributes to appeal to
local tastes.
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Brand loyalty

Aaker (1991) stated that brand loyalty is ‘the ettaent that a customer has
to a brand.’ therefore brand loyalty can be consdeas the most powerful
element of brand equity. Gremler and Brown (1998)ehintroduced two aspects
of brand loyalty: behavioural loyalty and cognitikyalty. Behavioural loyalty
refers to the commitment of customers to purchaseadicular brand
continuously as their first choice in the marketif€r 1997, 1999). Cognitive
loyalty refers to the emotional attachment of costos towards a specific brand
or the extent to which customer remind the branthenprocess of purchasing
(Chieng and Goi, 2011). Therefore, cognitive loy&las a direct link with brand
awareness. However strong brand equity enhancef lbognitive and
behavioural aspects of loyalty (Keller 1998). le #tontext of domestic brands,
marketers can easily create cognitive loyalty hbynslating the ethnocentric
feelings of customers. Thereafter, customers canembeouraged to repeat
purchasing from enhancing intrinsic and extrinstalautes of domestic brands.

2.7. Consequences of CE and domestic brand equity

Consumer ethnocentrism and brand equity were vepular phenomenon
among previous researchers. However, most studies &ddressed one aspect
of them only. The impact of CE on developing equifylocal brands has not
been sufficiently addressed by previous researchiEnaever, the consequences
and brand equity dimensions have very close adsmtsa Several researchers
have examined the impact of country image and braqgdity (e.g. Jin,
Chansarkar. and Kondap, 2006). However Pappu, @uastl Cooksey, (2007)
noted that country image is not a strong predictariable of brand equity.
Invariably, some researchers have noted that C&dsléo developing favourable
attitudes towards the domestic brands (e.g. Shingp $harma, 1987; Herche,
1992). Schiffman and Kanuk (2009) argued that brstiduli directly affected
the cognitive component of attitudes and develagieahg beliefs regarding the
attributes of the products. Therefore, it can basoeably assumed that the
ethnocentric appeals of domestic brands may fabburafluence the cognitive
aspects of attitudes (Wanninayake and Chovanc@®i£d. According to Kotler
(2000) awareness of consumers represents the iegratage of €lassic
response hierarchy mode&lsTherefore, more ethnocentric customers have a
high internal motivation to search for domesticialsin a cluttered market place
(Wanninayake and Chovancova, 2012b). However, dbiglition can vary in
different social and cultural contexts. For ins@ngWanninayake and
Dissanayake, 2008) revealed that, Sri Lankan cust®uoho consider those values
to build up strong brand associations in both pcb@md organizational aspects.
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However, the contention of its impact on customelndvior is not significant
when it comes to the actual purchasing behaviomfWeayake and Dissanayake
2008). Some researchers argued that ethnocerdhiess of brands would
greatly affect the building of brand awareness #mel recalling power of
domestic brands (Chovancova et. al., 2012). Othseearchers argued that
customers may evaluate their own country’s prodiectse of a higher in quality
(Herche, 1992). Referring to customer evaluatitan-Benedict et. al., (2003)
noted that CET has a direct negative impact onoaust evaluation of the
qguality of the global brands. Moreover, Huddlestinal.,(2001) noted that
highly ethnocentric customers perceived their daimgsoducts are of a higher
guality than foreign counterparts. However, the saetationship is not apparent
in all studies of these concepts (Good and Huduiest995). Some studies in
China (Klein, Ettenson and Krishnan, 2006), HungdPgpadopoulos, Heslop
and Beracs, 1990) and Russia (Klein et al., 20@0&n8on, Wagner and Gaeth,
1988), show that foreign products may be regardgedesng better than locally
made products. However, some studies in Europeantiges like Poland and
Slovakia found that customers are frequently buytimg domestic brands over
the foreign brands (Damisch, 1995). Also Gibbs &oguszak (1995) argued
that Slovakian consumers do not perceive produdtsreal by advanced
countries as high quality products. However, adatusrs averse risks in the
context of their actual purchasing behavior, theg keen on the functional
attributes of brands (Chovancova et. al., 2012)xddition to those, Wang and
Chen, (2004) argue that the relationship betweearswmer ethnocentrism and
wiliness to buy domestic products are moderatedhleyperceived quality and
values of conspicuous consumption. However, aftesiclering all the previous
findings about the consequences of CE , it is dlear CET has a direct impact
on consumer willingness to buy domestic brands. @!gen et al., 1993) and
increase local brand biasness (Vida, et al., 2008)us, the present researcher
argues that CET can be a stronger predictor variablall the dimensions of
brand equity in the domestic context.

2.8. Controlling variables of CET

In the above section, the researcher has made prebansive analysis of the
consequences of CE in various research contex¢s, tivose findings cannot be
generalised to each social or situational context t the impact of controlling
variables on the consequences of CE. According htank&armahesh, (2006)
controlling factors can moderate or mediate theaue of CET. In general,
moderating variables are variables which affectdtiength or the direction of
the relationship between independent and dependardbles (MacKinnon
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et.al.2000). On the other hand, mediating varialales intervening factors in
between independent and dependent variables (MaoKiat.al.2000).

Some of the researchers have paid attention toatneglifactors between CET
and its consequences. Subsequently, some comnermignts are empathy;
responsibility, perceived equity, and perceivedt aafs helping (Olsen et al.
1993), and COO effect (Han, 1988). Olsen et &98) found that empathy may
positively influence and perceived equity may negdy influence on the
purchasing of domestic products. Nonetheless, pEdesquity has a positive
impact on responsibility and responsibility has iaga negative influence on
buying domestic products. Olsen et al. (1993) ndked the perceived cost of
helping may have a negative impact on purchasingsidas of domestic
products but high ethnocentrism may reduce thegperd cost of customers for
helping their in-group members.

2.8.1. COO as a strong mediator

Even though COQO’s effect as a research construst fnaaned by Robert
Schooler in 1965, it has been a popular reseastie iamong authors during the
last few decades (Pharr 2005). For example, Papéalop and Heslop (2003)
noted that more than 700 research work publishédisnarea by the end of year
2000. However, most of them investigated whethe @OO of particular
products has a significant impact on product evednaand how far it concerns
the knowledge of brand origin in different contefesy. Wang and Chen, 2004).
According to Hong and Wyer, (1989) COO of the brasdconsidered an
additional variable for evaluating products. Furthere, Han, (1989) noted that
it will create the hello effect in evaluating thdtrisutes of the products.
Moreover, COO has become a form of stereotypirgpses where the customers
have limited information about products (Bilkey aNess, 1982). Hong and
Wyer (1989) argued that COO becomes a signal ferctignitive information
process of customers regarding product quality. élmr, Han (1988) argued
that COQ’s effect can mediate the relationship ketwthe patriotic feeling of
customers and their purchasing intensions of damesbducts. This view has
been justified by other researchers later. Foams#, Bruning, 1997 noted that
COO affects the evaluating attributes of the preslwd imported brands over
their domestic alternatives. But, national loyalsy stronger than COO in
customer buying decisions. Yagci (2001) empiricalitgved that CE becomes a
stronger predictor variable in domestic brand pesfees in cases where the
COO of considered a brand is of a less developeatop Gurhan-Canli and
Maheswaran (2000) contended that whether the cestooconsider COO or not,
IS a matter of cultural orientation of their coynthey further argued that
collectivism is more favorable to consider home engdoducts irrespective to
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guality attributes. According to the above mentobraeéguments COO can be a
mediating factor in between local brand equity &#ET and the strength of

impact depends on the prevailing socio culturalitipal and economic situation

of the country.

2.8.2. Moderating impact

With reference to this matter, a few studies haaenbconducted concentrating
on the moderating factors of the relationship betw€ET and its consequences
(Shankarmahesh, 2006). According to Sharma etl8PY), perceived product
necessity and perceived economic threat from faregroducts can be
considered as strong moderating factors. Percgwveduct necessity means to
what extent the customers perceived a particuladymt or product category
necessary for maintaining their day today life.deared economic threat is a
condition in which customers feel imported produet® a threat to local
individuals or the domestic economy as a whole.ofding to the findings of
Sharma et al. (1995), in the Korean market, botabhafve mentioned variables
become very strong moderating variables between @& consumer attitude
towards foreign products. Supporting these findirigsyter et al. (1998)
discovered that Dutch customers show negativeudég to foreign services
when they perceived those services are unnecessamigi et al. (2005) further
justified these findings by confirming them in tbentext of French customers.
However Ruyter et al. (1998) did not find any engair evidence to state that
perceived economic threat becomes a moderatingbhlarbetween CET and the
attitude towards foreign services. Furthermoréhansame context, Watson and
Wright (2000) noted that highly ethnocentric Nevalamd customers are willing
to buy foreign products from culturally similar cddes. Therefore, they
proposed cultural similarity is another variabletimen CET and attitudes
towards imported brands.

In addition to those conventional moderating fagtdvida, et al., (2008)
suggested ethnic affiliation as an important ardene to the context of multi
ethnic groups available in one national state. iBusvresearchers in consumer
behavior have paid special attention to the impaEcbn cultural and social
differences of ethnic groups (Shankarmahesh, 200&)ording to Vida, et al.,
(2008) most studies were carried out considerirgyghtire country as an in-
group for evaluating ethnocentric feelings of custes. It has been found that
the impact of ethnicity on consumer behavior hasnbexamined by several
studies (e.g. Brumbaugh and Grier, 2006; Laroched.e2003). However, there
are no sufficient studies for investigating CET hat a specific country by
considering the ethnic affiliation of diverse ethgroups in one nation (Vida, et
al., 2008). Vida & Fairhurst, (1999) further corded that ethnocentric feelings
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of customers may directly relate to majority andnaonity dichotomy. For
instance, black Americans in Japan (Cottingham Modis 1991) and Greek-
Australian consumers in Australia (Zarkada-Frased &raser, 2002) show
favorable attitudes towards foreign brands dudnéir tess ethnocentric feelings
towards their own country. Furthermore, Watson ®Whight (2000) noted that
the ethnic affiliation of consumers may not sigeaftly influence CE in the
European context. Moreover, Al Ganideh and Al Tag@012) argued that
customers of North Jordan and South Jordan shomifisent differences of
CESTSCALE scores towards purchasing Arabic produdida, et al., (2008)
empirically proved that there is a significant diffnce in the degree of CE and
domestic purchasing bias among three main ethnoupgr in Bosnia and
Herzegovina asd post-war multi-ethnic stateln addition, Heslop et al., (1998)
contended that when people have dual allegianeesrtis the mother nation and
ethnic sub groups, their national identity is nibbisg. Therefore the researcher
argues that ethnic affiliation can be considerea g®werful moderating factor
of CET and domestic brand equity in the Sri Lan&antext.

2.9. Summary of literature review and implication br the study

As mentioned in chapter one, the present study lynafocuses on
investigating the antecedents and controlling Wéem of CET in the Sri Lankan
context and examines the possibility of using CETaastrategic tool to develop
brand equity of local FMCG brands. The chapter @onthas mainly been
devoted to elaborating the theoretical roots andirfigs of the previous studies
In respective areas with the purpose of justifyimg scope of the study.

An overview of the theoretical background has be@sented in the first part
of this chapter by making special references to ekielution of CE as a
phenomenon. Therefore, the theoretical roots weeudsed in detail by giving
prominence to personality theories in consumeraehaPrevious researchers in
consumer ethnocentrism mainly adopted the CETSCHhltieduced by Shimp
and Sharma in 1987 for measuring CET. Therefoeeyéisearcher has critically
evaluated this scale in the second part of thetehdgy providing evidence for
justifying the validity and reliability of the CETEALE as a uni-dimensional
model. In the third section, the researcher hasnaed the degree of CE in
different cultural contexts to provide evidencetmpare the CET of Sri Lankan
customers who are the subjects of the present.study

One of the main aspects of this research is exgldhe antecedents of CE in
the Sri Lankan context. Therefore, the researcherrhade an in depth analysis
in the forth section in the chapter referring td @le antecedents of CE
introduced by previous researchers under sociohmdggical, economic,
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political, and demographic perspectives. Subsetyenthe operational
background of brand equity as a consequence ofaSléen discussed in detail
in part five followed by moderating and mediatirectors of the correlation
between CET and its consequences in the last setttithie chapter.

According to the literature review, it is noted ttls@me antecedents are not
fully appropriate to investigate the present redeaontext. Therefore, the socio-
psychological, economic and political factors skiobke carefully selected by
considering the prevailing economic, cultural aodial situation in Sri Lanka
along with the matter of new developments of the(&/sector. Furthermore,
demographic antecedents can be considered as rminderariables between the
antecedents of CE and CET. Furthermore, most of misgliating factors
introduced by previous researchers may not be asteto the present research
context. Therefore, ethnic affiliation becomes arenappropriate variable after
the recent conclusion of a civil war that had piedain Sri Lanka for nearly 30
years. And also, the brand equity model should ddected based on industry
characteristics. Based on those implications, rekeadesign and
conceptualization of the study will be discussedatail in the next chapter.
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3. RESEARCH MODEL AND HYPOTHESES

In the previous chapter the researcher has madensiderable attempt to
elaborate on the theoretical and conceptual baakgroof consumer
ethnocentrism and other related concepts of thdystuhile having an in depth
look at previous research work; exploring relatlopsbetween antecedents of
CE, CET and possible consequences of CET. Thatnmafboon has immensely
helped to construct the logical relationship betw#®e main variables of the
present study. In this chapter, the researchemptteto develop the conceptual
framework for demarcating the scope of the study tandevelop a hypothetical
relationship among the main constructs of the mesemodel. It provides the
rational basis on which the research methodologyhef next chapter can be
discussed on. Accordingly, the first section of tbhbkapter presents the
conceptual model and the justification of selectoggtain variables to address
the research problem. Operational definitions aesgnted in the second section
so as to prevent the deviation of the study frosnnitain purpose. Research
hypotheses are presented in the last section toomsmate the relationship
between the main constructs in the research model.

3.1. Development of conceptual framework

According to Smyth (2004), conceptual frameworlstisictured form of the
variables used by the researcher to accuratelyaddne given research problem
based on the clearly defined aims and objectivekettudy. Consequently, the
researcher develops the conceptual framework basdbe extensive literature
review with the purpose of demonstrating the retehip among the key
variables of the study. As per the nature of thiglyg firstly it is a must to
examine the motives of customers in developing atlntric feelings and
secondly the possibility of using CET for develapidomestic brand equity
should be analyzed. Therefore, the conceptual franrleis divided into two
phases. The first part of the framework demongréte relationship between
CET and the antecedents of CE. The second panedramework demonstrates
the relationship between CET and the brand equdiyomestic brands. In both
phases, the appropriate moderating factors weratiiti®l considering the
context of the study. The socio demographic cotesiand ethnic affiliations
were considered as moderating variables amongntteeedents of CE, CET and
domestic brand equity. The conceptual frameworkttier study is illustrated in
figure 3.1.
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Socio- Psychological
Antecedents
- National Identity
- Cosmopolitanism
- Conservatism
- Worldmindedness
- Patriotism H1
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- Materialism
- Dogmatism Consumer
> Ethnocentric
Tendencies (CET)
Political and Economic y H7
Antecedents H6 H5

Ethnic Affiliation

H3 H4

- Belief of improving Domestic Brand Equity
national economy |H 2 | Socio- Perceived quality

- Propaganda Demographic Brand awareness
- Trust of gvt policies Covariates Brand association

supporting to _ Age Brand loyalty
domestic companies Gender

- Economic Income

Competitiveness Education
- Belief towards good Ethnicity
governance

Figure 3.1: Conceptual framework
Source: Designed by the author

According to the detailed literature review in cteapgwo, the antecedents of
CE can be discussed from several perspectives.dBaseShanthamahesh’s
(2006) classification, the researcher has identiflee antecedents of CE from
two perspectives; the socio-psychological as wslltlze economic and the
political. However each of these antecedent isapgropriate for the present
research context. Hence, the researcher hasextleeteral variables to address
to current problem of the study. Furthermore, thedemating variables and
dimensions of brand equity were selected to mdtehptesent research context.
Justification for selecting these variables astiost appropriate for the study
will be discussed in the following sections.
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3.1.1. Selection of socio-psychological antecedents

As per the literature review, previous authors hexplored more than 25
constructs as socio-psychological antecedentsein éimpirical studies (see table
2.3). However some determinants are commonly ugemidny researchers and
some are limited to specific situations only. Soc@mmonly used socio
psychological antecedents aceitural opennesgSharma et al. 1995; Shimp and
Sharma 1987; Siemieniako et.al., 2011; Vida et 2008), world mindedness
(Suh and Kwon 2002; Balabanis et al., 200fatriotism (Bannister and
Saunders 1978; Han 1988; Sharma et al.,, 1995; Kdeith Ettenson 1999;
Balabanis et al., 2001; Siemieniako et.al., 20tb)servatism(Sharma et al.
1995; Balabanis et al. 2002; Siemieniako et.all,12@ltintas and Tokol 2007),
collectivism (Nishina 1990; Strutton et al., 1994; Sharma et 4aB95;
Siemieniako et.al., 2011&nimosity(Klein et al., 1998)materialism(Clarke et
al., 2000),salience(Olsen et al., 1993ogmatism (Shimp and Sharma 1987;
Caruana 1996)internationalism (Balabanis et. al., 2001; Lee et. al., 2003;
Kosterman and Feshbach, 198%tionalism (Siemieniako et.al (2011; Vida et
al., 2008) lifestyle (Siemieniako et.al., 2011¥enophobia(Altintas and Tokol
2007), national identity (Vida et al., 2008),cosmopolitanism(Skrbis et al.,
2004),values(Clarke et. al., 2000) etc. However, accordinghi® meaning and
scope of these concepts, it is clear that somabias conceptually overlap with
each other. Furthermore, some variables are nabppate or relevant to the
present socio, economic and political backgroun&mfLanka. Moreover some
constructs may not be appropriate to analyze theswoer behavior in the
FMCG sector as well. Therefore in the process dfigieng the conceptual
framework, the researcher has made a considertibla to identify the most
appropriate socio-psychological antecedents farghidy.

According to the literature review, national idéntrepresents a person’s
sense of uniqueness, historical heritage and @mniels on the nation (Roosens,
1995). Therefore it includes the cultural heritagel inheritance of the nation
(Wanninayake and Dissanayake 2009). Additionalharga et al. (1995) noted
that patriotism and nationalism are directly asstec with the national identity.
However these are theoretically different conceggen though nationalism
considerably represents the national identity, ip@ggm has only a positive
association with it. For instance, a person cad holery strong national identity
but he may not be ready to sacrifice certain thifogsthe nation (Druckman
1994). Therefore those two concepts can be politicerrelated but can
describe different aspects of the cognitive proadsa human being. On the
other hand, patriotism partly represents nationglisalience and individual
social responsibility (ISR). Moreover Schwartz (@99oted that national
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identity and patriotism can develop based on soomeam values. Therefore it is
clear that these two concepts represent some athecedents of CE introduced
by previous researchers. In addition to the thezakebackground, both national
identity and patriotism are more appropriate ardenés of CE in the Sri Lankan
context. According to social analysts of the cognboth the national identity
and the patriotism of people have become strongemgto the three decade
long ethnic war that prevailed in the country. Tkituation has been more
aggravated by the policies adopted by the curregntL&kan government.
Especially, in the last era of the ethnic war, gogernment used campaigns for
encouraging the national identity and the patnotef certain communities with
the hope of getting maximum support from the peapieards the government
and to develop the morale of the armed forces.hEumtore, those campaigns
were also employed for organizing people againstuhdue influences of pro-
American western countries and other human riglgarozations for their role
in winding up the war against LTTE. Considering #tbove mentioned reasons,
the researcher has reasonably assumed that thatalatentity and patriotism
can be considered as socio — psychological antatede terms of the present
study.

From another perspective, cosmopolitanism is ammib cultural openness
and means the opposite of the term ‘xenophobia’enEthough previous
researchers noted that ethnicity and animosity aoeio-psychological
antecedents of CE, some researchers (e.g. Hoffreammh, 2011) argued that
these factors strengthen the relationship betwetler osocio-psychological
variables and CET. Furthermore, the animosity o$tmmers may develop
against one or more specific countries based odifipeites among those nations
(Klein, 2002). However, there is no specific longrmi conflict or dispute
between Sri Lanka and any other specific natiorth@ world. Moreover,
Balabanis et al. (2001) noted that internationalis@a construct similar to world
mindedness and that it also represents consumealglation. However, world
mindedness is a different concept from culturalnm@ss. Shankarmahesh (2006)
argued that, there is a theoretical possibility thperson can be “world minded”
even without being culturally open. Subsequeritlgan be theoretically argued
that cosmopolitanism and world mindedness can bsidered as two different
phenomena. In addition to the conceptual arguments, worth to analyze
whether those concepts are appropriate to the mrestedy. After 1977, Sri
Lanka has adapted itself to an open market econdmug today any global
consumer brand can be found in Sri Lanka's domesticket. Also the Sri
Lankan government hasn’t made any restrictionsheniiternational media or
web sites in accessing the country. Therefore logatumers have been exposed
to foreign cultures and the possibility of learnifigreign cultural values.
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Furthermore, in Sri Lanka consumer mobility is @hler level. According to the
official statistics published in 2011, net migratioate of the country is 1.95
migrant(s)/1,000 population. As most of migrantsneoback to the mother
nation and share experiences with their relatitesan be reasonably assumed
that the Sri Lankan people may have different degjief cosmopolitanism and
world mindedness. Therefore the researcher propgbs¢osmopolitanism and
world mindedness are more appropriate antecedé@g an the given research
context.

In addition to the aforesaid antecedents, matsnali collectivism,
conservatism and dogmatism can be considered gaaipredictive variables of
ethnocentrism. In the Sri Lankan context, the @sland lifestyles of consumers
are quite similar and not very important in infleerg buying decisions in the
consumer market (Wanninayake and Herath 2009). agm and materialism
represent some values and lifestyles of the cusswrae well (Ray, 1970).
According to Hofstede (1980, 2001) people of Asiaountries are more
collective. Along these same lines, Wanninayakd @movancova (2012b)
found that Sri Lankan customers are more collective&eomparison to other
Asian countries and that it has a positive con@hatith their ethnocentric
tendencies. Therefore, the present researchembbudassumes that materialism,
collectivism, conservatism and dogmatism have be&cdamportant socio-
psychological antecedents in the present researtiext. Based on the aforesaid
discussion, the researcher has selected eightd@®tructs such as national
identity, cosmopolitanism, conservatism, world naddess, patriotism,
collectivism, materialism and dogmatism as socigechslogical antecedents for
this study.

3.1.2. Selection of economic and political anteceatis

As per the literature review in chapter two, somgearchers have paid their
attention to some antecedents pertaining to thenaum and political
environment of the country. Accordingly, the mostmenon determinants atiee
economic system of the counffffosenblatt 1964; Weiss 2003he stage of
economic developmern(Good and Huddleston 1995; Reardon et. al 2005),
improving of personal finance¢Klein and Ettenson 1999)mproving the
national economy(Klein and Ettenson 1999)conomic competitiveness
Balabanis and Diamantopoulos 200gglitical propaganda(Rosenblatt 1964),
history of oppressiofGood and Huddleston 199%xoximity; size and power of
out-groups (Rosenblatt 1964)Jeader manipulation(Rosenblatt 1964), and
sovereignty(Yu and Albaum 2002) etc. Even though plenty ofitigal and
economic antecedents have been mentioned in liteyagome variables are not
very significant in the Sri Lankan context. Therefdhe researcher has paid
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considerable attention to the conceptual validitythmse antecedents and the
prevailing economic and political environment Sranka in selecting the
appropriate variables for the present study.

After thirty (30) years of civil war, now the ecanyg is at the initial, potential
stage of economic development as there has beastcdreduction of military
expenses. Therefore economists believe that the L&nkan economy is
improving continuously and will be able to achiedevelopment targets in the
years to come. Opposing political parties are aizitng the current economic
policy of the government and are developing diffiéreustomer attitudes
towards the possibility of improving the nationatoeomy of Sri Lanka.
Therefore the researcher has rationally assumedhisacondition may have a
significant impact on the CET of Sri Lankans. Farthore, the government has
currently adopted a policy statement namétiahinda Chinthana and uses
political propaganda to persuade customers to buylL&kan products. In
addition to the government, other voluntary orgatians like ‘Mawbima Lanka
Padanamaare promoting ethnocentric feelings in customerngersuading them
to buy domestic brands. Hence, those promotionpesgns may also have an
impact on the ethnocentric feelings of customessfak as the foreign policy of
the government and its trade protection activiéiesconcerned, it seems that the
government policies are helping to improve domeltisinesses. Even though
'leader manipulation' is not much relevant to tmelLankan context, political
groups of the opposition and other pressure groaps questioning the
allegations of corruptions and violations that hdween raised against the
government. Consequently, the general public haggative opinion of the
'‘good governance' of the current ruling party. Adawgly, because of its
connection to CET,; the public opinion on good gowuay practices prevailing in
the country is an important matter of investigatioRurthermore, the
development of infrastructure facilities, techngland regulatory requirements
of the country has developed a healthy environrf@ntair competition among
the businesses of the FMCG sector. Consideringrtpements discussed above,
the author has selected five (05) variables suchbabef of improving the
national economy, propaganda, trust of customexsrabs government policies
are supporting to domestic businesses, economigettimeness, and belief
towards good governance; as political and econamiecedents for this study.

3.1.3. Selecting moderating variables

According to Sekaran, (2009), moderating varialmexlify the relationship
between independent and dependant variables. Dhner¢fie researcher has
selected socio-demographic covariates and ethritatdbns as moderating
variables among the antecedents of CE, CET and stambrand equity.
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According to the literature review, most researshargue that demographic
factors are antecedents of CE (e.g. Shankarmahd&¥b6).2 However
conceptually, similar to the other antecedents & @emographic variables
cannot generate CET in the human mind. Yet, thative impact of those
antecedents on CET can vary due to demographior&asharma et al., 1995).
Therefore the present researcher argues that deanegraphic covariates play a
moderating role between socio-psychological antegesdand CET as well as
between economic and political antecedents and Gkifmerous studies have
been conducted to examine the role of demograg@tiorfs in developing CET
(see table 2. 5). Nevertheless, most researclaams ot paid attention to the
association of marital status and profession ireggimg ethnocentric feelings in
customers. As far as the economic and social baokgr of Sri Lanka is
concerned, profession and social class are direelyesented in one’s income
level. Furthermore marital status does not havigrafeant impact on consumer
buying behavior. Therefore, common demographicofacsuch as age, gender,
income, education, and ethnicity have been seleeadsocio-demographic
covariates for the present study based on thenfysdof previous researchers.

As per the literature given in chapter two, peredivequity, empathy,
perceived cost, responsibility (Olsen et al., 19@8untry of origin (Han 1988;
Brodowsky, 1998), product evaluation (Klein etZ98; Klein 2002) have been
identified as mediating factors between CET andotssequences. Additionally,
perceived product necessity, perceived economeathfSharma et al., 1995),
cultural similarity (Watson and Wright, 2000), agithnic affiliation (Vida, et al.,
2008) have been recognized as moderating varididdseen CET and its
consequences. As the selected industry for thdyssithe FMCG sector, some
factors may not be worthy of investigating in thregent study. Especially the
perceived quality and the perceived cost of the BVKector are almost similar
in both domestic and global brands. Moreover, gigexl product necessity is
common to all consumables. On the other hand, dmpaesponsibility and
perceived economic threats are less significant wuattractive advertising
campaigns and CSR programmes adopted by MNCs iRNM&G sector. Also;
country of origin (COO) is not considered as anontgnt factor by Sri Lankan
customers when purchasing consumer products foir tthey-to-day lives
(Wanninayake and Dissanayake 2009).

However Vida et al., (2008) have suggested ethffiicaion as an important
antecedent in cases where several ethnic grougxisbin one national state.
Therefore, the becomes an important variable Hhatto be analyzed as a main
research issue in the present study, because i&riheankan context, there are
three main ethnic groups i.e. Sinhalese, TamilsMuslims, and they may have
different perceptions and attitudes towards thethmocountry” and their own
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ethnic groups. Some researchers (e.g. CottinghaimMaorris 1991; Zarkada-
Fraser and Fraser, 2002) found that minor ethnoums in a country have
favorable attitudes towards foreign products. Adecay to the general public
views of Sri Lanka, minor ethnic groups have catifig attitudes towards the
common cultural values of the mother nation andrtben values towards
ethnic sub-groups. This condition may have amplifigfter the civil war.
Sometimes minorities may have negative perceptiowsrds the values of the
mother country, where the majority is Sinhalesee Tesearcher therefore
reasonably assumes that ethnic affiliation is agotrariable that can directly
influence on strength of the relationship is betnvtdee antecedents of CE, CET
and domestic brand equity in Sri Lanka.

3.1.4. Customer-based brand equity (CBBE)

According to the literature review of chapter twdifferent operational
definitions for the consequences of CET have beerengby previous
researchers. However the common consequences of @&@ETdeveloping
favorable attitudes towards domestic products dkieir foreign counterparts.
Therefore in the present study, the researcher dedescted CBBE as the
dependent variable in the research model in ordedetermine the potential
impact of CET on the domestic brands. As per thaildan literature, CBBE has
been measured by previous researchers using sewedsls. Almost all the
models were developed on the basic CBBE modelsdatred by Aaker (1991,
1996) and Keller (1993). Even though the CBBE mad&bduced by Keller
(2002) is very comprehensive, he has operatiorthls@me variables of his
model based on Aaker’s (1996) findings. Furtherm@eker’'s (1991) model has
more validity in accessing equity of domestic banBased on the aforesaid
arguments, the author has decided to use thenalligideveloped constructs by
Aaker (1996), which are the most commonly cited gogvious researchers
when measuring domestic brand equity. Thereforar fimensions such as
brand awareness, brand association, perceivedyjuald brand loyalty are used
as the main constructs of assessing domestic lagunt,.

3.2. Definition of variables

As the main constructs of the conceptual framewark psychological
phenomena, there are no universally accepted tefiai for each construct.
Therefore in this section, the researcher attertqptiefine the major constructs
of the research model. Those definitions are immgngseful in demarcating
the scope of the present study and in avoidingmegpretation of the constructs
in the research model. All operational definitiomsre developed by the author
based on various perspectives that have been pedsen previous literature
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regarding those constructs. Therefore the resededign is based on the

operational definiti

ons demonstrated in table 3.1.

Table 3.1: Operational definitions of main variables

Concept

Definition

National Identity

A feeling of a person towards unique identificatwith the
nation-state based on historical heritage and @lltualues

Cosmopolitanism

Openness of people towards divergdtural experience
and willingness to learn values, norms and custbom
different cultures around the world

Conservatism

The willingness of people to presear maintain
traditional social order and cultural norms of atjgular
society and the reluctance to create radical oy the
established order of the country

World mindedness

5 A feeling in people that all humans in the workldng to
one group and the tendency of thinking of humandseas
a primary reference group without considering tletimic
group or nationality

S

Patriotism Love for or devotion to one’s country and one'slgrof
his/her mother nation

Collectivism The social orientation of people in giving prigrito
perceiving and achieving the goals of their ownugrand
being concerned of the welfare of the group rathan the
individual goals or concerns

Materialism Happiness obtained in people from physical welkrgeand
worldly possessions or from the belief of gaininrial
status by possessing valuable materials

Dogmatism The degree of rigidity in individuals that is digpéd when
buying unfamiliar products and the degree to whinky
consider information against their own establisheliefs

Belief of People's belief that the national economy hasn pee

improving national improving continuously for the past few years

economy

Political All the information, ideas or facts that the govesemt

Propaganda deliberately spreads throughout the country witke|t

purpose of encouraging consumers to buy local mtsdu

Attitudes toward
the policies of the
government

The extent to which consumers believe that the agiliag
governmental policies help in developing dome
industries
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Economic The extent to which consumers believe that |the
Competitiveness | infrastructure and the business environment ofcthntry
provides opportunities in creating fair competitiamong
business firms

Ethnic affiliation | The extent to which consumers believe that theesahnd
customs of their own ethnic group is superior tbhe
common cultural values that are prevailing in thardry

Consumer The general propensity of customers to buy domesti
Ethnocentric products and reject imported products irrespeativprice
Tendencies (CET) or quality considerations due to nationalistic oees

Brand Equity of | A combination of factors or dimensions (brand agset
Domestic Brands | contributing to the perceived value of customergaials a
domestic brand

Source: Developed by the author based on the axteliterature review

3.3. Hypotheses development

As per the previous literature, consumer ethnomntgenerally stimulates
customer preferences towards purchasing domesticade products (Vida et
al., 2008). Furthermore, it has been demonstrdtat é¢thnocentric tendencies
reduce consumers’ intentions of purchasing forgigads as well (Klein et al.,
2006; Vida et al., 2008). The proposed study isetloee centered on evaluating
the main antecedents of CE and the impact of CE@amnestic brand equity in
the FMCG industry of Sri Lanka. Therefore the authas developed several
hypotheses for this study based on the relatiosshipong certain variables
demonstrated in the conceptual framework.

3.3.1.Social psychological antecedents and CET

As mentioned in previous discussions, the antedsedeh CE are mainly
divided into socio-psychological as well as poatiand economic aspects.
Previous researchers have empirically tested thatiorships between the
selected socio-psychological antecedents and C&T fiifferent perspectives.
Based on the detailed analysis provided in chapter some arguments can be
put forward to establish a rationale for developmgpotheses in the present
study.

Most of the researchers (Vida et al. 2008; Shartmal.e1995; Lantz 2002;
Netemeyer et. al., 1991) empirically proved thae thational identity of
customers positively associates with CET. Howevbere is no sufficient
literature to argue that national identity has gatie association or a non-
significant relationship with consumer ethnocemntris Moreover, Balabanis et
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al. (2002) and Sharma et al., (1995) have emplyigadoved that there is a
positive relationship between conservatism and E&wvever, Shankarmahesh
(2006) contended that the conservative values stiocters may not be directly
associated with purchasing domestic products dveir foreign counterparts.
More significantly, this situation can vary in difent social and cultural
contexts (Chovancova et.al. 2012). As patriotispresents the emotional
attachment of the customer towards mother natiayst mesearchers found that
patriotism has a strong positive impact on CET (H888, Sharma et al. 1995
and Klein and Ettenson 1999). Even though Banniatet Saunders (1978)
argue that patriotism is not important when purgcfgagonsumer goods, still it
can be conceptually justified that patriotism ip@sitive antecedent of CET.
Adding to this fact, Strutton et al. (1994) notedttindividualistic customers are
more ethnocentric than collectivists due to opendadness and self autonomy.
However in the literature review, the researches bkearly elaborated that
collectivists are more ethnocentric due to thegation they feel towards their
community (Yoo and Donthu 2002), willing to saaéitheir own welfare for
that of their country (Hui and Triandis 1986) on perceiving a threat to the
mother country (Schwartz and Bilsky 1990). Therefdr can be reasonably
assumed that collectivism has a positive relatigmstith CE. According to
previous literature, materialism has a positiveastpon CET (e.g. Clarke et al.
2000). However this conclusion is debatable. Fataince, Demirbag et al.
(2010) argued that materialistic customers prefdruy reputed global brands in
order to maintain their social status. Furtherm@eyan-Dye (2012) claimed
that such situations can be found in developinghtees as well as rich nations.
Yet, this situation can vary according to the aadtiand social setting of the
country. As the present study focuses on the FMEGos in Sri Lanka, the
researcher assumes that materialism is a posititec@dent of CET. Moreover
Caruana, (1996) and Shimp and Sharma (1987) nbiddogmatism has a
positive relationship with CET. Shiffman and Kan(#007) also claimed that
people with a lower level of dogmatism are moreowative and willing to buy
foreign products. In the FMCG sector, as most of MNCs introduce
innovative products with new features and attributigogmatic customers may
prefer to buy domestic brands. Consequently tkegnt researcher argues that
dogmatism is also positively associated with CEThan Sri Lankan context.

However some researchers have revealed that thdsts ea negative
relationship between cultural openness and CE &hgnp and Sharma, 1987;
Ruyter et. al., 1998; Howard, 1989). Furthermorevimus studies have
contended that cosmopolitanism of customers is m@ternal motive for
purchasing foreign products and reduces the degré€&T (e.g. Cleveland et.al
2009; Hannerz 1990). Hence, as cosmopolitanisnsisdar concept to cultural
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openness, it is rationally assumed that cosmopadita negatively influences
CET. As per the literature review, world mindednessegatively associated
with nationalism (Kosterman and Feshbach 1989)oAtingly, it has a negative
impact on CE as well (Rawwas et al. 1996). FurtloeenBalabanis et. al.,
(2001) noted that world mindedness and internakiemaare similar constructs
and Lee et. al., (2003) concluded that it has atmngimpact on the ethnocentric
feelings of customers. Even though Balabanis let(2001) did not find any

significant relationship between internationalisnd &CET, sufficient empirical

evidence is available in supporting the concludizat world-mindedness is a
negative antecedent of CET.

Based on the preceding discussion, the authomitvasluced the first group of
testable hypotheses. The first group of hypothesseks to determine the
relationship between socio-psychological antecedamd CET.

H1l: Socio-psychological antecedents are positivelegatively associated with
CET. Specifically, (a) National Identity, (b) Consaism, (c) Patriotism, (d)
Collectivism, (e) Materialism and (f) Dogmatism gyesitively associated
with CET, and (g) Cosmopolitanism and (f) World deidness are
negatively associated with CET.

3.3.2.Political and economic antecedents and CET

The researcher has specified five variables astigalliand economic
antecedents of CE in the proposed model. Accortingrevious studies, all
these variables are more or less positive or nagatfluences on CET. Previous
authors noted that the prevailing economic systérth@ country has a direct
relationship with CET (e.g. Weiss 2003; Good andidieston 1995). However,
the economic system is not an important variablthenpresent study due that
the economic system of Sri Lanka has remained ungethsince 1977. However
Klein and Ettenson (1999) argue that if peopledwelithat the national economy
Is in the process of improving, they will displagst ethnocentrism due to
customer belief that purchasing imported products mot be harmful to the
economy. Therefore consumer perception on improtheghational economy in
a post-war condition can be negatively associatdd @ET. As per the literature
review, political propaganda has a positive reteiop with consumer
ethnocentrism (Rosenblatt 1964). In addition, soesearchers (e.g. Kojo et al.
2000; Hamin and Elliott, 2006; Cameron and Ellb®98; Saffu et. al., 2010)
noted that campaigns to buy local products canifgigntly influence the CET
of domestic customers. Therefore the researchenmress that the “buy local”
campaigns organized by the government or otherntaity organizations may
have a significantly positive impact on CET in Banka. Even though sufficient
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empirical evidence is not available to examine rilationship between other
economic and political antecedents (trust in goremt policies for supporting
domestic companies, economic competitiveness anlkievivgy in good
governance in Sri Lanka) and the degree of CETrd¢kearcher has sufficient
evidence to reasonably assume that these varialdgositively associated with
CET with reference to several previous studiesidacted on ethnocentrism
(Chovancova et al, 2012). Based on the precedisgudsion, the author has
introduced the second group of hypotheses whiclkssee determine the
relationship between political and economic antenésiand CET.

H2: Political and economic antecedents are positivelyegatively associated
with CET. Specifically, (a) propaganda, (b) trust government policies for
supporting domestic companies, (c) economic cotnmiess and (d)
believing ingood governance are positively associated with Gid. (e) the
belief of improving the national economy is negdyivassociated with CET.

3.3.3.Controlling variables, CET and domestic brand equiy

The author has introduced two variables as theraling factors in the
relationship between independent and dependentblas in the proposed
research model. Ethnic affiliation becomes oneheké unique variables in the
context of Sri Lanka. According to Vida et al. (3)0ethnic affiliation within a
single nation state has rarely been considerecEimeSearches. However, it can
be an important moderating variable when one cguotnsists of different
ethnic groups and the consumers have dual alleggafatlegiance to the country
and to their ethnic sub-group within that countdyurthermore, Heslop et al.
(1998) noted that the other antecedents may hageebeplanatory power in such
situations. Moreover, some researchers extrapoldbed impact of ethnic
affiliation on various aspects of consumer behawioluding product evaluation
decisions, brand loyalty, perception of advertismgssages, decision-making
styles, perceived risks, and word-of-mouth behaverg. Burton, 2002).
Therefore, the author has reasonably assumed tthat effiliation can have an
influence on the strength of the relationship betw€ET and domestic brand
equity. Based on the above justification, the auttas developed H3 and H4 to
determine the relationship among antecedents, @B Tazal brand equity:

H3: Ethnic affiliation will have a direct and signifioa effect on the relationship
betweertheantecedents of CE and CET.

H4: Ethnic affiliation will have a direct and signifioa effect on the relationship
between CET and domestic brand equity
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Furthermore, numerous researchers have attemptéadothe impacts of
demographic variables on CET. According to the itketaliterature review
presented in chapter two, age and CET illustrafgositive relationship (e.g.
Good & Huddleston, 1995;Klein and Ettenson, 1998ySsochoidis et al. 2007)
and young customers demonstrate more preferendmiying foreign products
than elderly people (e.g. Balabanis et al., 200fgr®a et al., 1995; Vida and
Fairhurst, 1999, McLain and Sternquist 1991 ). Hesvesome researchers did
not find a significant relationship between age &dET (e.g Bawa, 2004,
Sharma et al., 1995; Festervand et al., 1985).@nother hand, according to
some researchers (e.g. Balabanis et al., 2002]glastaal, 2005; Vida and
Fairhurst, 1999, Good and Huddleston, 1995; NietsahSpence,1997; Sharma,
Shimp, & Shin, 1995) women are more ethnocentriantimen. However
Caruana and Magri, (1996); Ruyter et al., (1998) &affu and Walker, (2005)
argued that gender has no significant influenc& &, however, some studies
show that men are more ethnocentric than womera(sson et al., 1987). Most
of the studies have revealed that there is a negadssociation between
educational level and CET (e.g. Sharma et al., 16@@6d and Huddleston 1995,
Ruyter et al. 1998; Klein & Ettenson, 1999; Watso Wright, 2000; Lee et al.
2003; Verlegh, 2007; Chryssochoidis et al. 2007wklver, some researchers
did not find a significant relationship between eation and CET (e.g. Han,
1988; Balabanis et al.,, 2001; Javalgi et al., 208&ffu and Walker, 2005).
Furthermore, some researchers have pointed ouextsence of a negative
correlation between income level and CET (e.g. Brgn1997, Lee et al. 2003,
Balabanis et al.2001, Watson and Wright 2000, Klemd Ettenson, 1999).
However certain researchers argue that, there issigoificant relationship
between income level and CET (McLain and Sterng®1; Caruana and
Magri, 1996; Han 1988; Ruyter et al., 1998; Javalgal., 2005). Even though
Piron (2002), and Klein and Ettenson (1999) did fiod significant a
relationship between ethnicity and CET, Zarkadssé&raand Fraser (2002),
found that minorities are more favorable to forgogaducts than majority ethnic
groups. Those research findings revealed that deapbge factors are strong
predictive variables of CET. Subsequently, a redear can argue that
demographic variables can moderate the relatiortsftyween the antecedents of
CE and CET as well. Therefore, the author has deeel HS and H6 to
determine the relationship between demographiofaend CET.

H5: Socio-demographic covariates hawesignificantinfluence orthe degree of

CET. Specifically, (a) Age, (b) Gender, (C) Incoif), Education, and (e)
Ethnic group will havea significantinfluence orthedegree of CET.
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H6  Socio-demographic covariates have influenmeerthe relationship between
the antecedents of CE and CET. Specifically, (a) Adpe, Gender, (C)
Income, (d) Education, (e) Ethnic group will hawe influence on the
strength of the relationship betwettre antecedents of CE and CET.

3.3.4.CET and domestic brand equity

As per the literature presented in chapter two,ommon consensus of
previous researchers is that CET has a positivaeeinte on the purchasing or on
the favorable evaluation of domestic products. Hewenost of the operational
definitions of the direct consequences of CET magresent brand equity
dimensions introduced by Aker (1991). According Wanninayake and
Chovancova (2012), ethnocentric feelings in custsmereate a strong
motivation to search for domestic brands in contpetimarkets. Furthermore,
Wanninayake and Dissanayake (2008) have revealsdethhnocentric brand
appeals are effective in creating strong branda@ason. Herche (1992) noted
that ethnocentric customers believe that home npadducts are of a higher
quality. Nevertheless, some researchers have rnbegdcustomers evaluate
global products to be of a higher quality than dsticeproducts in different
socio-cultural contexts (e.g. Klein, Ettenson arrgskhan, 2006, Papadopoulos,
Heslop and Beracs, 1990; Klein et al., 2006; Etiap8Vagner and Gaeth, 1988).
Furthermore, Olsen et al., (1993) and Vida, et @Q08) noted that highly
ethnocentric customers possess more biasness w®wdotestic brands.
Therefore, the author has developed H7 to detertfeerelationship between
CET and domestic brand equity.

H7: CET is positively related to domestic brandiggof the FMCG sector in Sri
Lanka. Specifically, CET is positively associateth\a) Brand Awareness
(b) Brand Associations, (C) Perceived Quality, gadl Brand Loyalty of
domestic brands of the FMCG sector in Sri Lanka.

3.4. Summary

In this chapter, the researcher has attempted sgmea research model and
develop hypotheses. Therefore initially, the justifions for selecting certain
variables for the conceptual framework have bescusised with reference to
previous literature. Accordingly, 8 socio-psychobtad antecedents, 5 political
and economic antecedents have been specified apandent variables in the
first phase of the conceptual framework. In additiCET has been recognized
as a dependent variable; subject to the moderatffiegt of ethnic affiliation and
demographic factors. In the second phase, CET besam independent variable
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and brand equity dimensions become dependent \esialh hus, all the selected
constructs in the model have strong logical refetiops from both the

theoretical and the practical aspects. Subsequeptyational definitions have
been allocated to specify the meaning of each nartsin the research model.
Finally seven hypotheses have been developed tortgnate the relationship of
the main constructs in the model with the justifimas given in the literature.
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4. METHODOLOGY

In the previous chapter, the research model anathgses were discussed
paying close attention to the theoretical and prakctjustifications for the
selecting certain variables for the present studg developing relationships
among those variables. The present study aimstoder the key antecedents of
CE and to examine the potential interdependenaésden CET and domestic
brand equity. Even though so many empirical stutd@se been carried out to
address the current research problem in differentoscultural contexts, the
previous researchers have rarely addressed this issrelation to the domestic
brand equity of the FMCG sector in the context ofiltirethnic groups
cohabiting in one national state. Therefore specifethodological direction has
to be selected based on the research objectivahendonceptual framework.
Accordingly, this chapter describes the stepswat taken by the researcher to
conduct the research scientifically. In this precdbe researcher paid special
attention to the methodological choice, selectidnsample, method of data
collection and the statistical techniques, whichrevased for the purpose of
analyzing data. In addition, this chapter will het elaborate on the developing
of construct measurements for designing the quesdioe and the methods for
determining the reliability and validity of the tmited data.

4.1. Research design

According to Malhotra, Agarwal, & Peterson (199@he conceptual
framework helps to quantify the data with the pgem®f developing causal
relationships among the main variables of the stiithe conceptual framework
of this study was developed (see figure 3.1) basedhe critical review of
previous literature and with regard to the prattsttuation of selected research
context. Therefore the present study adopts theipssquantitative approach.
However, some qualitative information was usedhia designing stage of the
study for understanding the scope of the rese@wtording to Creswell (1994)
any research project can be undertaken based oauctimel or deductive
approaches. Furthermore, Sekaran and Bougie (20bfgd that inductive
research observe specific phenomena and help telapetheories based on
research findings, whereas the deductive approtets Srom a general theory
and applies itself to a specific situation. Thisidst focuses on consumer
ethnocentrism as a general phenomenon and spégiftcacentrates on how it
can be utilized for local brand building in the &ankan context. Therefore
deductive research was chosen as the main resappbach for the present
study. According to Malhotra et. al., (1996), amgearch can be designed as
exploratory and descriptive, or casual researchwdvder, Sekaran and Bougie
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(2011) suggested that any research in the fielbusiness can be conducted
through all of those aspects. They further noted &t the initial stage of study,
exploratory research is needed to understand theareh context and then
descriptive research is needed to ascertain theaclieaistics of the interested
variables. Finally, causal relationships of theialales can be examined through
hypotheses testing. Due to the empirical naturehef present study both
exploratory and descriptive researches were caraet before testing the
hypotheses. The descriptive study was carried aséd on a survey approach.
Furthermore, Malhotra & Grover (1998) claimed tbatpirical research can be
designed as either cross-sectional or longitudinahe cross-sectional research,
respondents are surveyed at only one specific poitine. Longitudinal studies
on the other hand, employ repeated surveys ofahe sespondents over a long
period of time. This study was completed accordingthe cross-sectional
research method. Accordingly a survey was conduaetbngst selected
respondents within the period of one month. Moreowe terms of research
designing, it has to be a specified unit of analySekaran, 2009). Additionally,
the researcher should clearly define whether teeareh instrument is used for
collecting data from an individual, a group, a dépent/function, an
organization or an industry level (Malhotra & Groyv&998). Therefore the unit
of analysis of the present study was defined asdwidual unit.

4.2. Exploratory research

According to Kerlinger (1986), the main objectiveexploratory research is
to familiarize oneself with the research issues #rel contexts. Furthermore,
there is no specific model for conducting such stigmtions (Malhotra &
Grover, 1998). However, the present researcheaaligittconducted a few Key
Informant Interviews (KIIs) with selected industexperts and academics with
the purpose of clarifying research issues andlgttrg the research setting (see
annexure 4.1 for interview guideline). The seledtegt informants were those
who have had firsthand experience in handling lolmimestic and global brands
in the industry or from a sound academic backgroandonsumer psychology
(10 experienced brand managers and 05 universaglieagics in marketing and
consumer behaviour). According to their views, tiesearcher selected the
FMCG sector of Sri Lanka as the most appropriatetecd to address this
research problem. In addition, the key informaniggested to the researcher to
conduct a recall test among randomly selected mesto for selecting the
appropriate domestic FMCG brands for the presenlyst The majority of them
also instructed the researcher to consider theedited brands using th&tiriys
Signhé logo as domestic brands that promote the ethrtacdorand appeals in
developing their branding architecture. Finallye tkey informants also helped
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the researcher in finalizing the measurements efdbnstructs by providing
feedback in developing the questionnaire.

Secondary data was collected from books, journatdine publications,
public data bases and relevant reports from theemowent and other
institutions. In the literature review, previousearch publications have been
used to identify the variables and constructs er gresent study. Furthermore,
statistics published by some institutes were useduriderstand the social,
demographic, economic and political condition ini %@anka. Therefore
publications of Central Bank and Census and Sttt partment in Sri Lanka
were immensely useful in designing the study. Iditaeh, AC Neilson media
reports and publications of other research ingstutvere highly useful in
analyzing the FMCG industry of Sri Lanka.

4.2.1. Selecting research contexts

Based on strong recommendations of key informants secondary data
analysis, the researcher selected the FMCG indust®yi Lanka as the context
of the present research. According to key informariis industry is more
appropriate to address the impact of CE on dombsdied equity due to several
reasons.

1. FMCG brands are mainly adapted to emotional andamappeals in
developing brand architecture.

2. In the Sri Lankan context, FMCG is the only sec¢hat represents powerful
global brands, in addition to well developed domeestrands with the
capacity to compete with the global brands of MNCs.

3. As consumables are low involvement products, custendo not entertain
differences of quality perceptions associated wdltfierent countries of
origin (COO).

4. The FMCG sector is not subject to demand fluctmatifor uncontrolled
macro environmental factors like economic crisis.

5. Modern retail outlets provide the customers thedmn of selecting FMCG
brands, based on their own choice and opinion. &fbex opinion leadership
role of middlemen is relatively low.

In addition to above mentioned justifications giv@nkey informants, some
arguments made by previous researchers also cantlderward to justify that
the FMCG sector is more appropriate for the prestermty. According to Kotler
(2000), consumer goods are convenient goods thaduooers buy regularly
without making an additional buying effort. FurtheWanninayake and
Randiwela (2007) noted that Sri Lankan customenssider shopping in a
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supermarket as an entertainment exercise and; ofofite time they make
emotional decisions in selecting the brands in modetail outlets. Furthermore,
ethnocentric customers make impulsive decisionsugppdomestic brands based
on the ethnocentric appeals made in the visual ma@dtizing of supermarkets
(Wanninayake and Chovancova, 2012). However whaswuers are selecting
high involvement durable products or services,austs become more rational
in the buying decisions and emotional attachmemneletively low. Therefore it
can be reasonably argued that FMCG sector is thst appropriate context to
examine the main research problem in the presedy st

4.2.2. Selecting FMCG brands

As per the empirical nature of the study, respohdtiould be provided a
limited number of domestic brands associated withn@entric branding
appeals. Based on the key informant interviewssaeher selected accredited
FMCG brands of Mawbima Lanka Padanarfiaas main brands which are
promoting ethnocentric appeals in the brandingtegras. According to the
updated accredited brand list oMawbima Lanka Padanama73 FMCG
brands have accreditation to use slog@arina Ape Deand SuryaSingha logo
for labeling their brands. Therefore, a recall tests conducted among 50
randomly selected customers in the Western proyimgth the purpose of
determining as to what extent the brand is perdeasga domestic product. The
short questionnaire was developed with a list @nbs that was to be ranked
according to the perceived locality of the bran@dlscording to the results of
recall test (See annexure 4.2), the researcheallado select the top ten brands
which were adopted to the ethnocentric brand apprdhe FMCG sector in Sri
Lanka (See annexure 4. 3).

4.3. Malin study

In the exploratory study, researcher clearly defitie research context for the
study. Also, 10 domestic brands in FMCG sector vwealected to measure the
impact of CET on brand equity. Considering the dptige nature of the study,
the researcher ascertained that the survey wasbélse method to collect
information for the main study. According to Tulhda Hawkins (2005), the
survey method is the most appropriate approach ctidlecting data from
customers or end users. Furthermore, Pride anchlFRA985) expressed that
survey is the most widely used methods for pringata collection in consumer
researches. In addition, most of the previous rekeas who have examined the
issues relating to CE were adapted to sample suiveygollecting data. The
research approach, research instrument, sample,naid analysis models
adapted by several previous studies are summarnzée table 4.1.
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Table 4.1: Methodology adopted by previous resear@ns

Author/s Research Research Sample | Analysis
Approach Instruments model

Ramayah et. al,Sample Survey Self-completed | 180 Factor

(2011) guestionnaires analysis

Bawa (2004) Sample SurveyMailing 278 Factor
guestionnaires analysis

Saffu and Walker Sample Survey Self-completed | 263 Factor

(2005) guestionnaires analysis

Wang, and Chen,Sample Survey Personal 800 Factor

(2004) interviews analysis

Balabanis et al/,Sample Survey Mall-intercept | 783 Regression

(2001) survey

Shoham and Sample Survey Structured 141 Regression

Brencic (2003) questionnaire

Bi et.al (2012) Field Interviews &| 447 Factor

experiment Questionnaire analysis

Chryssochoidis | Sample Survey Self-completed | 274 Factor

et.al. (2007) guestionnaires analysis

Yu and Albaum | Sample Survey Self-completed | 531 Correlation

(2002) guestionnaires

Lee et.al (2003) Sample Survey web questionn&8a6 Regression

Acharya and Sample Survey Mailing 275 SEM

Elliott (2003) guestionnaires

Batra et.al (2000) | Sample Survey At-home 508 Regression
interviews

Pereira et.al (2002)Sample Survey self-completed | 297 SEM
guestionnaires

Keillor and Hult| Sample Survey Mall-intercept | 961 SEM

(1999) survey

Javalgi et al (2005)Sample Survey Mall-intercept | 106 Regression
survey

Caruana (1996) Sample Survey Mailing 350 SEM ang
guestionnaires Regression

Teo et.al(2011) Sample Survey Self-completed398 SEM
guestionnaires

Luque-Martinez et Sample Survey Self-completed | 476 SEM

al. (2000)

guestionnaires
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Mensah et.al., Sample Survey Self-completed | 152 Factor

(2011) guestionnaires analysis

Vida, et al., 2008 | Sample Survey Interviews & 580 SEM
Questionnaire

Altintas and Tokol| Sample Survey web questionnaif40 SEM

(2007)

Cleveland Sample Survey Interviews & 2015 SEM

et.al(2009) Questionnaire

Josiassen (2011) Sample Survey Mall-intercept 539 SEM
survey

Source: Developed by the author based on the pus\iterature

According to details given in the table 4.1, mokthe studies in consumer
ethnocentrism adopted sample surveys, and queatresnwere selected as
research instruments. Green et. al., (1988) noiadthe research design consists
of a framework that specifies types of data, datarces and procedures of
collecting data. In addition, Luck and Rubin (19@8ntended that the research
design should consist of basic guidelines for utadkerg specific research
projects. Therefore, the development of surveyrumsénts, sample designs and
data analysis techniques should be discussed ail,datorder to provide clear
guide lines about methods of conducting the presteiaty .

4.3.1. Developing survey instruments

A structured and self-administrated questionnaias wsed as the main survey
instrument for the study. According to the detgiigen in table 4.1, almost all
the past researchers employed structured questiesr@ssuming that it is the
best instrument for surveys in consumer ethno@ntriAccording to Tull and
Hawkins (2005) self-administrated questionnairdg e reduce biasness of the
researcher during the process of data collectibforeover, Zikmund, (2003)
noted that questionnaire is an efficient and inespe data collection
instrument with a wider coverage capacity. As pee wiews of previous
researchers, the structured questionnaire was reEbigp gather information
about antecedents of CE, CET, ethnic affiliatioemadgraphic factors and
consumer responses towards brand equity dimensiosslected FMCG brands
in Sri Lanka.

4.3.2. Measurement of constructs

According to Sekaran (2009), unobserved variabbes lne translated in to
measurement of constructs. Furthermore, EdwardsBaigdzzi (2000) defined
that a construct is a theoretical term used forsueag technically unobserved
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variables by using specific scales. In the propassgarch framework, apart
from the demographic factors other variables atentavariables. Therefore
separate scales were needed to each antecedeift, @ET, ethnic affiliation
and domestic brand equity. Scale items for meagueiach construct of the
research model were determined based on the extditsrature review and the
exploratory study. Moreover, during the processselecting scale items, the
researcher consciously considered the operatioafahitions given in chapter
three (table 3.2). Accordingly, the measuremeniesciar 8 socio-psychological
antecedents, CET and domestic brand equity werelal@»d based on similar
scales used in past studies by adapting them tprésent research context. Each
scale has been validated by previous researches#s-cultural contexts and
has been noted an accepted level of reliability rémthan 0.70 alpha). In
addition, the researcher critically compares tHecsed scales with other scales
adopted by previous researchers for measuringaimdnstructs. Certain items
of several scales were deleted based on the feedbldkey informants.
Furthermore, certain items in selected scales wewerse coded with the
purpose of minimizing the bias of responses.

The researcher also noted that there were no poanthvalidated items for
measuring economic and political antecedents amoicetffiliation. Therefore,
the items for measuring those constructs were dpedl by the researcher based
on previous literature and exploratory study. Dgrthis process, the researcher
identified 20 statements for all five variables etonomic and political
antecedents and 06 items for ethnic affiliationtade of the selected scales and
sources are given in table 4.2 (Refer to annexuréot a detailed list of selected
items).

Moreover, most of the previous studies in consumgmocentrism were
adapted to seven point likert scale as the respons®t. Also, Sekeran, (2009)
noted that likert scale is more appropriate to meathe psychological and
behavioral constructs. Therefore, each scale wa®dmn a seven point Likert
scale ranging from 1 (strongly disagree) to 7 (sitp agree).

Before finalizing the questionnaire for the maimvay, internal reliability of
each scale was tested from the pilot survey. Ihitiaa pilot survey was
conducted among 85 respondents with the purposesbhg the reliability and
understanding level of questionnaires. Thereforeéhal selected items in each
construct were included into to the questionnaireéhe pilot survey. Four (04)
uncompleted questionnaires were discarded and @otwd alpha values were
calculated by using 81 questionnaire packs.
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Table 4.2: Measurement scales

Variable Construct Selected | Proposed measurement scale
items
Socio- National Identity 08 NATID scale- Keillor et al (20)
Psychological Cosmopolitanism | 07 Cleveland and Laroche (2007)
Antecedents | Conservatism 04 Schwartz (1994)
World mindedness| 05 Rawwasal (1996)
Patriotism 08 Kosterman & Feshbach (1989)
Collectivism 05 Yoo and Donthu (2002)
Materialism 05 Richins (1987)
Dogmatism 05 DOG Scale Altemeyer (2002)
CE CET 10 Reduced version of CETSCAL
Shimp and Sharma (1987)
Brand awareness,| 02
Brand association| 05
Brand equity | Perceived quality | 03 The brand equity model - Dav
Brand loyalty 03 Aaker (1996)
Economic Belief of 04
and politicall improving the
antecedents | national economy
Propaganda 03
Trust of gvt 04
policies supporting Self developed scales
to domestic firms
Economic 04
Competitiveness
Belief towards 03
good governance
Ethnic Affiliation towards | 04
Affiliation ethnic sub groups

Source: Developed by the author based on the pus\iterature

According to the initial calculation of the Croniksalpha values, most of the
constructs were reported to be of unacceptableedegfr reliability. It was also
noted that the item-to-total correlations of certdems were not satisfactory
(more than 0.8 and less than 0.6). Therefore soenesiwere deleted based on
Cronbach's alpha values of individual items. Asrdgmilts given in table 4.3, the
reliability test was reported to be of an accemdelel of Cronbach's alpha
values for each construct after deleting selectenhs. Finally 74 items were
selected for the final version of questionnaires.

108



Table 4.3: Reliability of scales

Dimension F' Reliability test | 2" Reliability test (after
item deleted)
No. of | Cronbach’s | No. of Cronbach’s
item alpha item alpha
National Identity 08 0.62906 0.813
Cosmopolitanism 07 0.6846 0.768
Conservatism 04 0.8204 0.826
Worldmindedness 05 0.6684 0.770
Patriotism 08 0.60805 0.922
Collectivism 05 0.79503 0.844
Materialism 05 0.53303 0.753
Dogmatism 05 0.65003 0.826
Belief of improving 03 0.897 03 0.897
national economy '
Propaganda 03 0.83D3 0.832
Trust on government 04 02 0.741
policies supporting to 0.568
domestic companies
Economic Competitiveness 04 0.6108 0.816
Good governance 03 0.7vY@a3 0.772
Ethnic affiliation 04 0.76803 0.804
Consumer Ethnocentric | 10 0.889 10 0.889
Tendencies (CET) '
Brand awareness 02 0.8582 0.858
Brand associations 05 0.8565 0.853
Perceived quality 03 0.9333 0.933
Brand Loyalty 03 0.90703 0.907

Source: Pilot survey 2013

4.3.4: Structure of the questionnaire

Final questionnaire was developed based on selestedsurements of
constructs. Accordingly, the questionnaire cont@ir@ sections including
general information of respondents and each coartsseparately. Also, in each
qguestion used for measuring the constructs, segtatdments specified in the
above section were included. The covering lettgnesl by the researcher was
accompanied with a questionnaire explaining theopse of the study with the
purpose of getting the maximum support from theeedents and assuring

confidentiality and anonymity of information. Thesulibution of the question

109



among each section of the questionnaire is giventainle 4.4 (detailed
guestionnaire given in the annexure 4.5/6)

Table 4.4: Structure of Questionnaire

Section Investigation Area Question numbers
A General information and Demographic data Fromi.Q.to Q1.9
B Socio- psychological antecedents (NationagFfrom Q. 2.1 to Q2.8
Identity, Cosmopolitanism, Conservatism,
Worldmindedness, Patriotism, Collectivism,
Materialism, Dogmatism).
C Political and economic antecedents (Beligfom Q. 3.1 to Q3.5
of improving national economy,
Propaganda, Trust on government policies
supporting to domestic companies,
Economic Competitiveness, Good
governance)
D Ethnic affiliation Q4.1
E Consumer Ethnocentric Tendency Q5.1
F Brand equity (perceived localness of top|tBnom Q. 6.1 to Q6.5

brands, brand awareness, brand associg
perceived quality and brand loyalty of t

ition,
Dp

recalling brands)

Source: Developed by aurthor

4.3.5. Translation of the questionnaire and pre-tesg

The questionnaire was initially developed in Erglend thereafter it was
translated into Sinhalese (mother language of &nkh). The English version
was reviewed by a panel of academic staff in th@ddenent of Marketing
Management, University of Kelaniya and certain rfiodtions were made based
on their comments. The translation process was dgreelanguage specialist in
both medium (direct translation). Ultimately, thecaracy of the translation was
reassured by an academic member of Department deiMoLanguages in the
University of Kelaniya, Sri Lanka. Both versions wemmensely useful to
collect information from the respondents in theiother tongue. Even though
Tamil and Muslim respondents were included in tam@e, translations were
not essential since the researcher obtained thiezsgf enumerators.

Sekaran (2009) noted that a questionnaire shoulchdidified based on pre-
testing among academic & industry experts and gilotly before commencing
the data collection. This process helps to minimize ambiguity and the
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response bias (Zikmund, 2003) as well as to confitrather the respondents are
able to identify the technical terminologies (Moas et. al., 1999). Based on
those views, the questionnaire was verified witbagl of key informants and
selected academics in the Marketing discipline eAtheing verified by those
parties, it was piloted among 30 randomly selecmtsumers in Colombo city.
The researcher wanted to ascertain, whether theomdesnts were able to
comprehend the questions and were able to exphess responses to the
expected level. In addition, the researcher attechpp measure the reliability
and the suitability of questions. In the pilot stuthe researcher understood that
some respondents could not understand the techeiras of the questionnaire.
Therefore some statements were further modifiezhrh version to make a clear
communication to the respondents.

4.4. Sample design

According to Bryman, (2006) designing appropriaepling is an important
step of both qualitative and quantitative resegmajects. As per nature of the
study, general customers in Sri Lanka are repredemmt the sampling unit.
According to the Department of Census and Statig2010) the population in
Sri Lanka is 20.6 million. The population is dividénto several main ethnic
groups namely Sinhalese, Tamils, Muslims, Burgekéalays or other
unspecified categories (see table 4.6) and the rityajof the population is
female (51%). Moreover, Sri Lanka is a multi-reigs nation with 69.3% of
Buddhists, 15.5% of Hindus, 7.6% of Muslims and%/.5f Christians. As
mentioned in chapter one, Sri Lanka boasts of & hgandard in social
development compared to other countries of Asigiorewith an average of 74
years of life expectancy and a literacy rate 069&. According to the Central
bank report (2010), the government is able to cbiitre unemployment at 4.9%
and the structure of the labour force is distridusenong public, private, self-
employed and other sectors, 14%, 41%, 31% and 1&%pectively.
Furthermore, the Central bank statistics reveadhad service has become the
most important sector in the economy with a contrdn of 59.3% to the GDP
followed by 28.7% from industrial sector and 11.9%@m agriculture.
Interestingly, the industry of wholesale and retales have also become a
dominating sector of the economy representing 28%atue contribution. The
economy mainly depends on the exports of textites garments (42%), other
industrial products (29 %), and tea (16 %).

According to the Household Income and Expenditues&y (2009/10), the
number of households in Sri Lanka is 5.1 milliohmong them, 3.9 million are
recognized as male-headed households and the rnamain2 million are
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identified as female-headed households. The sideechverage household in Sri
Lanka is reported as 4.0 and the number of incarneiver’'s per household is
1.8.

The researcher designed the sample based on afbsEsao-demographic
characteristics of Sri Lanka. As the present stadiirectly focused on customer
buying decisions on FMCG goods, customers who hthee ability and
willingness to purchase FMCG products for their owmd household
consumption should be included into the sample.nEtreough there is no
specific rule to categorize persons as independestomers, general industry
norm of the country is that customers above 18 syedd may possess the
possibility to make individual buying decisions BMCG brands. In addition,
both males and females are involved in buying datss of FMCG brands,
irrespective as to who is the head of househol@réfbre, the target population
for the study is defined as “both male and femalga@mers above 18 years old
with the ability and willingness to make purchasdegisions on FMCG goods”.
According to the Department of Census and Stasis(010), 15.1 million
persons are above the 18 years and they represknnifion households.
Therefore, the researcher decides to select omypenson for one house- hold.

According to International Fund for Agricultural @opment (IFAD), the
sample size of a large population based surveyslyndepends on three factors;
“prevalence of selected variables, desired cont@delevel, and the accepted
level of margin of errors”. It is generally recommded that the level of
confidence for marketing research is 95%. If thpypation size is unknown or
exceeds 1 million, accepted prevalence levels efrdsearch variables can be
considered as 50%. Moreover, Krejcie & Morgan, (9%ecommended that an
acceptable margin of error for continuous datacatdgorical data is 3% and 5%
respectively. Therefore 5% is selected as margermrs in the present study.
Therefore, the minimum size of the sample for thuel\s was calculated as 384
based on Cochran’s sample size formula which isnconty used in marketing
research (Bartlett et. al., 2001).

n= t2x p(q)
(d)?

n = minimum sample size

t = confidence level (at 95% - standard value 66}.

p(q) = estimated prevalence of variable (50% dumare than 1 million
population)

d = estimated margin of error (at £5% - standaidie of 0.05)

112



The researcher decided to increase the sampldsymnd the required limit
with the purpose of increasing the validity of gedieation of the findings.
Accordingly, sample size was further modified basedits contingency effect
and estimated response rate. Contingency effechsnéiee possible number of
rejected questionnaires due to response or regprdimor. Therefore, the
minimum sample size was increased by 20% and newlsasize was decided
as 461 (384X120/100). Bartlett et. al., (2001) psgd that the sample size
should be further increased based on estimatedresponsive rate. As data
collecting methods include e mail survey, it wagdinegted 65% as non
responsive rate. Therefore, the final sample sizas w60 respondents
(461X165/100).

According to Trochim (2006), marketing researchemdlect data from
randomly selected customers who, under predetedmeguirements of sample
are qualified and are willing to spend time fodiri the questionnaires or
answering the questions of enumerators. Therefibie, probability sampling
methods is not practical approaches in most ofcts®es in consumer surveys
associated with large population (Malhotra, 2004).that case, most of the
researchers in social sciences are adapting tputposive sampling methods as
the most appropriate sampling technique for caltgatiata from selected sample
within a short time. However, the purposive sangplmethods have inherent
limitations in the phase of data analysis (SekarashBougie 2011). Therefore, a
mixture of both probability and purposive samplingethods are more
appropriate in the present context of the studyofding to Teddlie (2005), the
Purposive-Mixed-Probability Sampling Continuum goss guidelines to select
an appropriate sampling method in the complex aaflssampling. In this
continuum, they proposed different combinationsvafin dichotomy between
the probability and purposive sampling methods.oddmgly, Teddlie and Yu
(2007) have proposed the four mixed methods of 8ag)pBasic Mixed
Methods Sampling Strategies, Sequential Mixed Mdgh®ampling, Concurrent
Mixed Methods Sampling and Multilevel Mixed Methosiampling. Therefore,
the researcher selected a multilevel mixed methbdampling as a most
practical approach for selecting samples to thegmestudy. Accordingly, the
sample selecting process consists of three levels.

Level 01 — Dividing target population into ethniacgups

One of the main objectives of the study is to exmnthe mediating roles of
ethnic affiliation of ethnic groups of the countriiherefore all ethnic groups
should be represented in the sample in reasonablgopions. Accordingly,
stratified sampling methods were adopted to deteFntine number of units in
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each ethnic group based on the general populatioctgre of the country. It has
been summarized into the table 4.5.

Table.4.5. General population structure in Sri Lanka

Ethnic group Number of respondents Percentage

Sinhala 561 73.8
Tamils 65 8.5
Muslims 55 7.2
unspecified 79 10.5
Total 760 100

Source: Censes and Statistic Department (2011)

Level 02 — Selecting geographical areas

After dividing the population into four strata, tresearcher adopted purposive
sampling techniques to select the possible geographreas to distribute the
guestionnaires. During the process, the researcbasidered two popular
purposive sampling techniques namely, theoretead@ing and opportunistic or
emergent sampling methods. According to Teddlie ¥nd2007) in theoretical
sampling, researchers select the research sitesd bais theory or various
manifestations. Therefore, the samples selectedprgyious researchers in
similar studies were taken into account in selgctgeographical areas and
research sites. Moreover, Patton (2002) noted thabpportunistic sampling,
researchers select the respondents in the profesdiecting data. Therefore,
after selecting sites of the research, enumerategse advised to select
households, organizations or any other public pkacdill the questionnaire,
based on accessibility and availability.

Level 3 — Selecting respondents within a location

After selecting location for data collection, enuaters are then advised to
select respondents randomly. However, the respasdemo full fill the
requirements of the sample were selected only lyyngaspecial attention to
their demographic factors. Accordingly, enumerateese further advised to
select respondents representing all demographiapgrin each ethnic group
excluding people of the same household. In additiothe field survey, an e-
mail campaign was carried out using e-mail addsessedomly selected from a
well reputed email data base in Sri Lanka.
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4.5. Data collection methods

As per nature of the study, both electronic mailvey and field interviews
were simultaneously carried out as data collectioethods due to several
reasons. Mainly, the sample was dispersed in lggmgraphical areas and
consisted of customers belonging to several etignowips. Furthermore, the
personal assistance of enumerators were neededplaire some technical
terminologies used in the questionnaire for somspardents (especially for low
educated respondents). Also, the researcher wamtadquire a higher level of
response within a short period of time. In additionost of the previous
researchers also adopted both e-mail and fielavietes simultaneously for data
collection in similar studies.

For field interviews, 10 undergraduates in The Depeant of Marketing
Management (DMM), University of Kelaniya were séégt as enumerators.
They have sufficient experience in data collectimn marketing research
conducted by DMM during last three years. Enumesatecere selected from 10
districts and two workshops were held with the pgmof familiarizing them to
the questionnaire and training them to intervievgtomers to get maximum
response. Dummy interviews were also utlized im ttnaining sessions.
Enumerators were paid based on the number of co®dblguestionnaires. A
target of 40 questionnaires from their assignettidis was given to them and
they were instructed to select customers reprasgmach demographic group.
Accordingly, field interviews were conducted in d@tricts including Colombo,
Gampaha, Kurunegala, Kandy, Anuradhapura, Rathagpduwara elliya,
Galle, Hambanthota, Trinco, and Jaffna. Three Tapgaking enumerators who
were employed for field interviews in Nuwara elliyerincomalee and Jaffna.
For this exercise, apart from the standard leveliedfl survey quality control
measures, the researcher adopted following compselechecks to ensure the
absolute integrity of the data as per the mostgdmt internationally acceptable
norms.

- 20 % back checks of interviews of each interviewe
- 5 % back checks by the researcher.
- 5 % of interviews accompanied by the researcher

- 100 % check for logic by data entry stage

In addition to the field interviews, an e-mail caaagn was administrated
among randomly selected 360 e-mail addresses freepuged e mail data based
in Sri Lanka. Both English and Sinhala versionstloé questionnaire were
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attached, giving the reader the opportunity toctdlee convenient language. The
first reminder was sent two weeks after the inimailing and the second
reminder was sent after 4 weeks.

4.6. Data analysis and interpretation

The present study is mainly focused on the impeadanf the antecedents of
CE on deciding CET and its impact on the domestand equity. From the
theoretical perspective, most concepts of the stayrelatively complex and
have many meanings and/or dimensions. Thereforeepéx demographic
variables, other constructs are unobserved (e¢ent) variables. Most of the
previous studies in consumer ethnocentrism have bdepted to the Structural
Equation Model (SEM) as the main data analysisriegle for generalizing the
findings (see table 4.1). In addition, Baumgartaed Homburg (1996) noted
that most researchers in marketing and consumenses have adopted SEM
and factor analysis in the last two decades. I, f&EM provides the
measurement model which specifies the rule of spoedence between
measured and latent variables. The measurement moaleles the researcher to
use any number of variables for a single indepeindedependent construct. In
this context, since the author attempts to analyrEbservable or latent factors
represented by multiple variables in consumer behathe SEM provides a
reasonable approach for data analysis. Therefold $Eutilized as a main
analytical technique for the present study. Howgveliability and validity
should be considered as the main criteria in etialgdahe measurements of the
study (Zikmund 2003). Therefore, some analyticalldonvere further adopted
before undertaking SEM.

4.6.1. Reliability of measurements

According to Sekaran and Bougie (2011), reliabildpsures “consistent
measurement across time and across various itethe instrument”. Therefore,
it is an indication of stability and consistencynoéasures. Moreover, Hair et al.,
(1998) noted that reliability is a degree of cotgsisy among items of
measurement variables. Sekaran and Bougie (201dhefu claimed that
Cronbach’s alpha (introduced by Cronbach in 1946)the most popular
measurement of testing interim consistency andcliiy of multi-point scale
items. They further recommended Kuder — Richadsormdla (Kuder —
Richadson, 1937) for dichotomous items. AccordingSekaran and Bougie
(2011), Cronbach's alpha is a determinant of imeransistency and implied the
consistency among different items in a group. WBeanbach'’s alpha is low,
average inter-item correlation is low and vice wer@air et al., 1998).
According to Sekaran, (2009), Cronbach's alpha lghbe within the range of
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0.6 to 0.8 to be considered as an acceptable tdvetliability. Below 0.6 is
considered to be poor internal consistency of ditaaddition, George and
Mallery (2003), noted that Cronbach Alpha valuesgeato determine internal
consistency of data as, > .9 — Excellent, > .8 ed;0> .7 — Acceptable, > .6 —
Questionable, > .5 — Poor, and < .5 Unacceptable.

As the present study consists of multi-point sc@@nbach’s alpha was used
to test the reliability of measurements. Thereftwesed on the pilot survey, the
researcher initially discarded some unsatisfagtadrrelated items of the scale,
in order to improve the total Cronbach Alpha cadints of the measurement
instruments used for the final questionnaire (sdéet 4.7). Furthermore, in the
main analysis, the researcher reassured the talidimsed on Cronbach Alpha
test (details are given in chapter 5).

4.6.2. Validity of measurements

Apart from the reliability, validity of the measument instrument is an
important criteria to accurately measure the outgutesearch model (Sekaran
and Bougie (2011). In general, validity is the exte® which, the measurement
instrument measure what it is supposed to meadwaeording to Sekaran and
Bougie (2011), researchers should assess thres dfpalidities called content
validity, criteria related validity and congruent oonstruct validity, in their
measurement instruments.

According to Rungtusanatham (1998), content validén be defined aghe
degree to which the measure spans the domain otdhstruct’'s theoretical
definition’. Most of the researchers determine content viglidased on the face
validity of the instruments, by using a panel opents’ opinion (Sekaran and
Bougie, 2011). In the present study, the researguo¢rfeedback from key
informants in the process of designing measurerseales of the variables in
research model. Some items were discarded bas#tewropinions. Therefore,
it can be reasonably assumed that content validitythe measurement
instruments was assured.

According to (Sekaran and Bougie, 2011), “criterretated validity is
established when the measure differentiates indalgl on a criterion it is
expected to predict’. Therefore it consists of batbncurrent validity and
predictive validity. Malhotra, (2004) noted furthiiat criterion variable can be
demographic factors or any other scale related dbaloral measures or
psychographic characteristics. All measurementunsgnts for the present study
were developed based on the extensive literatungewe Accordingly,
relationships among different constructs were itigated by previous
researchers in different cultural and social catsteXherefore, the researcher
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reasonably assumed that criterion-related validitthe measurements was also
established.

The construct validity refers to “how well the rééswobtained from use of the
measure fit the theories which the test is desig(®ekaran and Bougie, 2011).
Generally, construct validity is established byhbobnvergent and discriminant
validity (Zikmund, 2003). Convergent validity issased when two different
items in the scales for measuring one concept agalyh correlated and
discriminant validity assured when two differergnits for measuring different
concepts are uncorrelated.

In the designing stage of the present study, tlseareher selected several
items for measuring constructs in the proposed motleose scales were
validated by previous researchers in differentacand cultural contexts. In the
exploratory study, some items were dropped baseklegrinformant opinions.
Further into the reliability test, certain selectesins were discarded to increase
the Cronbach’s alpha coefficient. Therefore, ieipected that all items of the
guestionnaire are appropriate to measure selectmustracts. However,
antecedents of CE were selected from various fdaslies and some scales
developed by the researcher based on previousitliter Accordingly, those
scales do not belong to a well known model like GERLE and brand equity.
Therefore, antecedents of CE should be validategrésent research context.
Accordingly, exploratory factor analysis (EFA) warsdertaken with the purpose
of further improving the discriminant validity of easurement instruments.
Moreover, EFA was immensely useful for reducing kbutems into a
manageable number and avoiding scale items which axeerlapping with other
items in the same scale. EFA also built a strongndation to SEM.
Furthermore, discriminant validity, convergent délf, and nomological validity
of the final model were assured based on averaganea extracted (AVE)
estimates andgquared inter-construct correlation estimates (SIC)

4.6.3. Structural equation modeling (SEM)

According to Byrne (2010), SEM is considered as thest popular
methodology for non-experimental researches duts tmherent characteristics
over the conventional multivariate procedures. Hgies that as a confirmatory
approach, SEM is a good technique in data anafgsisnferential purposes.
Furthermore, it has the ability to assess or toembrthe measurement errors in
the variables. Moreover, SEM procedures can be tsadcorporate observed
and latent variables in the research model. Thexeftair et.al., (2010) noted
that SEM facilitates measuring the extent to whtble, theory is associated with
the reality represented by the empirical data. Baseaforesaid positive aspects
of the technique, the present study mainly ado@EM procedure for testing
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hypotheses in the proposed research model. Halr, d2010) suggested the six-
step model for conducting SEM analysis. (See figutg

Defining individual constructs

Developing and specifying the measurement tools

Designing a study to generate empirical results

Accessing measurement model validity

No Yes
Refine measures | o Measurement model is valid? —_— Proceed to test

$

Specifying the structural model

2

Accessing structural model validity

|

No Yes Draw the conclusion
il el C— Structural model is valid? — and
Recommendation

Figure 4.1: Six step model of SEM
Source : Hair et.al., (2010)

According to the six-step model, the researcheralty should define the
individual constructs and then specify the measergrmodel. As per the details
given in the chapter three, totally 19 construcerenselected based on the
extensive literature review. Moreover, the relasimps among the variables
were specified in conceptual framework and weratifled as instruments for
measuring each variable. The construct validity amilimensionality were
tested by EFA (will be discussed in chapter 5)eAfpecifying the model, the
researcher should design the study to be compatiltheSEM procedure. In the
present study, sample size was 760 and it satidied SEM procedure.
Moreover, the author must also be aware of tha®th@at might occur with any
form of measurement. In its most basic form, a messent error is an
Inaccurate response. It can be the result of aralatlegree of inconsistency by
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the respondent in use of multiple perspectivesitesns, to measure the same
concept. As those conditions affect the increasmeasurement errors in the
study, the researcher attempts to decide the neasut error in statistical

estimation and improve the model.

Just as with other multivariate procedures, theasher must make several
important decisions regarding the missing datar Basic methods are available
for solving the missing data problem. Those metrards (1) The complete case
approach where the respondent is eliminated ifethermissing data on any
variable; (2) The all available approach, wherenalh-missing data is used; (3)
Imputation techniques which mean the substitutib@mproaches; and (4) the
model based approach. The SEM program has alsodutded the approach
wherein it is estimated directly from the availablta, marking allowances for
missing data during the estimation process. Thiswx@vn as a full information
likelihood approach (FIML) and it eliminates theedeto remedy the missing
data before estimating with one of the approachdescribed. The advantages
of all these methods depend on the sample sizéhanguantum of missing data.
Consequently, for the present studhot or cold deck imputatidrwas selected
as the most suitable missing data handling tecleniém outlier was identified
as any variable with the probability Mahalanobisl&$s than or equal to 0.001
and removed all outlier cases. Therefore, the amalyas conducted without the
outliers. As per the statistical rules of multieae analysis, all assumptions were
tested before carrying out the data analysis. Abogty, linearity of data set
was assured by scattered plots in randomly sela@gdbles. Furthermore, the
multivariate normality of the data was tested bygz values of Skewness and
Kurtosis statistics combined with the results oflidogorov-Smirnow test.
Based on the results of normality tests, data Setono-normal variables was
transformed by using logarithm or square root. Adocw to the nature of
distributions of non-normal variables, appropridatansformation techniques
were selected. Furthermore, homoscedasticity weteddn univariate basis by
comparing the variance of metric variable with moetric variable. The
heteroscedasticity was detected based on the vakwene Statistic (should be
less than 04) and its statistical significance. gkdagly, if any metric variable
shows patterns of heteroscedasticity with more tWwan non metric variables,
logarithmic transformation was applied to rectifie theteroscedasticity problem
of that variable. Finally, multicorlinerity was ted based on acceptable
threshold levels of three criteria such as Squaettiple Correlation (SMC),
Tolerance Statistics, and Variance Inflation Fac(®iF). The acceptable
threshold levels are SMC<0.9, Tolerant statisti@std and VIF>10 for detecting
multicorlinerity issues in variables. According ktair et al. (2010), there are
many estimating techniques available for SEM pracesl However, the
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maximum-likelihood estimation technique was adopbgdmost of previous
researchers in CE. Hair et al. (2010) noted furthat, it is a flexible approach to
determine a model fit based on parameter estimatibn addition, there are
several computer software adopted by previous relses to perform SEM
procedure. Even though many computer packagesvaitalae, LISREL and
AMOS have become the most popular software amoaygiqus researchers in
consumer behavior. Therefore, for the present sldbOS 18 was adapted
considering the user friendliness of the programme.

As the fourth step in the model, the researcheulshassess the validity of
measurement model based on goodness-of-fit comsioes and construct
validity. According to Hair et al., (2010), whenlwes of observed covariance
matrix and the estimated covariance matrix becolosec, the researcher can
ascertain a high level of model fit. Therefore thedel fit was evaluated by
using some criteria which were commonly employedpbgvious researchers.
Accordingly, CMIN/DF should be below 2 (below 5adequate); RMR should
be less than 0.05; GIF (goodness of fit index ) AGF| (adjusted goodness of
fit index) should be close to the number 1; RMSE&¢t Mean Square Error of
Approximation) should be more than 0.05 (in betwe®f8 and 1.00 is
excellent); CFl (Comparative Fit Index), NIF(NormeBit Index), IFI
(Incremental Fit Index), and TLI (Tucker-Lewis Indeshould be greater than
0.90; AIC (Akaike’s Information Criterion) and ECV(Expected Cross
Validation Index) should be smaller; and CN (Hd#eCritical N) should be
greater than 200 in order to determine good moideh fmeasurement model
(Hair et al., 2010; Byrne, 2010).

Finally, the researcher should specify the strattarodel for demonstrating
the relationship among each variable and assesgtiuity of structural model
based on aforesaid criteria. Accordingly, hypotsesgmber one, two and seven
were tested based on the final structural model.

4.6.4. Other statistical analysis

In addition to the main model of SEM analysis, s@akected statistical tools
were employed to elaborate further, the findings match the research
objectives. Accordingly, descriptive statistics weused to summarize and
describe main features of the collected data. Eumbre, an independent t test
was employed to estimate non-response bias ofttitly and one way ANOVA
was adopted for comparing the degree of CET amamgodraphic groups.
Moreover, a step-wise hierarchical regression ve&&siio determine the impact
of moderating variables on the strength of the ti@ighip among other
variables. Therefore hypotheses three, four, fivé six were tested based on
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aforesaid statistical techniques while considerig appropriateness and
relevance. IBM SPSS 19 software was adopted alysasgackage for all
aforesaid supportive statistical tools.

4.7. Summary

In this chapter, the research design process anthéthodological procedure
were discussed in detail. Research was designdwonstages, namely the
exploratory research and the main descriptive stirdyhe stage of exploratory
research, selection of the research context and@&Mi@nds were addressed. In
addition, a way of developing the final versiontloé questionnaire was given in
detail with special reference to the pilot survey dhe reliability test. Sample
designing procedure was given in this chapter #fterdetailed discussion of the
guestionnaire development. In this sample designivgway of determining the
sample size and sampling methods were discussbdagsonable justifications.
Furthermore, main data collection methods and detaf data collection
procedure were addressed before the discussiotatedtisal procedure for data
analysis. Therefore, the final section of this d¢hagelaborates steps of SEM
procedure as a main analytical model of the studlycther statistical techniques
adopted to test hypotheses.
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5. DATA ANALYSIS

In the previous chapters of this study, the baadkgdoof the study and
research context, literature review, model develpmwith reference to
specifying logical relationships among the variabded research methodology
have been outlined in detail. The present chagetevoted to analyzing the
empirical data gathered through the main survew. first section of the chapter,
discusses in detail the overview of data collechon the characteristics of the
sample. In the second section, the researcherrakaisosteps which were taken
by him for cleaning the data by paying specialrdite to the assumption of
multivariate analysis techniques. The descriptitagigtics are given in section
three followed by exploratory factor analysis i thext section. Subsequently
the measurement model is assessed based on CFA&EWdin section five.
Finally, the hypotheses testing are discussed hysidering the effect of
moderating variables of the proposed model.

5.1. Overview of data collection and data cleaning

According to the details given in chapter four,adatas collected by using
experienced enumerators and an e mail campaigrordiog to the sampling
plan, the size of the sample was determined as ré8pondents and 10
enumerators who were employed to approach 400 mespdés in selected
districts. Further, 360 emails were distributed aghoandomly selected e-mail
addresses of one of the commercial e-mail datasbaseSri Lanka. As
enumerators personally contacted the respondents administrated the
guestionnaires, 380 responses were completed cbeyswely. Further, in
order to ensure integrity of data, 20% of respongee checked by two other
enumerators and 5% were checked by the researchselhthrough telephone
interviews. Furthermore, the researcher persor@liected 20 questionnaires
with the purpose of adapting to international séadd of data collection in field
surveys. The non response rate of the email campaag fairly high. Only 154
were responses received from 360 mail shots afteréminders. Therefore, the
reported response rate was 42.77%. As a strateigg@asing the response rate,
the researcher personally contacted some respandsntelephone as well
(Goodman and Dion, 2001). As mail campaigns gelyeraport a low response
rate (Patton, 2002), this rate is highly acceptabl€inally 554 packs of
guestionnaires were collected from both data coieapproaches. All items of
the questionnaire were coded before feeding data ithe analysis software and
careful review was done with the purpose of idgmg incomplete or extreme
cases. Accordingly, only 546 surveys were consttlas usable responses after
rejecting 03 packs of questionnaires due to incetepkess and another five
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packs due to extremeness. However, the total veéidonse rate was reported as
71.84% which could be considered as an acceptabdecompared to previous
studies in respective areas.

5.1.1. Data entry and handling missing data

The data analysis was initiated with data entry ardmination of missing
values. Generally missing values have a significapiact on the output of data
analysis (Hair et.al, (2010). As mistakes of datatries are possible
consequences of missing values, the researchetedobecked all entries with
the purpose of minimizing feeding the wrong datt ithe analysis program.
During this process, some missing data were idedtds mistakenly blanks had
been kept in the data sheet during data entry. &tvosre re-entered by re
examining the raw data. Further, 12 missing valages were recognized and
adopted to the recommended imputation techniquesdodling missing data.
As already mentioned in the previous chapter, it wdapted to the hot or cold
deck imputation technique for solving the problemmnassing data. In this
approach, the researcher substituted a value df@nobservation in the sample
that was deemed similar. Therefore, each observatith missing data was
paired with another case that is similar to theiades specified by the
researcher.

5.1.2. Checking outliers

There is no universally accepted technique fordetg outliers (Reimann et
al., 2005). However in the case of multiple obsgovs, outliers cannot be
identified with analyzing variables independentiirad Ben-Gal, 2005).
Therefore, multivariate outliers were examined dase Mahalanobis distance
estimates (Mahalanobis, 1936). Four outlier casese detected due to
Mahalanobis D? with a probability less than or éga0.001 and eliminated
those cases from the data sheet with the purposenaihtaining more
representative samples. However, the detectedeoutdises represent less than
2% of the sample. Therefore, the elimination ofsth@ases may not adversely
affect the results of the study.

5.2. Testing for violations of assumptions

‘Multivariate analysis can be performed only wheasrtain assumptions are
satisfied’ (Tabachnick and Fidell, 1996). In theseaof violating those
assumptions, the results of the data analysis dmilchislead. Further, departure
from normality, homoscedasticity, linearity and tmedlinirity can diminish the
correlation between variables (Hair et.al. 2010)efEfore, prior to carrying out
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factor analysis and SEM analysis, the researchestede normality,
homoscadasity, linearity and multicolinirity as plee details given below.

5.2.1. Testing normality

The most fundamental assumption in multivariate lysmm& is normality
(Sekaran and Bougie, 2011). If the variation frdme hormal distribution is
sufficiently large, all resulting statistical testdl be invalid, because normality
Is required to use the F and T statistics (Sek&@d9). Therefore the researcher
checked the multivariate normality (the combinatodriwo or more variables). Z
values of skewness and kurtosis were employedstatlie normality combined
with the results of the Kolmogorov-Smirnow testheTfinding revealed that out
of nineteen variables, five variables were awaymfraormality. Therefore,
several transformations were made to linearizeethamiables and finally to
report the accepted level of the significance aft@king remedies (see table
5.1).

5.2.2. Linearity

One of the most important assumptions in multitarieechniques such as
SEM, is linearity of the data set (Hair et al., @D1Further Tabachnick and
Fidell, (1996) noted that non linear effects couidler estimate the strength of
the relationship among variables of the structaratlel. Therefore, scatter plots
and residual plots of the variables were drawn bings SPSS 18 with the
purpose of identifying any nonlinear characterstiSince there were some
nonlinear relationships among seven variablesrelearcher transformed those
variables to achieve linearity. Further Tabachniekd Fidell (1996)
recommended that researchers have freedom to gest of variables for
detecting any non-linearity in the when a large hanof variables are available
in the research model. In random selection, vagmblere scattered around zero
point and had oval shapes. Therefore, linearityefdata set was assured.

5.2.3. Homoscedasticity

The researcher tested to assess homoscedastic&yunivariate basis, where
the variance of metric variable is compared acl®asls of non-metric variables.
For this purpose, each metric variable was examaoedss the five non-metric
variables in the data set. According to the findirggven in table 5.2, ethnic
affiliation only shows patterns of heteroscedafstievith more than two non
metric variables. That means except the effecttlmfieity, ethnic affiliation of
respondents does not show equal variance on otmables of the research
model.
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Table 5.1: Test of normality

Variable Skewness Kurtosis Test Normality Transfornation | Sig. after
remedy

Statistics | Z Value | Statistics Z Value Statistics g Si

National Identity -.101 -0.96083.736 0.19502 .041 .030

Cosmopolitanism .908 8.637939.889 0.133184 .028| .200

Conservatism -1.190 -11.320@.583 0.27112% .057 .000 | Square root 0.21

Worldmindedness .263 2.501958777 0.432848§ .091 .020

Patriotism -.695 -6.61164.529 0.366256 077 .021

Collectivism -.282 -2.68271.551 0.275881 .058 .000| Square root 0.10

Materialism -.084 -0.7991.065 0.409065 .086 .000

Dogmatism 370 3.519865.649 0.551763 116 .000| Logarithm 0.16

Belief of improving national -.357 -.136 104 000 Square root 0.24

economy -3.39619 0.494684 ' '

Propaganda -.141 -1.34135389 0.727756 153 .000

Trust on government .016 1.157

policies supporting to 113 .000

domestic companies 0.15221 0.537493

Economic Competitiveness  -.079 -0.7515986 0.508953 .107 .000

Good governance .258 2.45439731 0.275881 .058 .000| Logarithm 0.12

Ethnic affiliation 101 0.960828-.153 0.675434 142 .000

Consumer Ethnocentric .282 -.126 088 030

Tendencies (CET) 2.682708 0.418579 ' '

Brand awareness .054 0.51371404 0.951315 .200 .000

Brand associations 192 1.82652300 0.742026 156 .000

Perceived quality .200 1.90263.369 0.841914 A77 .000

Brand Loyalty 215 2.04532[7-.477 0.770565 162 011

Source: Survey data, 2013
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Table 5.2: Testing for homoscedasticity — Frontier analysis

Metric Variable

Nonmetric Variable

Variable Age Gender Income Education Ethnicity
Levene | Sig Levene| Sig Levene| Sig Levene | Sig Levene | Sig
Statistic Statistic Statistic Statistic Statistic
National Identity 7.641 .000 3.046 045 2.131 076 2.804 .039 1.291 277
Cosmopolitanism 1.757 154 001 979 3.785 .005 1.326 265 1.781 .080
Conservatism 3.310 021 709 400 984 400 2.994 .030 3.597 014
Worldmindedness 1.269 284 2.050 153 3.467 .008 1.238 295 3.914 031
Patriotism 3.397 .055 3.318 .069 3.609 .006 6.377 .000 467 705
Collectivism 1.555 199 1.633 202 3.851 031 3.367 018 279 841
Materialism 2.602 051 973 324 2.681 031 565 638 1.105 346
Dogmatism 2.331 073 .004 947 2.050 .086 3.946 .008 3.420 017
Belief of improving national
economy 3.714 012 873 350 7.070 .000 174 914 3.563 014
Propaganda 1.323 266 .013 .909 755 555 778 506 8.638 .000
Trust on government policies
supporting to domestic companies 433 726 316 574 1.286 274 210 889 6.945 .000
Economic Competitiveness 2.814 .039 110 741 2.160 072 1.294 276 2.132 .095
Good governance 307 820 3.145 042 1.731 142 440 725 3.832 .010
Ethnic affiliation 8389 | .000| 11.373| .001| 8558 000 |  6.488 000 1.374 250
Consumer Ethnocentric
Tendencies (CET) 1.005 390 1.278 259 1.781 131 3.113 026 9.584 .000
Brand awareness 2.151 .093 3.384 021 2.820 .025 1.099 349 3.750 011
Brand associations 1.638 .180 3.085 .080 5.481 .000 732 533 1.921 125
Perceived quality 505 679 3.571 059 4.551 .001 565 638 3.317 055
Brand Loyalty 1673 |  .A72 457 | 500 1.385 238 858 463 2.256 081

Source: Survey data, 2013




It is consistent with the reality. However, loghmtic transformation was
applied to rectify the heteroscedasticity probldmatbnic affiliation based on the
recommendation of Hair et.al., (2010).

5.2.4. Multicolinirity

According to Hair et.al, (2010), if multicorlinegyriexists with some variables
in the research model, the results would be misigadue to inflates of the
standard errors. Therefore, it will adversely affetatistical tests of significant.
Therefore, multicorlinerity was tested based omehcriterion such as Squared
Multiple Correlation (SMC), Tolerance Statisticsdadiariance Inflation Factor
(VIF) as recommended by Kline (2005). The resulésgven in table 5.3.

Table 5.3: Test of multicolinirity

Variable SMC Tolerance Statistics | VIF
National Identity 469 531 1.883
Cosmopolitanism 2883 17 1.396
Conservatism 58P 418 2.390
Worldmindedness 438 .562 1.779
Patriotism 549 451 2.219
Collectivism 214 .786 1.273
Materialism .328 672 1.488
Dogmatism 418 582 1.718
Belief of improving national 526 474 2108
economy

Propaganda 324 676 1.479
Trust on government.pollmes N 471 529 1.892
supporting to domestic companies

Economic Competitiveness 400 .600 1.667
Good governance 424 579 1.727
Ethnic affiliation .253 147 1.338
Consumer Ethnocentric Tendencies 278 722 1.412
Brand awareness 384 .616 1.622
Brand associations .680 .320 3.128
Perceived quality .700 .300 3.332
Brand Loyalty .691 .309 3.241

SMC = Squared Multiple Correlation , VIF = Varianknflation Factor

Source: Survey data, 2013

The threshold level of multicorlinearity is SMC<QPolerant statistics> 0.10
and VIF>10. Findings revealed that all the valuethe three indicators do not
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exceed the threshold level. Therefore, it was caledl that all explanatory
variables are free from multicoleanirity issuesrtiker Durbin-Watson statistics
came to the range between 1.75 and 2.25 indicdlmag the values are
independent.

5.3. Sample characteristics

According to Sharma, Shimp and Shin (1995), denpdgcacharacteristics
can be generalized based on to the behaviouralanadgments and they can
provide crucial implications of the marketing aaso Further, previous
researchers noted that demographic profiles ofsdmple are very critical for
generalizing results into the population (e.g. $&kaand Bougie, 2011). In the
present study, socio demographic covariant wasqmbsis moderators between
antecedents of CE and CET in the proposed struatuwwdel. For this purpose
the researcher examined the demographic profilesistomers in terms of age,
income, education, gender, occupation, and etgnic#sed on the previous
studies in respective areas (see table 2.5 in ehapto). Further, each
demographic factor was clustered into several ggdagsed on previous studies
as well as the prevailing social context of Sri kan Section D of the
questionnaire designed to solicit the demograptoélps of the respondents and
descriptive analysis of demographic profiles in¢henple is given in table 5.4.

As far as age is concerned, the respondents westeptd into four age
groups in order to represent youngsters, youngigdadiults and senior citizens.
According to the sample profile, 44.46% representedage group of 18 years
to 34 years. Those aged between 35 and 45 and lagfecen 45 and 60
accounts for 29.15% and 22.88% respectively. Heawnahere were only 3.5%
elderly customers represented in the sample.

Further, the sample consists of more female cus®iftl.66%) than male
customers (48.34%). This is justified, when comgandth the general gender
distribution of Sri Lanka. As one person has onBem selected from one
household, majority of the sample represents tleside makers of households
irrespective of gender.

The income level is closely associated with ocadopatof respondents.
Accordingly 208 persons (38.38%) are earning R€050 Rs.36000 per month
and 32.47% respondents belonged to the Rs.360R$.5®000 income category.
However, 14.02% customers can be considered asoffetlustomers as they
earn above Rs.50000. According to the Censes aibtitis Department (2010)
the average household expenditure for food andrageevas Rs. 13267 and for
non food items Rs. 18064. Therefore, it can beomasy assumed that the
majority of the sample show above the averagedicionditions.

129



Table 5.4: Sample profile

Demographic Frequency Percentage
Factor
Age level (years) |18-34 24 44.46
(Valid N = 542) 35-45 158 29.15
46-60 124 22.88
above 60 14 3.5
Gender (Valid N =| Male 262 48.34
542) Female 28( 51.66
Marital Status(Valid | Married 377 69.56
N = 542) Unmarried 165 30.44
Income(Valid N = | Below 15000 82 15.13
542) 15001- 36000 208 38.38
36001 - 50000 176 32.47
Above 50000 76 14.02
Education Literate but no formal 13 2.4
gualifications(Valid | education
N = 542) Up to GCE O/L 64 11.81
Up to GCE A/L 256 47.23
Graduate/ Post graduate 1 20.11
gtlé)loma, professional 97 179
Ethnic group(Valid | Sinhala 386 71.21
N = 542) Tamils 57 10.52
Muslims 46 8.49
Other 53 9.78

Source: Survey data, 2013

As the researcher expected the common educaticel tevbe GCE A/L
(47.23%), followed by graduates or post gradua?€s1(%) and professional
gualifications (17.9%). Only 2.4% of uneducatedspes are represented in the
sample. As the education level of Sri Lanka is aigthan other developing
countries, it is noted that the sample represdms education levels of the
general population of the country. One of the intgoir aspects of the present
study is evaluating ethnic affiliations of minoei in Sri Lanka associating with
their ethnocentric tendencies. Therefore, clustérsthnic groups were deemed
important to the main findings. Further, the reskar has defined ethnic groups
as strata of the sample. According to the demogcgpiofile of the sample, as
the majority, the Sinhalese accounted for 69.56%efsample. Further Tamils,
Muslims and other ethnic groups accounted for 13%.,58.49% and 11.44%
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respectively. Those figures represent the genespulation structure in the
country.

According to the sample characteristics, especgdiyder, income, education,
and ethnic groups, they correspond with the pojulastructure in Sri Lanka.
Further, age can be approximated to a pre detedmiaeget population.
Therefore, it seems to be an appropriate basisaddressing current research
issues in the Sri Lankan context. Further, findingfs the study can be
generalized as socio-demographic covariates aresmmnding with the general
population structure of the country.

5.4. Non responsive bias

As mentioned above, the total response rate ofstmaple is fairly high,
thanks to the effort of enumerators. However, important to examine that the
non responsive bias due to the e-mail responsasagtatively low. According
to Armstrong and Overton (1979), the non responiias of the sample can be
determined by comparing early responses and lamonses. Even though it is
not a universally accepted approach, it is a practhethod of assessing the non
response bias (Sekaran, 2009). In the present,stuegtionnaires which were
administrated by enumerators can be considerech@datch (early responses)
due to the responses taken in the movement in whédpondents were
interviewed. Most e-mail responses were receivedr aline week and some
responses were taken after one or two reminderereldre, the e-mail
guestionnaire can be considered as another baishrdsponses). Therefore, an
independent t- test was carried out to compareghgonses of the aforesaid two
batches relating to each variable of the propotedtsral model. The results are
given in table 5.5.

In the independent t- test, null hypotheses positedhere is no significant
difference between the means of the consideredablas. However,
corresponding two tailed p values of each variabske above 0.05. Therefore,
there is no significant difference between the oesps generated by
enumerators and the responses to the e-mail campaigccordingly the
researcher concluded that the data is free fromraegponse biases and data set
Is possible to use for further analysis.
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Table 5.5: Results of t test

Variable t Significance (2 tailed)
National Identity -1.412 141
Cosmopolitanism -.179 .858
Conservatism -.664 507
Worldmindedness -1.852 072
Patriotism 1.944 .046
Collectivism 1.72(Q 112
Materialism -2.151 .032
Dogmatism -1.213 214
Belief of improving national economy 2.067 .039
Propaganda -.276 .783
Trust on government policies supporting to 1117 264
domestic companies

Economic Competitiveness -1.305 192
Good governance .605 .545
Ethnic affiliation -1.526 128
Consumer Ethnocentric Tendencies (CET) -.037 970
Brand awareness -1.134 257
Brand associations -1.382 223
Perceived quality -2.356 .026
Brand Loyalty -2.522 012

Source: Survey data, 2013

5.5. Reliability test

As per the details given in chapter 04, it is intaot to assess the internal
consistency and reliability of each dimension usiig Cronbach's alpha
coefficient. The reliability test was initially cdocted based on the pilot survey
with the purpose of finalizing items to be includedthe questionnaire. In this
stage, Cronbach's alpha test was further conduatadsure the reliability of the
responses of the main survey prior to examine #iielity of each scale through
EFA and CFA. The results are given in table 5. 6.

According to the results given in table 5.6, Crartba alpha values of each
construct ranged from .0.712 to 0.927. Therefdrejais noted that Cronbach’s
alpha values were within the acceptable range atetnal consistency and

reliability of all the scales were assured.
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Table 5. 6: Results of reliability test

Dimension No. of item | Cronbach’s alpha
National Identity 06 0.829
Cosmopolitanism 06 0.772
Conservatism 04 0.835
Worldmindedness 04 0.761
Patriotism 05 0.914
Collectivism 03 0.795
Materialism 03 0.712
Dogmatism 03 0.851
Belief of improving national 03 0.901
economy
Propaganda 03 0.836
Trust on government policies 02

. : : 0.792
supporting to domestic companies
Economic Competitiveness 03 0.810
Good governance a3 0.782
Ethnic affiliation 03 0.816
Consumer Ethnocentric 10 0.882
Tendencies (CET) '
Brand awareness 02 0.816
Brand associations a5 0.823
Perceived quality 03 0.927
Brand Loyalty 03 0.894

Source: Survey data, 2013

Further, Cronbach’s alpha coefficients were sepbratalculated for Sinhala
and English medium questionnaires packs separatély the purpose of
assessing the language impact on reliability of dbales. Those results also
confirmed that all independent and dependent vimsalwere within the
acceptable range.

5.6. Descriptive statistics

The present study is mainly focused on investigatine antecedents of
consumer ethnocentrism of Sri Lankan customergtanohpact on brand equity
of local brands in the FMCG sector. In addition n@in independent and
dependent variables, some moderating factors wse taken into account.
Therefore, descriptive statistics will help to ursland the average cognitive
response of customers towards respective constoiidtse study. Therefore, a
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descriptive statistical analysis was carried oufolee testing the proposed
structural model. In this process, main constroftdhe model were only taken
into consideration. Each item included in the maionstructs of the
guestionnaire was developed based on the seven lde@n scale and each
construct contained several items. Therefore, therage values of each
construct were considered when estimating deseeipdtatistics. Accordingly,
the mean and standard deviation of 19 constructseofesearch model is given
in table 5.7.

Table 5.7: Summary of descriptive statistics

Dimension Mean SD

National Identity 5.27 73797
Cosmopolitanism 5.21 97676
Conservatism 5.94 72234
Worldmindedness 3.21 .88296
Patriotism 5.84 .63302
Collectivism 3.43] 1.02233
Materialism 3.73| 1.09316
Dogmatism 4.56 .72488
Belief of improving national economy 6.05 .46017
Propaganda 5.74 .58566

Trust on government policies supporting to

: . 4.04| 1.06506
domestic companies
Economic Competitiveness 3.49 79957
Good governance 2.95 97468
Ethnic affiliation 3.91 .75001
Consumer Ethnocentric Tendencies (CET) 4.16 .75765
Brand awareness 6.42 97328
Brand associations 5.95 1.02433
Perceived quality 4.14, 1.00931
Brand Loyalty 5.07| 1.07108

Source: Survey data, 2013

The seven point likert scale was adopted as a msgpformat. Therefore,
mean values of each construct should be laid wehinto 7 scare range and the
value of neutral position should be 4. Accordingthe descriptive statistics
given in table 5.4, Sri Lankan customers maintainigher degree of national
identity (M= 5.27, SD= .73797) and patriotism (M:8%, SD= .83302). It is an
indication that Sri Lankans are generally emotitynaktached to the mother
nation and that most people are proud to be Srk&anFurther, they respect
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traditions of the country due to a high rate of sgmwatism (M= 5.94, SD=.
97234). As cosmopolitanism was reported as 5.2thefmean value, it was
noted that Sri Lankans are interesting in learrotiger cultures as well. Even
though Hostead (1981) argued that Asians are ¢nlists, the respondents of
the sample show individualist characteristics weporting below the average
mean value (M= 3.43, SD= 1.02233) for collectivisfarther, both materialism
and world mindedness of respondents remain belewatterage level. Also, a
majority of Sri Lankans are maintaining an averégesl of dogmatism (M=

4.56, SD=.72488).

As far as economic and political antecedents amcemed, majority of
customers strongly believe that the national econ@mmproving (M= 6.05,
SD= 1.46017) after the civil war and “Buy Lankardngpaigns are effective in
encouraging customers to buy local products. Fuyrtlsestomers strongly
believe that good governance in Sri Lanka is neddyi low. Therefore, mean
scores of good governance and economic competgssgeare below average.
However, people moderately trust that governmenicips are supporting
domestic companies.

Further, the mean value of ethnic affiliations waported as just below
average (M= 3.9, SD= 1.25001). Therefore, it isedothat a majority of Sri
Lankans show less allegiance toward ethnic subpgoBy the way, the most
important construct of the study is CET. As perdkeéails given in chapter two,
consumer ethnocentric levels of most the countaies moderate or low (see
table 2.2). The findings revealed that CET of Sxnkan customers are also in
the moderate level (M= 4.16, SD= 1.05765). Theesfdr provides a signal to
the domestic marketers, proving that there is nopmiitive advantage in the
local market in terms of consumer ethnocentrisrmared to other countries.

Finally, customer responses to brand equity dinogrssiwere taken for 10
FMCG brands identified in the recall test. Accoglio the customer responses,
brand awareness (M= 6.42, SD= .97328), brand assmti (M=5.95, SD=
1.02433) and brand loyalty (M= 5.07, SD= 1.0710B83alected domestic brands
belong to a high score range (5.00 - 7. 00). Howetle= mean of perceived
quality is just above average (M=4.14, SD= 1.0093bpt means generally, Sri
Lankan customers do not perceive domestic prodagtbetter in quality than
foreign alternatives. However, they are willingltoy domestic products based
on emotional attachments rather than rational eigns of products.
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5.7. Exploratory factor analysis (EFA)

The structural model of the present study can elell into two parts. In the
first part, the socio psychological antecedents #ed political and economic
antecedents become independent variables and CEdmies a dependent
variable. Socio demographic covariates and ethfilaion become moderating
variables in between those dimensions. The secanidop the model explains
the impact of CET on domestic brand equity subfecinoderating impact of
ethnic affiliation. CET consists of a 10 item versiof CETSCALE which was
validated in cross cultural contexts and found & Having a good internal
consistency (e.g. Luque-Martinez et al. 2000). lkentit was adapted to Aker’s
(1996) brand equity model as a commonly acceptedeinto determine the
CBBE. Therefore, CET was considered as an unidiimeait construct and
domestic brand equity was considered as multi ditiai@al constructs for the
study. However, antecedents of CE were identifigdddected items of various
scales developed by previous researchers. Therdfweaesearcher performed
EFA with the purpose of re-examining whether itan@uded in the constructs
were being grouped into the same antecedents figeintiom previous literature
and to identify a smaller number of composite \#ea in the antecedents of
CE. Further, it was used to improve the discrimenatlidity of the measurement
instruments and to address the multicollinearityués associated with the
independent variables of the model (Williams et2010). Therefore, other
multivariate techniques can be made more parsinagnidccordingly, EFA was
performed for socio psychological antecedents antitigal and economic
antecedents separately.

Initially, the sample size should be sufficientpgerform the factor analysis.
According to Tabachnick and Fidell (1996), at 16280 observations are needed
for factor analysis. Also according to Hair et2010) that sample size should be
100 or more for the factor analysis. Moreover, Geyreind Lee (1992) claimed
that a sample of 500 is very good and more tha® 19@n excellent size of the
sample for performing factor analysis. After thetadacreening process, 542
guestionnaires were used for the data analysiseoptesent study. Therefore, it
Is noted that this sample is extremely sufficienpérform factor analysis for the
data set.

5.7.1. EFA of the socio psychological antecedents

In the measurement instrument used in the maineguisocio psychological
antecedents consisted of 34 items which were useddluate eight constructs.
Accordingly, the researcher initially tested whettie data set fulfilled the basic
requirements for the factors analysis.
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As far as factorability is concerned, the researanhdially made visual
examinations of the correlation to determine thiemixof statistical significance.
According to Tabachnick and Fidell (1996) corraaticoefficients should be
significant in order to determine the factorabilitfythe data set. However, Berry
and Feldman, (1985) noted that if the inter itemraations are greater than 0.8,
it is evidence of high multicollinearity. Accordirig the correlation matrix given
in annexure 5.2, 252 of the 273 correlations, (&).are significant at both 0.01
and 0.05 significance levels, which provide an adég basis for proceeding to
an empirical adequacy of factor analysis for eaahable. Further, there is no
strong positive or negative correlation between pay of items. Therefore,
multicollinearity is not a problem for these dafa. sum up, all variables in the
matrix correlate fairly well and none of the coatedn coefficient is particularly
large; therefore, there is no need to considerieditmg any questions at this
stage.

Further, researchers should test the sampling adgqgby using Kaiser-
Meyer-Olkin (KMO) test (Kaiser, 1970) and Sphesiciby Bartlett's Test
(Bartlett, 1950). Since this data set represent8880of KMO value, it indicates
that patterns of correlations are relatively com@aa so factor analysis should
yield distinct and reliable factors. The measur¢ghefsampling adequacy (MSA)
looks not only at the correlation, but also at ¢rais between variables.
Examination of the values for each variable, afiatsles that have MSA values
above the acceptable range (0.5). Bartlett's measemployed for testing the
null hypothesis that the original correlation mais an identity matrix. If the R
matrix were an identity matrix then all correlatiooefficients would be zero.
Therefore, some relationship between variables Idhba reported for using
factor analysis. Accordingly the researcher shaeagt the significance of Chi-
Square (i.e. have a significance value is less h#&5%). If Chi-Square is
significant, it is implied that the R-matrix is nah identity matrix and that there
are some relationships between the variables tbpé to be included in the
analysis. For this data set, Chi-Square 6.71143Baftlett’s test is highly
significant (p<0.001), and therefore factor anaysiappropriate.

Principle component analysis was conducted foraektyn of factors. There
were 07 factors reported eigenvalues greater tHafs@e Scree plot 5.1) and
total variance of those factors was 62.27%. Thamaether subsequent factors
explain only a small amount of variance. Accordingkaiser’s criterion when
the sample size exceeds 250, the average comnyuisaditeater than 0.6. In this
model, the average communality is 0.6 (16.34/21)iars satisfactory condition
for the EFA of those antecedents.
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Figure 5.1: Scree plot for socio psychological antedents
Source: Survey data, 2013

The model rotation was done with the VARIMAX rotati process. Factors
loading greater than 0.4 were only remained indbgut due to suppress the
loading. According to the table 5.8, 27 items wkraded into 07 factors and
reported a high degree of Cronbach's alpha vatresaich factor (above 0.65).

The findings revealed that one item from patriofi$wo items from national
identity, two items from cosmopolitanism and orertfrom world mindedness
were deleted due to factor loading values whicheweported as below 0.4. It is
evidence that respondents found it difficult totidiguish those items from the
other items of the questionnaire. Further, two #ewh patriotism were loaded
into conservatism. Therefore, factor one was remaa® “Conservatism and
Patriotism” and the original number of socio psyohaal antecedents was
reduced to 7 variables. The most important findsthat except patriotism and
conservatism, other all items were loaded intoeespe constructs.
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Table 5.8: Summery of EFA of the socio psychologitantecedents

Factors Factor Eigen Variance Cronbach's Communality
Loading values Explained alpha
Conservatism and 6.558 22.612 0.873
Patriotism (7 items)
CON1 .822 .688
PAT1 .804 724
PAT2 762 679
CON3 749 .620
CON2 .704 .613
PAT3 .636 .652
CON4 552 612
Collectivism (3 items) 3.770 12.998 0.854
CoL2 .894 .826
COoLs3 .881 .836
CoL1 776 .639
Materialism (3 items) 2122 7.290 0.832
MAT?2 .849 .826
MAT3 817 .836
MAT1 715 .639
Cosmopolitanism (4 items) 1.648 5.682 0.710
COS3 .809 702
COSs2 715 .590
COs4 .689 .550
COs1 597 397
National Identity (4 items) 1.583 5.457 0.739
NI4 .780 715
NI2 .602 464
NI5 .550 .606
NI3 434 475
World mindedness (3 items) 1.260 4.345 0.689
WM3 713 .606
WM2 .669 .625
WM1 436 524
Dogmatism (3 items) 1.121 3.866 0.654
DOG2 .704 .624
DOG3 571 488
DOG1 460 490

Source: Survey data, 2013

5.7.2: EFA of the political and economic antecedest

Aliened with all the basic steps mentioned abovEA EHor political and
economic antecedents was conducted. Factorabilithata was again confirmed
by visual examination of correlations and KMO arattitt's Test. According to
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the correlation matrix (see annexure 5.3) all datien coefficients were
significant in 0.001 significant levels and did rioid any extremely high or low
inter item correlations. Therefore, it was assunhed the data set was free from
multicollinearity problem. KMO test was reported®1 and it assured that the
sampling adequacy for factor analysis is sufficielRturther, the results of
Bartlett's test show that Chi-Square 3.37833 islyigignificant (p<0.001), and
that factor analysis is appropriate for those adents as well.

Similar to the above section, principle componerdlgsis was employed for
the extraction of factors, and three factors idettiby observing greater than
Oleigenvalues (see Scree plot 5.2) and total vagiasf those factors was
60.73%.

Scree Plot
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Figure 5.2: Scree plot for political and economic istecedents
Source: Survey data, 2013

Further, communality of each factor was greaten & and the VARIMAX
rotation process was adapted to the rotation ofofacand all items were
reported as having more 0.4 loading values and dactor was reported
acceptable as in the range of Cronbach's alphasdimenary of factor loading in
political and economic antecedents is given ing&h9.
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Table 5.9. Summery of EFA of the political and ecaymic antecedents

Factors Factor Eigen Variance Cronbach’'s Communality
Loading values Explained alpha
Factor 01 (6 items) 5.135 36.675 0.878
BINE2 .864 177
BINE1 .845 .746
BINE3 .806 719
GG1 744 .636
GP1 649 593
GG2 596 492
Factor 02 (4 items) 1.956 13.968 0.726
PGl 821 714
PG2 .820 157
PG4 759 635
GG3 452 .256
Factor 03 (4 items) 1.412 10.088 0.706
EC2 .840 132
EC1 724 .613
EC3 .660 476
GP2 497 357

Source: Survey data, 2013

According to findings, all items of political and@omic antecedents were
loaded into three factors. However, it is noted thastomer perception towards
current government policies support domestic congsaand good governance
of the ruling parties were loaded to the other @hfactors. Accordingly, two
items of good governance were loaded into custonbedgef of improving the
national economy and the other item was loaded pndpaganda. Further, one
item of government policies supporting domesticitesses was loaded into the
customers’ belief about improving the national exag and one was loaded
into economic competitiveness. According to genenalerstanding, government
policies and good governance are essential faétordeveloping the national
economy and making economic competitiveness. Toerefextracted factor
structure can be justified with the reality prewvglin the country. Therefore,
political and economic antecedents were restrudtur® three factors named
customer belief about improving national economyoppganda to buy Sri
Lankan products and economic competitiveness ofd@atry.

5.8. Redefine hypotheses

As mentioned above, based on the results of the, BFfecision was made to
delete some latent variables from the initiallygoeed structural model due to
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poor discriminant validity. Accordingly patriotisnand conservatism was
combined due to some items of both constructs b&adged into the same
factor. Further, good governance and governmentipslsupporting domestic
businesses were removed from the proposed modetefdrne, it was decided to
amend hypotheses number one and two as follows.

H1: Socio-psychological antecedents are positivelygatieely associated with
CET. Specifically, (a) National Identity, (b) Conggism and Patriotism, (c)
Collectivism, (d) Materialism and (e) Dogmatism gesitively associated
with CET, and (f) Cosmopolitanism and (g) World deidness are
negatively associated with CET.

H2: Political and economic antecedents are positivelyegatively associated
with CET. Specifically, (a) propaganda, and (b) mmmic competitiveness
are positively associated with CET. and (c) theidbebf improving the
national economy is negatively associated with CET.

5.9. Empirical testing of the measurement model

Empirical testing of the structural model of thadst is involved in CFA and
path analysis of SEM. The model of the presentystuhsists of four main parts
to evaluate structural relationships. Those arg@ospsychological antecedents,
political and economic antecedents, CET and branditye dimensions.
Moderating variables were neglected in SEM as ostetistical techniques are
being adopted to evaluate the moderating effecteofelationship among main
constructs of the model. As SEM permits to asskssperformances of the
whole model and facilitates to control the meas@mnerrors with the help of
multivariate goodness-of-fit indices (Hair et.&010), it is important to develop
the structural model for the study to demonstrhte rhain relationship among
main constructs before conducting CFA separateljerdfore, the main
structural model for evaluation through SEM usingl®@S software package is
given in figure 5.3.

As mentioned above, the data set of the presemly stulfills the basic
assumptions to perform SEM in order to identify tteuctural relations of
proposed model. However, before evaluating thel f88M model given in
figure 5.3, CFA for main sections of the structumadel was conducted and
possible modifications were performed to improvedyuess of fit in the model.
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Figure 5.3. Measurement model
Source: Developed by the researcher
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5.10. Confirmatory factor analysis (CFA)

According to Byrne (2009) CFA can be used to detteerwhether the sample
data is compatible with the hypothesized modelhaf study. Further, it has
power to test uni dimensionality of data and toleate to what extent the data
structure is confirmed with the theory (Hair et.@010). The findings of CFA
further provide guidelines to modify the structunabdel as well. According to
the nature of the proposed model, CFA was conduunidly in four categories
of variables and appropriate modifications were enadimprove the model fit.
Further, maximum likelihood estimation procedureswselected as the best
method to conduct CFA as normality is assured i@ tlata set. Further,
goodness-of-fit indices and factor loading was cered to examine how far
empirical data fit the proposed model and modifaratindices were used to
make some modifications to the indicators of the&caé constructs. As
Mentioned in chapter 4, threshold levels of modeihflices are summarized in

table 5.10.
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Table 5.10. Fit indices

Model fit Recommended Level Model fit Recommended

Measure Measure Level

CMIN/DF Below 2 (below 5 is adequate) AIC

RMR Less than 0.05 ECVI Should be smaller

GIF CFl

AGFI Closeto 1 NIF

RMSEA More than 0.05 (in between | IFI Greater than 0.90
0.08 and 1.00 is excellent

CN Greater than 200 TLI

Source: Developed by the researcher based on prevViweture

The model fit indices given in above table were lxygd to evaluate each
CFA model and the final structural model of theser study. Therefore, all
modifications were done for the improving of thasdices of respective models.

5.10.1. CFA for socio psychological antecedents

As per the structural model given in figure 5.3,imha7 constructs were
identified as socio psychological antecedents frBRA. Those constructs
consist of 27 items. Those items were used to CFAogio psychological
antecedents and initial results are given in t&bld. According to the initial
findings COS 1, NI3, WM3 and DOGS reported pooidiog to relevant factors.
Therefore, those items were deleted. Further,ainfit indices revealed that
CMIN/DF is below 5 but p value is significant (p£00 Further, RMSEA was
below 0.05 (RMSEA = .045) and NIF, CIF, IFI, andIMalues are below 0.9.
Further, other fit indices were also not in theegtable level. Therefore, the
initial findings revealed that the model was a pbbfor the data and needed
some modifications. Even though CON2, PAT3, and @Oig¢ported an
acceptable level of standardized factor loadingee modification indices
revealed that there are error covariances betwessetitems. It is an indication
of misspecifications in the model. Therefore, iteBON2, PAT3, and CON4
were deleted with the purpose of improving the nhddeindices. After the
modifications were done, the better fit model wdentified with reporting
acceptable level of all model fit indices (see ¢abl11). Further, composite
reliability of the remaining items was 0.744 andvds indicated that items are
reliable to measure seven socio psychological adtsds of CE. The empirical
results were summarized into table 5.11 and tha&l fuath diagram is given in
figure 5.4.
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Table 5.11: Results of CFA for socio psychologicahtecedents

ltem Statement ISL After modification
Stand: L | C.R. (t)

Conservatism and Patriotism (7 items)

CONL1 | I'would like to respect the traditions of Banka 0.75 0.71 17.522

PAT1 | I love my country. 0.84 0.86 22.174

PAT2 | | am proud to be a Sri Lankan 0.80 0.83 16.342

CONS3 | I'would like to respect the cultural norms®ifi Lanka 0.73 0.69 17.014

CONZ2 | I would like to respect the social order afl@mka 0.71 NA NA

PAT3 | Although at times | may disagree with the goweent, | 0.57 NA NA
my commitment to Sri Lanka always remains strong.

CON4 | | believe national security is most importaspect of 0.63 NA NA
the country

Collectivism (3 items)

COL2 | Individuals should stick with the group even throug | 0.88 0.88 17.263
difficulties

COL3 | Group success is more important than individuatess| 0.91 0.91 17.278

COL1 | Individuals should sacrifice self-interest for gp@up to | 0.67 0.67 12.563
which they belong.

Materialism (3 items)

MAT2 | Some of the most important achievements miliiclude | 0.93 0.93 22.432
acquiring material possessions.

MAT3 | Buying things gives me a lot of pleasure. 0.810.81 20.838

MAT1 | | admire people who own expensive homes, Gand, 0.63 0.63 15.480
clothes.

Cosmopolitanism (4 items)

COS3 | I like to try restaurants that offer food tisadlifferent 0.80 0.81 11.058
from that in my own culture.

COS2 | | enjoy being with people from other counttatearn 0.66 0.66 10.798
about their unique views and approaches.

COS4 | |1 like to observe people of other culturesee what 1 | 0.59 0.58 9.762
can learn from them.

COS1 | | am interested in learning more about pewple live in | 0.46 NA NA
other countries.

National Identity (4 items)

NI4 Sri Lankans are proud of their nationality 0.690.67 11.546

NI2 Sri Lanka has a strong historical heritage 0.560.55 9.850

NIS People frequently engage in activities thahidg them | 0.61 0.65 10.914
as "Sri Lankans”.

NI3 A Sri Lankan possesses certain cultural atteébuhat 0.40 NA NA
other people do not possess

World mindedness (3 items)

WM3 | Immigration should be controlled by an interoaal 0.42 NA NA
organization rather than by each country indepethyglen

WM2 | It would be better to be a citizen of the watthdn of any | 0.61 0.51 8.112
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particular country

WM1 | All national governments should be abolished an 0.63 0.63 8.851
replaced by one central government

Dogmatism (3 items)

DOGZ2 | My opinions and beliefs about the brands fit togeth | 0.80 0.69 8.170
perfectly to make a crystal-clear “picture” of fh@ducts

DOG3 | If you are “open-minded” in buying decisions, yoilw | 0.45 NA NA
probably reach the wrong conclusions

DOGL1 | The brands | believe as good for me are so conyplete| 0.47 0.57 9.231
true, | could never doubt about them

Fit Indices
CMIN/DF | RMSEA | RMR GIF AGIF | NIF AIC| ECVI| CFI| IFI TLI

Initial | 4.523 .045 0.71 0.69P0.684 | 0.741 703 | 12.34| .821.822 | .792

Final | 1.861 .081 0.044/ 0.8910.879| 0.912 92 | 7.56 | .985 .986 | .953

Composite reliability = 0.744

Note: ISL — Initial Standardize Loading
Source: Survey data, 2013
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Figure 5.4. Path diagram of CFA for socio psycholagal antecedents
Source: Survey data, 2013
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According to the path diagram of the final CFA miolde socio psychological
antecedents, there is no feedback effects amongnseucio psychological
antecedents except in a few cases. Mainly, NI a@tNEAT shows significant
covariance with reporting 0.41 correlation estirsatéurther, COS and DOG
reported a -0.36 correlation estimate and WM and TM#&eported a 0.48
correlation estimate. According to the empiricadulés, covariances of those
relationships were significant at 0.001 confidavel. These relationships can be
justified by the previous findings. For instanceirtington (1996) noted that the
national identity of people initially developed bdson the emotional attachment
of people towards their mother nations. Furtherntza(2002) argued that
nationalism consists of patriotic feelings and @mative values of individuals.
Further, Caruana (1996) claimed that when consumsieosy high dogmatism,
they are reluctant to learn the culture of othdroma. Further, they believe that
learning values of other cultures can damage tlwgisistent beliefs and attitudes
(Robero Suro, 2011). Even though more theoretinatifications were not
available to explain relationships between WM anéiTfyisome researchers (e.g.
Richins, 2004) argued that customers of develogiogntries show status by
consuming foreign brands and highly materialistgbean those countries show
openness to the world. According to the aforesagiraents, feedback effects
among socio psychological antecedents can be ctratgustified.

5.10.2. CFA for political and economic antecedents

According to the proposed structural model, theitipal and economic
antecedents were grouped into three factors inojudé items. The initial and
achieved results of CFA relating to those varialdes summarized into table
5.12.

Table 5.12: Results of CFA for political and econom antecedents

Iltem Statement ISL After modification
Stand:L | C.R. (t)

Improving National Economy (6 items)

BINE2 | | believe current economic growth of Sri Lank at 0.83 | 0.91 26.182
satisfactory level

BINE1 | | feel Sri Lankan economy is improving aftavil war 0.79 | 0.87 27.796

BINE3 | | believe Sri Lanka can achieve its developtriargets | 0.81 | 0.81 24.435
in near future

GG1 | believe current government does involve good 0.72 | NA NA
governing practices

GP1 | believe current policies of government fabtya 0.72 | 0.65 17.492
affects domestic brands

GG2 | believe government bodies are not involved in 0.53 | NA NA
corruption
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Propaganda (4 items)

PG1 | am aware of "Be Lankan, Buy Lankan” campsign | 0.75 | 0.75 16.348

PG2 “Be Lankan, Buy Lankan” campaigns encouragéane 0.92 | 0.92 17.283
buy domestic brands

PG3 | consider labels of local brands (e.g. Liogd)p in 0.72 | 0.72 12.564
purchasing decisions

GG3 | believe good governing practices of acouhtppto | 0.16 | NA NA
develop local firms

Economic Competitiveness (4 items)

EC2 | believe business firms of FMCG sector aranwav 0.71 | 0.71 11.967
sufficient production technology, marketing strémgt
product uniqueness, physical, capital, managekidé s
for competing with each other

EC1 | believe the business environment in Sri laank 0.75 | 0.76 13.472
provides opportunity to compete firms each other
EC3 | believe physical infrastructure, human resesy 0.56 | 0.57 10.642

regulatory requirements, and competition regulatiare
making good environment for the business.

GP2 | believe current policies of government disege 0.47 | NA

customers to buy foreign brands
Fit Indices

CMIN/DF | RMSEA| RMR | GIF AGIF| NIF AIC | ECVI | CFI IFI TL
Initial | 6.059 .047 0.71| 0.7260.702| 0.811| 525 | 9.36 | .887| .888861
Final | 1.215 .097 0.0460.902| 0.892| 0.934 | 71 6.22 | .960| .960943

Composite reliability = 0.861

Note: ISL — Initial Standardize Loading
Source: Survey data, 2013

The findings revealed that GG3 and GP2 reported stamdardized factor
loadings. Therefore, those two items were delekedther, it was noted that
GG1 and GG2 show cross loading and modificationcasirevealed some error
covariance among those items. Therefore, those vawables were also
eliminated. As far as model fit indices are conednin the initial model, all
model fit indices were not in the acceptable levdter modifications were
done, all fit indices came to an acceptable limd gignificant improvement of
composite reliability as given in table 5.12. Ferththe path diagram of the
modified model is given in figure 5.5 given below.
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Figure 5.5. Path diagram of CFA for political and €onomic antecedents
Source: Survey data, 2013

According to the path diagram, there is a strorgdiback effect between
BINE and PG reporting 0.68 correlation estimatestter, correlation estimates
between BINE and EC is 0.57. Therefore, covariammédsoth relationships are
significant at a 0.001 confidant level. Those felahips represent a theory as
well as the reality up to a certain level. Fortamge, some researchers (e.g.
Saffu et. al., 2010) argued that “buy local” cangoai can significantly impact
on improving the national economy. Further, somehaim (e.g. Hamin and
Elliott, 2006) argued that if customers believetttide national economy is
improving, propaganda programs are more effectrethe other hand, people
generally believe that economic competitivenes# isigh levels in the situation
of improving economic conditions in the country.cAcding to those arguments,
the CFA results in both theoretical and practi@bkpectives can be justified.

5.10.3. CFA for CET

CET was assessed based on the 10 version CATSCAbgloged by
previous researchers based on the initial CATSCAltE6duced by Shimp and
Sharma (1987). This model has been validated irerakcountries and has
reported a fairly high reliability and validity. €hefore, all 10 items were
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included into CFA of CET. The initial model and asked results of CFA after
modifications are summarized into table 5.13.

Table 5.13: Results of CFA for CET

ltem Statement ISL After modification
Stand: C.R. (t)
Loading
Consumer Ethnocentric Tendency (10 items)
CET1 | Only those products that are unavailable in Srikaan 0.62 NA NA
should be imported
CET2 | Sri Lankan products, first, last, and foremost 0.63 0.59 11.625
CET3 | Purchasing foreign-made products is un- Sri Lankan | Q.71 NA NA
CET4 | Itis not right to purchase foreign products, beesitiputs | Q.71 0.70 13.319
Sri Lankans out of a job
CET5 | Areal Sri Lankan should always buy Sri Lankan jicdd | 0 81 0.83 15.055
CET6 | We should purchase products manufactured in Stkdan Q.71 0.70 13.351
instead of letting other countries get rich from us
CET7 | Sri Lankan should not buy foreign products, becdhise | .75 0.77 14.341
hurts Sri Lankan business and causes unemployment
CET8 | It may cost me in the long run but | prefer to supsri 0.37 NA NA
Lankan products
CET9 | We should buy from foreign countries only thosedoiis | 0 .58 0.57 11.362
that we cannot obtain within our own country
CET10 | Sri Lankan consumers who purchase products made inQ 61 0.63 12.884
other countries are responsible for putting theliofv Sri
Lankan out of work
Fit Indices
CMIN/DF | RMSEA| RMR | GIF | AGIF | NIF | AIC | ECVI | CFI IFl | TLI
Initial | 8.261 0.45 0.14| 0.76000.734| 0.892| 655| 10.23 .888 .889856
Final | 1.952 .086 0.03 0.913.905/ 0.919| 81 | 6.60| .962 962943

Composite reliability = 0.842

Note: ISL — Initial Standardize Loading
Source: Survey data, 2013

According to the results of the initial model, CBTeported low standardized
factor loadings. Further, modification indices ralesl that CET 1 and CET3
have an error covariance. Therefore, those therasitwere deleted from the
CFA model. At the initial model stage, all modet fndices were not in
acceptable ranges. However, as given in table 5d&r the aforesaid
modifications all indices were improved to be adabfe ranges. Further,
composite reliability of the modified model was ogjed as 0.842. Therefore, 7
items were selected for the final model of the gtud
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5.10.4. CFA for brand equity

Brand equity was measured based on Aker’s (19%6)dbequity dimensions.
Accordingly it consisted of 04 dimensions with 18ms. This model was also
validated in different contexts by previous reskars and has been found to
have an acceptable level of reliability and vajidiTherefore, all items were
included into CFA. The initial model and achieveztsults of CFA after the
modifications, is summarized into table 5.14.

5.14: Results of CFA for brand equity dimensions

ltem Statement ISL After modification
Stand: C.R. (b
Loading
Brand Awareness (2 items)
BAl | can recognize “Brand X” among other competing.88 0.89 17.168
brands in respective product categories
BA2 | can quickly recall the symbol or logo of “Bra 0.84 0.83 15.748
X" in given product categories
Brand Association (5 items)
BASSO1 | |feel | got the right selection since when 0.53 NA NA
consuming product made in Sri Lanka (Sincerity )
BASSO2 | Using a product of Sri Lanka provides me an | 0.59 NA NA
absolute sign feel (Excitement )
BASSO3 | | like the company which makes “brand X” 3.8| 0.83 23.878
BASSO4 | | would feel proud to own products from the 0.84 0.84 24.366
company which makes “brand X”
BASSO5 | | trust the company which makes “brand X” 890. | 0.86 26.911
Perceived Quality (3 items)
PQ1 “Brand X” offers products of very good quality | 0.93 0.93 35.426
PQ2 “Brand X” offers products of consistent quality | 0.90 0.90 33.237
PQ3 “Brand X” offers very reliable products 0.91 9D. 34.531
Brand Loyalty (3items)
BL1 | consider myself loyal to “brand X” 0.83 0.83 | 22.647
BL2 “Brand X” would be my first choice 0.89 0.89 2438
BL3 | would like to recommend “brand X” for others | 0.89 0.89 25.841
Fit Indices
CMIN/DF | RMSEA| RMR | GIF AGIF| NIF AIC| ECVI | CFI IFI TIL
Initial 4.206 0.48]| 0.71 | 0.731] 0.719| 0.901 | 675| 8.98 927 .927903
Final 1.305( 0.091|0.041| 0.897| 0.878| 0.916| 84 | 6.15 976| .976965
Composite reliability = 0.812

Note: ISL — Initial Standardize Loading
Source: Survey data, 2013

The findings revealed that all items are fairlyded into four dimensions. At
the initial stage of the model, some fit indicesravat a satisfactory level.

151



However, RMSEA, RMR, GIF, AGIF and AIC should berther improved.
Therefore, BSSO1 and BSSO2 were deleted baseceaerrdr covariance found
in modification indices. After modification, all dices were improved to an
acceptable level. Therefore, altogether 11 iterasewconsidered for the final
model to represent brand equity dimensions. Furtier path diagram of the
modified model is given in figure 5.6.

The results of the path diagram revealed 03 sicamti feedback effects
among brand equity dimensions. First, the signifiaalationship was detected
in between BL and PQ. The corresponding correlagstimate was reported
0.85. Further, between BSSO and BL, it was repatéd3 correlation estimate.
Further, feedback effect between BA and BSSO wawrted as a 0.62
correlation estimate. The empirical results furtimevealed that covariance
among those variables are significant at a 0.0dfidence level.
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Figure 5.6. Path diagram of CFA for brand equity
Source: Survey data, 2013

5.11. Overall results of measurement model

To date, the main sections of the measurement mwelel validated based on
CFA. Further, the model fit of endogenous and ewoge variables were
assured by using relevant modifications. In th@acpss, some items were deleted
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to improve the model fit indices and the composaiability of the structural
model. The initial model consists of 64 items afteg EFA for antecedents of
CE and 16 items were eliminated based on the noadiidin indices revealed in
CFA. Out of them, 07 items were deleted from sgsgchological antecedents
due to low factor loadings and error covariancertttar, as the CFA model
suggested, 04 items were discarded from politindl @conomic antecedents due
to low factor loadings and several cross loadirsgies. In the proposed model,

10 items of CETSCALE were included to measure CEd@ anly 07 items
remained after modification of the model fit. FigalD2 items were deleted from
brand association for modification of the CFA modefl brand equity
dimensions. Therefore, the final measurement maodaskists of 48 variables.
After excluding aforesaid variables, the model ifidices and composite
reliability was substantially improved. The summafythe model fit indices

after modification of CFA models are summarized itable 5.15.

Table 5.15: Summary of fit indices

Overall Socio Political and | CET Brand equity
Model fit | psychological | economic dimensions
measures antecedents | antecedents

CMIN/DF 1.861 1.215 1.952 1.305
RMSEA .081 .097 .086 0.091
RMR 0.044 0.046 0.031 0.041
GIF 0.891 0.902 0.913 0.897
AGIF 0.879 0.892 0.905 0.878
NIF 0.912 0.934 0.919 0.916
CFI .985 .960 962 976
AIC 92 71 81 84

ECVI 7.56 6.22 6.60 6.15

CN 214 225 210 214

IFI .986 .960 .962 .976

TLI 953 943 .943 .965
Composite 0.744 0.861 0.842 0.812
reliability

Source: Survey data, 2013

Therefore, the final model was tested by usingabédi and validated 48
measurement items with the purpose of identifyhmgliest fitted model for final
evaluations. Therefore, the initial standardizedtda loadings for the SEM
model were estimated and the model fit indices akack that the final model
reasonably fits with the data set. According tdeah16, RMSEA, NIF, CIF,
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IFI, and TLI were reported as acceptable valuesvéder, CMIN/DF, RMR,
AIC, ACVI, GIF, AGIF and the composite reliabilitgf the model should be
further improved to ensure the model fit for thaafievaluation. Considering this
situation, findings of the initial model were fuethevaluated with the purpose of
identifying possible causes for decrementing of thedel fit. Evaluation of
modification indices revealed that the regressi@ights and initial covariance
reported relatively high score parameters. CFA yamalof socio psychological
antecedents revealed that NI and CONPAT, COS and AWM and MAT
show significant covariance. Therefore, the stmadtinodel was modified by
drawing respective covariance paths. Even thougA @falysis revealed some
significant covariance among brand equity dimersiatovariance cannot be
estimated among them as those dimensions have betdependent variables of
the overall model. Therefore, the path link wasaglrdo link those dimensions
from BA to BASSO, BASSO to BL, and PQ to BL. Accogly, the modified
model was tested in ad- hoc basis and revealethsiasuially improving of the
model fit indices. However, it was not improved upthe expected level of
composite reliability, RMA and AIC. The evaluatioh the modified indices of
ad- hoc model noted that there is a strong covesidmetween BINE and
CONPAT. Further, PG shows strong covariance with Ntcordingly two new
covariance paths were included to the model by eciimg those variables too.
After the aforesaid modifications, it was conside®@s a final measurement
model due to the acceptable level of model fiteedi(see table 5.16)

Hair et.al. (2010), noted that additional path #rdan be included only with
theoretical support. According to previous literatit is possible to link BINE
with patriotism tendencies of customers (Conoveld &eldman 1987). Chen
(2011) further noted that high patriotic people dawndue beliefs about
improving their national economy rather than otleeuntries in the world.
Further Hamin and Elliott, (2006) argued thdiuy local campaigns could
develop internal motivation of the people to depedostrong national identity.

As far as brand equity is concerned, the selectedemconsists of four
dimensions of brand equity. Accordingly, four dirmgms of brand equity in the
proposed model were identified as separate exogevanables. However, Aker
(1990) has proposed that those dimensions arednterected and that they are
used for determining the overall brand equity a$l. ieirther, the interrelations
of those dimensions are justified by Keller (2000) his CBBE model.
Therefore, it can be reasonably assumed that leguily can directly influence
brand association. Further, brand association daactly influence brand
loyalty. According to the CFA results, brand awa®s and brand association
show significant associations to perceived qualilowever, the findings
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revealed that perceived quality has a direct impédirand loyalty. Therefore,
newly added path links can be justified by the tiiedfter new modifications,
the final SEM model is given in figure 5. 7.

5.16: Model fit indices of final model

Fit Indices Models

Overall measurement Model | Modified Final Model
CMIN/DF 2.711 1.924
RMSEA 0.72 .083
RMR 0.62 .043
GIF 0.892 914
AGIF 0.866 .904
NIF 0.907 .928
CFl 0.912 .944
AlIC 521 124
ECVI 8.544 6.622
CN 198 226
IFI 911 .945
TLI .902 927
Composite 0.671 0.801
reliability

Source: Survey data, 2013

5.11.1. Validity of final model

As a part of the final model testing, correlatidoetween all latent variables
were examined with the purpose of gaining fundaalethioretical precision of
the data set. It will assist in determining thesEngent and discriminant validity
in the final model. Furthermore, the average vaeaextracted (AVE) of each
variable was calculated separately. AVE was contgpaga sum of the squared
standardized factor loadings divided by the numbgrntems. Accordingly,
bivariate correlation among each latent variableé ANE in the final model is
presented in table 5.17.

According to the correlation matrix given in tabbel9, all independent
variables correlate with the main dependent vaemiCET and Brand equity
dimensions) from low to moderate level. In additi@ny of the correlation
coefficient in the matrix did not exceed the comimoseliability of the model
presented in table 5.9. Moreover, the average ivegiaxtracted (AVE) estimates
of each latent variable was larger than the squerei-construct correlation
estimates (SIC). Therefore, it can be reasonaldyrased that the discriminant
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validity of the finally selected items of the modsl assured (Campbell and
Fiske, 1959).

Additionally, the average variance extracted (AME)each latent variable
exceeded 0.5 and the composite reliability wasntedaas 0.81 (more than 0.70).
And, all model fit indicators achieved acceptabknges. Hence, it was
concluded that convergent validity of the conssuof the final model is
provided.

As emphasized in the theory, some independenthlasdantecedents of CE)
positively correlate and some of them negativelyralate with dependent
variables. According to the findings all squredertonstruct correlation
estimates (SIC) reasonably represent the theohus,Tthe nomological validity
of the final model has also been demonstrated.

As discriminant validity, convergent validity, amemological validity were
assured in the final model, the empirical resutts be used for the testing the
relevant hypotheses of the study.
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Figure 5.7: Final structural model
Source: Survey data, 2013
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Table 5.17: Squred inter item correlations (SIC) ad AVE

\"Al

1 2 3 4 5 6 7 8 9 10 11 12 13 14 11
NI 0.529

CONPAT | .524 | 0.602

COL 284" | 297" | 0.684

MAT 140" | 2237 | .091 | 0.638

COS .107| .158" | .100 | .353" | 0.553

WM -.020| -.091 | -.023] .359" | .392" | 0.571

DOG 223 | 2217 | 222" | 367 | .182 | .291 | 0.783

BINE 226 | 245 | 237 | .168" | 202" | .089 | -.002|0.663

PG 308 | 208" | 277 | 265 | .183" | .068| .278" | .378" | 0.637

EC 180 | .338" | .183" | .283 | .171 | .150 | .306 | .399 | .34Z | 0.556

CET 186 | 199" | 259" | .076| .115 | .190 | .133" | .441 | .440 | .315 | 0.550

BA 278 | 242" | .040| .128 | .171° | .056| .217 | .132° | .215 | .182 | .088 | 0.697

BSSO 079 .137° | .048| .093 | .198" | .168" | .350" .045| 138" | 263" | .108 | .541 | 0.588

PQ 169 | 246 | 124 | 172 | 1169 | 224" | 374 .035| .171 | .267 | .096 | .505 | .754 | 0.774

BL 148" | 207" | .076| .151" | .175 | .178" | .408 .065| 243" | 263" | .111 | .499 | .748" | .780 | 0.574

Note: AVE is given in bold test in the table.
Source: Survey data, 2013



5.11.2. Empirical results of Final SEM model

The final SEM model of the study presented in fegs.7 reveals the
covariance of each variable of the final model.r€fere, the empirical results of
final model should be analyzed to precisely dematestthe relationship among
the constructs of the study. The empirical resudtge been summarized in table
5.18.

According to the empirical results of the SEM asay 17 path links and 07
feedback effects (covariance paths) have beentezpdrhe results revealed that
national identity and CET has a significantly pesitrelationship: reporting .409
of corresponding path coefficient. The t value a1522 was significant at 0.001
confidence level. Furthermore as supported by theaonservatism and
patriotism also positively correlate with CET: refoag .467 of path coefficient
and 9.3412 of t value (p< 0.001). Even though thevipus literature
emphasizes that collectivism and materialism argtive antecedents of CET,
the empirical results of the present study impht thoth variables demonstrate
negative relations to CET in the present study exintCorresponding path
coefficients of collectivism and materialism wer&l4 and -.155 respectively.
However, the t values of those relations are nghicant (collectivism- t
=1.3411, p= .336, materialism —t= 2.0945, p= .08&)the researcher expected,
dogmatism displayed a strong positive relationstith CET. It reported .387 of
path coefficient and 7.4423 (p< 0.001) of t value.

According to theoretical arguments, cosmopolitanissmd world mindedness
should prove to be negative antecedents of theoe#miric tendencies of
customers. In keeping with the above theory, tlesent study discovered that
both antecedents are negatively related to CET.edew only cosmopolitanism
has a significantly negative relationship: repatitB871 of path coefficient and -
6.1833 of t value (p< 0.001).

As far as political and economic antecedents aneexmed, the propaganda of
‘buy local campaigns’ implemented by the governmbéas a significantly
positive impact on CET. The corresponding pathfoa@eht was reported as .322
and t value (8.0501) was significant at 0.001 aterice level. Moreover, the
economic competitiveness in Sri Lanka was alsogaifstant antecedent of
CET. The respective path coefficient was .258 and30 of t value significant
at 99% confidence level. The positive relationdbgpnyeen consumer perception
about improving national economy and CET has aksenlbreported. The path
coefficient between those two constructs was .3&Y tavalue was 6.7962 (p<
0.001).
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Table: 5.18: Path links of final model

Path links Path SE. |CR.()|P
coefficient

National Identity -» CET 409.109| 3.7522| ***
Conservatism/Patriotism=p  CET A467050| 9.3412| ***
Collectivism -» CET -.114.085| -1.3411| .336
Materialism =» CET -.155074| -2.0945| .088
Dogmatism =» CET .387052| 7.4423| ***
Cosmopolitanism =-»  CET -.371060| -6.1833| ***
World mindedness -> CET -.13361| -2.1803| .016
propaganda —p> CET 322 .040| 8.0501| ***
economic competitiveness = CET 25824 10.750] ***
Improving national economy=»  CET .367054| 6.7962| ***
CET =» Brand Awareness .376059| 9.7627| ***
CET - Brand Association 478! .050| 95601 | ***
CET - Percieved Quality .159.068| 2.3382|.010
CET = Brand Loyalty .324.083| 3.9036| ***
Brand Awareness=» Brand Asso. .38M58| 6.5517| ***
Brand Asso.- Brand Loyalty A451.061| 7.3934| ***
Percieved Quality=»  Brand Loyalty A79052| 9.2115| ***
Feedback effects (Covariance) Estimate S.E. C.R. P
CONPAT<--> NI 502 .053| 9.405| ***
COS<--> DOG -.327 .047| -6.916| ***
MAT<--> WM A402| .056| 7.227| ***
BINE<--> PG 571 .079| 7.235| ***
BINE<--> EC 539 .071] 7.606] ***
CONPAT<--> BINE 261 .042| 6.218] ***
PG <--> NI 327 .047| 6.916] ***
*** p< 0.001

Source: Survey data, 2013

The influences of CET on brand equity dimensiongeHzeen demonstrated in
the second phase of the research model. Brand yegiumensions were
operationalized based on Aker's (1996) reputed deuity model. According
to the results of the SEM analysis, awareness ofiedtic brands is highly
influenced by CET. The corresponding path coefficigas reported as .576 and
t value (9.7627) was significant at 0.001 confidetevel. Similarly, CET has a
significant positive impact on brand associationl #&oyalty towards domestic
brands as well. The particular path coefficientsemeported as .478 and .324
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respectively. The t values in both cases weraifsignt at 99% confidence
level. Additionally, empirical results indicatedat CET has not a significant
impact on the perceived quality of domestic braddee respective t value was
2.3382 and it was not significant at 99% confideteeel. According to the

empirical results, highly ethnocentric customersynmot perceive that the
qguality of the domestic brands is relatively highem compared to imported
brands in the FMCG sector.

The above mentioned path links were initially sigigd by the hypotheses of
the study. However, another 10 significant relagiomere recognized in the
process of modifying the final model for improvitige model fit. Accordingly,
03 path links were reported among brand equity dsias and 07 covariance
links showed the feedback effects among the seleargecedents of CE.
According to the path links, brand awareness ragraficant positive impact on
brand association. It was reported .380 of patlfficoent and 6.5517 of t value
(p< 0.001). Furthermore, brand association is tiydmked with brand loyalty
towards domestic brands. The coefficient of theoeesve path link was .451
and corresponding t value was significant at 99%fidant level. However, the
strongest path coefficient among the brand equitgedsions was reported
between perceived quality and brand loyalty. Accagly perceived quality
made a significant impact on brand loyalty by réipgr.479 of path coefficient
and 9.2115 of t value (p< 0.001).

In addition to the path link relations, feedbacfeefs revealed that COMPAT
and NI strong positive covariance. The correspandiovariance estimate was
502 and t value was 9.405(p< 0.001). Remainingsistent with the theory,
COS and DOG show significant negative covarian¢e fespective covariance
estimate was - .327 and t value was significan6.@16, p< 0.001). Moreover,
WM has reported a significant positive covariandgthWIAT by reporting .402
of covariance estimate and 7.227 of t value (p©0.0As far as the political and
economic antecedents are concerned, BINE reportesigrificant positive
covariance with PG by reporting .571 of covariaesgémate and 7.235 of t value
(p< 0.001). Also, the covariance estimate betwRNE and EC was .539 and
the respective t value was significant at 0.001fidence level. In the final
modification of the structural model, the researcheted that there exist two
significant relationships between the socio-psyopiial antecedents and
political and economic antecedents. Accordingly, NBE@AT was reported to
maintain a significant positive covariance with tBENE. The corresponding
covariance estimate was .261 and t value was 6(g480.001). Finally, PG
exhibits a significantly positive covariance witd. N'he respective covariance
estimate was .327 and t value was 6.916 (p< 0.001).
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5.12. Analysis of moderating influences

In the path analysis of the structural equation ehdithe researcher considered
only the relationship of independent and dependantables. Therefore, the
relationship between antecedents of consumer e¢imtieem and CET and the
impact of CET on brand equity dimensions were aeyin the above section.
As described in chapter three and four, there w&cemoderating variables in
the initial conceptual model. In the first phaseled model, socio demographic
covariates and ethnic affiliation were proposed nagderating variables in
between antecedents and CET. In the second phlase efffiliation was the
only moderating variable in between CET and bramgitg dimensions.
Therefore, moderating influences of those two \des will be discussed in the
following section.

5.12.1. Moderating influence of socio demographicowariates

According to the conceptual framework, five demgdpa factors were
recognized as socio demographic covariates. Thoseage, gender, income,
education, and ethnicity. Further, several categotnder each demographic
factor with considering characteristics of the &rgopulation of the study were
identified. As mentioned in chapter 04, step wisgdrchical regression analysis
was adopted to analyze moderating impact of theseodraphic factors on the
relationship between antecedents and CET. In tlosgss, a basic regression
model was developed by considering all the finablected antecedents as
independent variables and CET as the dependerdbl@riThen, contingency
models were developed by including demographimfacseparately. Therefore,
five multiple regression analysis were conductedaimpare with the base model
and a change in Rof each contingency model was used to determine the
moderating impact of demographic factors on theati@iship between
antecedents of CE and CET. The summary of regresanalysis is given in
table 5.19.

The results of regression analysis revealed thae baodels describe
explanatory power of each independent variable awmiththe influence of
moderating factors. Accordingly, NI, CONPAT, COSD0, BINE, EC and PG
become significant explanatory variables of CETcdmtingency model 1, age
was included as another independent variable atetinbat corresponding beta
coefficient is significant at 0.05 level (b= 0.19%; 2.588). Therefore, age can be
considered as a variable influencing the degre@tdf of the customers. Further,
change in Rwas reported as 0.016 and it was significant@t @evels. It further
justified the significant drop of constant value tife regression model.
Therefore, it can be concluded that generally, tletionship between
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antecedents of CE and CET is moderated by the hgestomers. As far as
individual variables are concerned, the explanapmyer of CONPAT, NI and
COS has been significantly changed by the influexidbe consumer’s age.

The contingency model 2 was calculated by considethe gender of the
respondents as an additional variable. It was tedethat B value was not
changed in the new model. Further, the constantevaf the regression model
was not considerably reduced. Furthermore, indaliduariables were not
changed significantly. Therefore, the researchaclkmled that gender is not a
moderating factor for the relationship among indeent and dependent
variables. Further, beta coefficient of gender iegplthat it has very low power
as an explanatory of CET as well.

Contingency model 03 has analyzed the moderatipgamof income. As the
researcher expected? Rvas changed by 0.025 and it was significant at 0.0
confidence level. Beta coefficient of constant ealwas also reduced
considerably. Therefore, it is noted that the inedmas a significant moderating
impact on the relationship between antecedents 6fa@d CET. As far as
individual variables are concerned, the income udt@mers has significantly
influenced the impact of MAT, COS and BINE on CHETrther, the income of
the consumer shows significant explanatory powe€B&il with reporting 0.195
of beta value and 2.556 of t value (p< 0.01).

According to the regression output of contingenodel 04, change inRvas
reported as 0.08 and significant at a 95% confidelavel. The constant
coefficient was also reduced by a considerable amdtnerefore, education can
be considered as another moderating factor infingnihe relationship between
antecedents and CET. Further, in compliance walttleory, the education level
has a significant impact on CONPAT, WM, BINE and R@ividually. The
findings further revealed that the education lewélcustomers becomes a
significant explanatory factor of CET.

In the final contingency model, it was analyzed ti@ moderating impact of
ethnicity of consumers on the relationship betwastecedents of CE and CET.
The findings show that change if Ras 0.012 and it was significant at a 0.01
confidence level. Further, constant coefficientalso reduced considerably.
Therefore, it is concluded that ethnicity is a #igant moderating variable in
the present research context. Further, the impabli,o0CONPAT, COS, BINE
and PG on CET was individually influenced by thienat group of consumers.
Finally it was noted that ethnicity has a signifitafluence of CET as well.
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Table: 5. 19: Results of hierarchical regression atysis (ACE)

Base model Contingency 1 | Contingency 2| Contingenc$: | Contingency 4| Contingency: 5

Coif t Coif t Coif t Coif t Coif t Coif t
Constant 482 3.274 .370 2.571] 481 3.1811 428 02.7[7.386 2.725| .420 2.031
CONPAT 4221 9.1521| .368| 8.492| .421| 9.1501| .420| 8.830| .360| 8.192| .343 8.231
NI 390| 37213 .373| 3.166 .300| 37213 .300| 3.7213| 385 SO 36| 3847
COL -117| -1.797| -.116| -1.804| -.119| -1.803| -.116| -1.804| -.119|-1.803| -.116 -1.804
MAT -.148| -1.540( -.150| -1.553| -.149| -1.547| -.168| -2.563| -.150]| -1.553| -.149 -1.547
COoSs -401 -6.176| -.420| -6.232| -.401| -6.176| -.458| -6.450| -.401|-6.176| -.452 -6.427
WM -.128| -2.787| -.120| -2.398| -.128| -2.787| -.128| -2.787| -.213|-5.005| -.126 -2.594
DOG 390 4.238| .386| 4.207| .389| 4.240| .389| 4.240| .386| 4.207| .386 4.207
BINE .363| 6.453| .358| 6.429| .361| 6.401| .295| 3.527| .296| 3.428| .274 3.455
PG 323 7.256| .322| 7.250| .323| 7.256| .323| 7.256| .226| 4.271| .291 4.860
EC .262| 8.632| .261| 8.628| .261| 8.628| .262| 8.632| .262| 8.632| .261 8.628
Age 191 2.588
Gender .005]| .033
Marital
Income 195  2.556
Education .156| 2.510
Ethnic Group -.165 -3.381
Model
R? .602 .618 .602 .627 .610 .614
Adj: R? 578 581 562 .587 574 576
F 27.407 25.521 24.850 27.211 24.473 24.847
Change in R sq 0.016** .000 0.025** 0.08* 0.012**

” p< 0.01, p< 0.05
Source: Survey data, 2013




5.12.2. Socio demographic covariance and CET

In the above section, the researcher mainly elaébdrde moderating role of
demographic factors and the explanatory power otdhvariables on CET.
According to the analysis, it was noted that exgggrider, all other demographic
factors are playing moderating roles in the progoseodel. Further, those
variables become explanatory variables of CET on irdividual basis.
Therefore, one way analysis of variance (ANOVA) wasried out with the
purpose of testing whether there is a significafiéience between demographic
characteristics of Sri Lankan customers and théinazentric tendencies. The
summary of the ANOVA test is given in table 5.20.

Table 5.20: Summary of ANOVA test 1

Sum of df Mean F Sig.
Squares Square
Age 17.781 3 5.927 5.102 .001
Gender 194 1 .186 167 .692
Income 10.338 4 2.585 2.216 .002
Education 9.577 3 3.192 2.702 .004
Ethnicity 40.368 3 13.456] 12.029 .000

7 p<0.01, p< 0.05
Source: Survey data, 2013

According to the results in table 5.20, there @gmificant difference of CET
across age (F= 5.102, p< 0.05), income (F= 2.2¥6005), education (F=
2.702, p< 0.05) and ethnicity (F= 12.029, p< 0.0%jlowever, there is no
significant differences in the gender (F= .167, P¥5) of respondents.
Furthermore, a Turkey Post-hoc Test (see annexierévealed that young
customers display less ethnocentric tendency coedptr elderly people. For
instance, the mean differences given in the post test revealed that the
consumers aged between 18 and 34 show less CETarsimers who are
above 60 years show strong ethnocentric tenderfeigther, low income earners
have more ethnocentric feelings compared to ridpjee Similar to the income,
highly educated customers are less CET comparethdse who have not
completed their education. Therefore income leaal$ education are negatively
correlated with the ethnocentric tendency of cust@mn Sri Lanka. As far as
ethnicity is concerned, Sinhalese show strong CEfpared to other ethnic
groups, surprisingly Tamil customers are more atbntric than Muslims.
Finally, the mean differences revealed that othgonty ethnic groups show a
high degree of ethnocentric feelings than Muslirmownities. Therefore, one
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could state that Muslims are less ethnocentriceirms$ of buying domestic
brands.

5.12.3. The moderating influence of ethnic affiliabn on CET

Ethnic affiliation was identified as a unique vét@of the proposed model as
it is a timely and important issue in Sri Lankeeafthree decades of a prolonged
civil war. Hypotheses 4 and 5 of the study are tgaiconcerned about
moderating role of ethnic affiliation in the mintes of the country. Therefore,
the moderating effect of ethnic affiliations on thelationship between
antecedents of CE and CET was assessed. Subsgqethtiic affiliations of
different ethnic groups were separately assesséu twe purpose of further
clarifying this issue relating to the minority gpmiin the country. Similar to the
above section, the step wise hierarchical regresammd ANOVA tests were
employed for the analysis. Accordingly, the basedehovas developed as a
multiple regression model without considering thederating variables. Further,
the contingency model was developed by consideetigiic affiliation as an
additional independent variable to the base modéle summary of the
regression output of the base model and the carimgmodel is given below.

5.21. Results of hierarchical regression analysi&A on CET)

Base model Contingency Model

Coif t Coif t
Constant 482 3.274 421 3,114
CONPAT 422 9.1521 402 8.514
NI .390| 3.7213 .369 3.452
COL -117) -1.797 -.134 2.784
MAT -.148| -1.540 -176| -2.650
COS -401 -6.176 -400| -6.169
WM -.128| -2.787 -.186| -3.454
DOG 390, 4.238 324 3.578
BINE .363| 6.453 .339 5.701
PG 323 7.256 292 5.571
EC 262 8.632 228 8.286
Ethnic affiliation 282 4.733
R’ .602 629
Adj: R? 578 .588
F 27.407 27.954
Change in R sq 027

Source: Survey data, 2013p< 0.01
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According to the results of regression analysig Hase model remained
unchanged and the contingency model representednduerating impact of
ethnic affiliations. Change in Rvas .027 and it was significant at a 99%
confidence level. Further, ethnic affiliation beasna significant predictive
variable of CET with .282 of beta coefficient and3B of t value. Therefore, it
was concluded that ethnic affiliation has a strongderating impact on the
relationship between antecedents of CE and CET.faksas moderating
influences of ethnic affiliation on individual vables are concerned beta
coefficient of COS and EC were not significanthanged. However, coefficient
of all other independent variables was significathanged in the contingency
model. Therefore, it is implied that ethnic affilam plays a significant
moderating role in the relationship between eadecadent and CET except
COS and EC.

According to the literature, ethnic affiliation aonsumers can be varied
according to different ethnic groups. Thereforeg evay in which the ANOVA
test was carried out to compared the degree ofcedtffiliation in the four main
ethnic categories in Sri Lanka. The results aremgin table 5.22.

5.22: Results of ANOVA test 2

EA

Sum of Squares df Mean Squarg - Sig.
Between Groups 23.529 3 7.843| 5.141| .002
Within Groups 820.842 538 1.526
Total 844.371 541

Source: Survey data, 2013

According to the findings, there is a significarfterence of ethnic affiliation
across main ethnic groups (F= 5.141, p< 0.05).thearTurkey Post-hoc Test
(see annexure 5.6) revealed that Tamils customemnare likely to be affiliated
to their own ethnic groups followed by Muslims. Hower, Sinhalese are less
affiliated to their own ethnic group and are ldsant both Tamils and Muslims.
Further, other minority groups such as Burgher,aMatc. show the least level
of ethnic affiliation towards their ethnic group&herefore, it can be reasonably
assumed that the degree of ethnic affiliation omile and Muslims may
negatively influence their ethnocentric tendeneies buying domestic brands.

5.12.4. Moderating influence of ethnic affiliationon brand equity

As mentioned in chapter three, the outcome variabtbe proposed research
model is brand equity. However, it was developedoas variables based on
brand equity dimensions introduced by Aker (1990 SEM analysis revealed
that the impact of CET of customers on brand eqgdityensions is varied. In
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this section, an attempt was made to reveal theematidg impact of ethnic
affiliations on the relationship between CET andnar equity dimensions
separately. As the model consists of only one ieddpnt variable and four
dependent variables, four linear regression modase developed as base
models and subsequently developed contingency modetluding ethnic
affiliation for testing the moderating effect. Te@mmary of the analysis is given
in table 5.23.

The results of regression analysis revealed thatldase models describe the
explanatory power of CET on brand equity dimensiaitBout the influence of
moderating influence of ethnic affiliation. Howeyebntingency models consist
of both CET and ethnic affiliations. Accordinglyhet first two contingency
models did not show significant change ih Rherefore, ethnic affiliation does
not make a significant impact on the relationshygtween CET and brand
awareness as well as CET and brand association.e¥win contingency
model 3, change in Ris reported as .004 and it was significant at & 95
confidence level. Further, contingency model 4 stmbwhat .006 of change irf R
Is significant at a 0.001 significant level. Thenef, ethnic affiliation shows a
significant moderating impact on the relationshiptween CET and both
perceived quality and brand loyalty dimensions dniol equity. Further, beta
coefficients of ethnic affiliation in all contingey models did not report
significant values. Therefore, it is concluded tathinic affiliation does not have
significant explanatory power on brand equity disiens as an independent
variable.

Further, one way analysis of variance (ANOVA) wasried out with the
purpose of testing whether there is a significalfteience of brand equity
dimensions across the main ethnic groups in Srk&anThe results are given in
table 5.24.

5.24. Results of ANOVA test 3

Sum of Squares df Mean Square F Sig.
BA 13.552 3 4.517 4.873] .002
BSSO 23.481 3 7.827 7.739| .000
PQ 28.628 3 9.543 9.820| .000
BL 27.722 3 9.241 8.382| .000

Source: Survey data, 2013
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Table 5.23: Results of hierarchical regression angsis

Brand Awareness

Brand Association

Base model Contingency Model Base model Contingeogdel
Coif t Coif t Coif t Coif t
Constant 5.110 32.579 5.107 28.396| 4.558 27.665 4.558 27.665
CET .568 9.062 566  8.972|.472 8.515 469  3.266
EA -.012 -.540 -.018 -.401
R? 582 582 512 512
Adj: R 561 562 501 501
F 4.253 2.123 6.327 3.239
Change in R sq .000 .000
Perceived Quality Brand Loyalty
Base model Contingency Model Base model Contingeiogdel
Coif t Coif t Coif t Coif t
Constant 4.792 29.484 4.689 25.158 4.605 26.739 2544 22.454
CET 156 2.247 120 1.788 311 3.607 .286 2.909
EA 121 2.029 133 2.259
R? 219 223 412 418
Adj: R 208 202 011 015
F 5.049 3.197 6.797 5.142
Change in R sq .004* .006**

” p< 0.01, p< 0.05
Source: Survey data, 2013




According to the results in table 5.24, there sgaificant difference of brand
equity dimensions across the ethnic groups in @nkla. The differences of
brand awareness among the ethnic groups are sgmifiat a 0.05 level.
Variances of the other three dimensions acrossttii@c group are significant at
a 0.01 confidence level. According to Turkey Past-fiest (see annexure 5.7),
domestic brand equity is relatively high among 8iahalese. Further, brand
equity among Tamil communities is relatively highlean Muslims and others.
The lowest domestic brand equity developed amohgratommunities such as
Burghers and Malays etc.

5.13. Hypotheses testing

The seven hypotheses were developed for the smidgdmonstrating the
relationship among variables of the proposed mdégither, those hypotheses
were developed with the purpose of achieving reseabjectives of the study
and to answer the main research questions. In gbddion, the researcher
attempts to test the hypotheses based on empamzdysis given in the above
sections. Accordingly hypotheses testing will becdssed in the following
areas.

5.13.1. Social psychological antecedents and CET

Objective two of the study is mainly focused oneastigating the nature of
socio-psychological antecedents and the relatiygance of those factors for
creating ethnocentric tendencies in domestic custemTherefore, the first
group of hypotheses was developed to examine tha@irelationships of socio-
psychological antecedents on CET. Even thoughalhitH1 consisted of eight
sub hypotheses, it was reduced to seven basecd &tFh discussed in the above
sections in this chapter. Therefore, finally H1 wlaseloped as follows.

H1: Socio-psychological antecedents are positivelygatigely associated with
CET. Specifically, (a) National Identity, (b) Conggtism and Patriotism, (c)
Collectivism, (d) Materialism and (e) Dogmatism gesitively associated
with CET, and (f) Cosmopolitanism and (g) World deidness are
negatively associated with CET.

Accordingly H1 was tested based on the SEM analysssthe empirical
results of the final structural model and path dinkere discussed in detail table
5.18, justification for testing the first group bypotheses can be summarized
into table 5.25.

According to the results given in table 5.25, foypotheses of the first group
were accepted and three hypotheses were rejecyezbrBirming the theory and
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results of the previous studies, national identfy Sri Lankans positively

influences CET. Further, the previous researchetednthat conservatism and
patriotism are positive antecedents of consumencegntrism. Even though
those factors may not have an individual impactGiil, both variables have
combinely influenced CET in the present researatteod. Moreover, as theory
suggested, dogmatism has a positive associatidm @HT in the Sri Lankan

context as well. Evan though previous researcheggested that materialism
and collectivism are positive antecedents of CIg, ¢émpirical results of the
present context were not supported.

Table 5.25: Summary of hypotheses testing (H1)

Hypothesis SEM output — Final model Results
No Relationships Path SE..CR.(t)| P
(Positive) coefficient
H1, |Nland CET 409|.109| 3.7522 *** | Supported
H1l, |CONPAT and CET 467|.050| 9.3412| *** | Supported
H1. |COL and CET -.114| .085| -1.3411| .336| Not supported
Hls | MAT and CET -.155| .074| -2.0945| .088| Not supported
Hl. |DOG and CET .387|.052| 7.4423 *** | Supported
Relationships
(Negative)
H1; | COS and CET -.371|.060| -6.1833| *** | Supported
Hl, |WMand CET -.133|.061| -2.1803| .016/| Not supported

Source: Survey data, 2037 p< 0.001

One of the most interesting findings is that babtdrs negatively correlated
with CET of Sri Lankan customers. This finding cha justified based on
arguments of some researchers. Bevan-Dye (201&dnttat materialism
becomes a positive antecedent of CET in developadntaes only. In
developing countries, customers have a tendenbyydoreign brands for status
consumption (Demirbag et al. 2010). According tosth arguments it can be
reasonably assumed that materialistic customerSrinLanka may prefer to
consume foreign brands than domestic alternat@esthe other hand, Strutton
et al.(1994) argued that individualistic customars more ethnocentric than
collectivists due to open-mindedness and self-autgnwhich leads them to
make honest decisions to buy domestic brands. fdrerethis argument is
applicable to Sri Lankan customers as well.
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As far as negative influences are concerned, pusviterature suggested that
cosmopolitanism and world mindedness are negatieetyelated with CET. In
the present context, cosmopolitanism shows a stgmf negative relationship
with CET by supporting the respective hypothesisverE though world
mindedness has negative relationships with CETya$ not significant. This
situation can be justified by some arguments ofvipies researchers. For
instance Hett (1993) noted that customers in deuedpcountries may not hold
strong world mindedness. Further, Rawwas et 89§} claimed that less world
mindedness of customers may have a neutral impaCEd .

5.13.2. Political and economic antecedents and CET

The second objective of the study was to understaadrelative impact of
customer perception towards the prevailing politexad economic ideology on
CET in Sri Lankan customers. Therefore, researchutislly developed five
groups of hypotheses by considering individual treteships of Political and
economic antecedents and CET. However, it was sglitecthree hypotheses as
all items of those antecedents were loaded intetfactors. Accordingly H2 of
the study was developed as follows.

H2: Political and economic antecedents are positivelyegatively associated
with CET. Specifically, (a) propaganda, and (b) m@mmic competitiveness
are positively associated with CET. and (c) theidbebf improving the
national economy is negatively associated with CET.

Similar to the above section, H2 tested based errd¢bults generated in the
SEM output. According to the empirical results give table 5.18, the summary
of testing H2 is given in table 5.26.

Table 5.26: Summary of hypotheses testing (H2)

Hypothesis SEM output — Final model Results
No | Relationships Path SE.CR. |P
(Positive) coefficient (t)
H2, | Propaganda and CET .322|.040| 8.0501| *** | Supported
H2, | EC and CET .258|.024| 10.750| *** | Supported
Relationships
(Negative)
H2c | BINE and CET .367|.054| 6.7962| *** | Not Supported

Source: Survey data, 20737 p< 0.001
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According to the results of hypotheses testing, igogb results of the present
study support two hypotheses only. The other hygmswas rejected. As the
researcher expected the propaganda programme efrgognt and voluntary
pressure groups were very effective and positicelyelated with CET. Further,
Sri Lankan customers believe that domestic firmyeh&ealthy business
environments to compete with foreign counterpaitbierefore, economic
competitiveness becomes a crucial determinanthofoeentric tendencies in the
present research context. Further, previous researcnoted that when
customers believe their national economy is growithgy may reduce their
individual social responsibility and become ledsnetentric. However, in the
present context, customer perception about impgothe national economy after
the post war situation has a significant positnfuence on CET. That means
Sri Lankan customers may feel they have an indalidesponsibility to develop
the country after 30 years of war.

5.13.3. Moderating variables, CET and domestic brash equity

Third and forth objectives of the study is mainbctised on the moderating
impact of ethnic affiliation and socio demograpbavariates on the relationship
among antecedents, CET and domestic brand equityordingly the following
H3 and H4 were developed for testing the moderatifeyof ethnic affiliations.

H3: Ethnic affiliation will have a direct and signifio& effect on the relationship
between antecedents of CE and CET.

H4: Ethnic affiliation will have a direct and signifio& effect on the relationship
between CET and domestic brand equity.

Those hypotheses were tested based on the hiea@rcbgression model. As
the detail analysis of the regression output iseigivn table 5.21 and 5.23,
summary of testing hypotheses 3 and 4 is giveabtet5.27.

According to the results given in table 5.27, H& tact that ethnic affiliation
has a direct and significant effect on the relaiop between antecedents of CE
and CET, was supported. However, H4a and H4b wetesupported by
empirical results. Therefore, it is noted that ethaffiliation does not have a
moderating impact on the correlation of CET on Orawareness and brand
association. Further, H4c and H4d were empiricallgported. Therefore, it was
concluded that ethnic affiliation has a moderatirftuence on the correlation of
CET on both perceived quality and brand loyalty Syf Lankan customers
towards domestic brands.
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Table 5.27: Summary of hypotheses testing (H3/H4)

Hypothesis Regression output Results
No | Moderating impact RnB | Rin |Chang|P
C ein R

H3 |EAon ACE =» CET |.602 .629 0.27| *** | Supported
H4, | EA on CET = BA 582 582 000! ns| Not supported
H4, | EA on CET =» BASSO | 545 512 000/ nsl| Not supported
H4. | EA on CET = PQ 219 223 0.004| ** | Supported
H44 | EA on CET =» BL 412 418 0.006| *** | Supported

R?in B - Rof base model, &in C - R of contingency model; p< 0.01, p< 0.05
Source: Survey data, 2013

Further, H5 was developed with the purpose of itigasng the moderating
influence of socio-demographic covariates on thatimnship between those
variables. Therefore, H5 was developed with sevewadd hypotheses as
mentioned below.

H5 Socio-demographic covariates have influence onréiationship between
antecedents of CE and CET. Specifically, (a) AgeGender, (C) Income,
(d) Education, (e) Ethnic group, and (f) Social sdawill influence the
strength of the relationship between anteceden@@oénd CET.

Similar to the previous analysis, step wise hidri@al regression analysis was
employed to test H5 and the summary of the reanégiven in table 5.28.

According to the findings, except H5b, other hymsths were supported by
empirical results. Therefore, gender does not playoderating role between
antecedents of CE and CET. However, age, incomeatidn and ethnic groups
have a significant impact on the association ofastecedents of CE to the
ethnocentric tendency of Sri Lankan customers.
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Table 5.28: Summary of hypotheses testing (H5)

Hypothesis Regression output Results
No | Moderating impact R |R°- [Change|P
B C |inRk
H5, | Age on ACE=¥» CET .602 .618 0.016| *** | Supported
HS5, | Gender on AC&» CET 602 .602 Not
.000| ns

supported
H5c | Income on ACE =» CET | gno | 271 025% | ** Supported
H5d | Education on ACE=» CET| g9 | g10 0.08*| ** | Supported
H5f | Ethnic groups on ACE 602 | 614 growc | xex Supported

=> CET

ACE- Antecedents of Consumer Ethnocentrismps 0.01, p< 0.05

Source: Survey data, 2013

In addition to the moderating impact of socio-denapdpic covariates on the
aforesaid relationships, H6 was developed to imyatt the impact of
demographic factors on the ethnocentric tendencyustomers. Therefore, H6

was developed as follows:

H6: Socio-demographic covariates have a significantuerice on the degree of
CET. Specifically, (a) Age, (b) Gender, (C) Incofag Education, (e) Ethnic
group, and (f) Social class will have a significamiuence on the degree of

CET.

Those hypotheses were tested based on a one way/ANg3t. The results of
the ANOVA tests are given in table 5.20. Furthdipse results can be

summarized into table 5.29.

Table 5.29: Summary of hypotheses testing (H6)

Hypothesis ANOVA - output | Results

No F Sig.

H6, |Age on CET 5.102 | .001| Supported
H6, | Gender on CET .167| .692| Not supported
H6c | Income on CET 2.216 | .002| Supported
H6d | Education on CET 2.702 | .004| Supported
H6e | Ethnic groups on CET 12.029" | .000| Supported

" p< 0.01, p< 0.05
Source: Survey data, 2013
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According to the results, H6b was not supportederétore, CET of Sri
Lankan customers is not varied across gender. Aieodegree of ethnocentric
tendency is highly varied across age, income, dauckevel and ethnicity of Sri
Lankan customers.

5.13.4. CET and domestic brand equity

Hypothesis number seven was developed by suppdhengrevious literature
focused on the fifth objective of the study. Acdogly, H7 hypothesized the
impact of CET on four brand equity dimensions aggibelow.

H7: CET is positively related to domestic brand eqaityhe FMCG sector in Sri
Lanka. Specifically, CET is positively associateth\a) Brand Awareness
(b) Brand Associations, (C) Perceived Quality, gadl Brand Loyalty of
domestic brandsf the FMCG sector in Sri Lanka.

As brand equity dimensions become dependent vasabf the proposed
structural model, the results of SEM analysis warployed for testing H7. The
summary of the SEM analysis of related variablesgaren in table 5.30.

Table 5.30: Summary of hypotheses testing (H7)

Hypothesis SEM output — Final model Results
No Relationships Path SE. |[CR.(t) | P

(Positive) coefficient
H7. |CET =% BA 576 .059| 9.7627| *** | Supported
H7, CET =» BASSO 478| .050| 9.5601| *** | Supported
H7c CET =» PQ .159| .068| 2.3382| .010| Not Supported
H7d | CET =» BL .324| .083| 3.9036| *** | Supported
*** n< 0.001

Source: Survey data, 2013

According to the results given in table 5.30, excdd@c, other hypotheses
were empirically supported. Therefore, it was ndteat ethnocentric tendencies
of customers may directly influence brand awarenbsand association and
brand loyalty of customers toward domestic brarnidewever, ethnocentric
tendency of Sri Lankan customers is not an importactor to determine the
perceived quality of domestic brands. This conduscan be theoretically
justified.
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5.14. Summary

In this chapter, data analysis and hypothesesitesiere discussed in detail.
Accordingly, procedures for data screening andingstssumptions were
discussed in the first section of the chapter. Hartthe sampling profile, non-
responsive bias and reliability of main variablesrevdiscussed to provide a
reasonable base for other statistical analysisoBethe main analysis model,
general features of the sample were discussed b@satescriptive statistics.
EFA was done for antecedents of CE and findingeakd that all socio
psychological antecedents were loaded into 7 facad political and economic
antecedents were loaded into 3 antecedents. AeEFA procedures, CFA was
conducted for each part of the model separatelythaedinal structural model
was tested based on the findings of CFA. Three tngses were tested based on
path links revealed in the final structural mod&lrther, step wise hierarchical
regression analysis and one way ANOVA were donddsting four hypotheses
of the study.
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6. GAINS FOR SCIENCE AND PRACTICE

This chapter reviews the contributions of the kaydihgs of this study
towards theory and practice with special refereticghe relevant studies in
previous literature. In the first section of theapter, the researcher critical
reviews the key findings of the present study amstus$s the extent to which
those findings have fulfilled the literature gapitlexisted in the respective area.
Furthermore, this chapter will also elaborate thengatibility of the present
research findings with previous theories. In teeosid section, a new model for
developing domestic brand equity will be presertasied on the implications of
the present study. Finally the avenues of prackoalWwledge uncovered by the
present study will be discussed with the purposerofiiding direction to the
domestic FMCG firms and policy makers of Sri Lanka.

6.1. Gains for Scientific knowledge

Consumer ethnocentrism has become a popular ph&oomemong
researchers in consumer psychology during theféagtyears. Most previous
researchers have attempted to empirically invegtiglae impact of consumer
ethnocentrism on consumer preferences towards dwalgs made products in
different cultural and social contexts. With theraaid background, the present
study focused on the antecedents of CE, CET anddhlksequent influence on
domestic brand equity in the FMCG sector. Moreptee present study was
conducted in the context of Sri Lanka and adopteatianal and comprehensive
methodology recommended for empirical study. Traeefthe findings of this
study have made a considerable value addition ¢oethisting theories and
scientific knowledge relating to consumer ethnogemt. Thus, the study’s
contribution to scientific knowledge can be dis@gbss two aspects.

6.1.1. Fulfillment of research gap

Many studies based on this concept have been pigyicarried out, yet still
there are many aspects of consumer ethnocentrisichwiave not been dealt
with by those previous researchers. In chapter treeyesearcher has outlined
certain research gaps based on previous literasireell as on the prevailing
market conditions in Sri Lanka. In addition, tresearch objectives and the
research questions of the present study have besrloped to generate
empirical findings so as to fulfill those aforementd research gaps.

Initially, previous researchers studied this isso@inly in the contexts of
USA, Europe, East Asia, China, and Australia eteryWfew studies were
conducted with a focus on South Asian countrieguebieg India. Sharma et al.
(1995) note that CET varies according to the seaitdral background of the
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country and Shankarmahesh (2006) argues theracaumiversally accepted
antecedents of CET. As mentioned in chapter one, ghcial, cultural,
economical and political environment of Sri Lankaonsiderably different to
that of other developing countries in the worl@, it consists of multi ethnic
groups as well as prevailing post-war conditions. the first comprehensive
study based on Sri Lanka addressing the concepbrmdumer ethnocentrism
with regard to domestic brand equity, the findimjgshe present study will be
immensely useful in enhancing the existing knalgke on this particular area
of study. Therefore, this study offers the follogiitheoretical contributions to
the existing literature, which are applicable totirethnic countries operating in
post-war conditions.

Introducing a more comprehensive model for undedstey methods of
developing domestic brand equity in countries whbeze is a high level of
ethnic diversity in the population as well as dakégiances to country and
ethnic group(s).

Critically investigating the applicability and vdity of the CETSCALE in the
present research context and revealing the mosoriamt items of the
CETSCALE for assessing CET.

Acquiring a deeper understanding of the sociodpshagical antecedents of
CE and the possible influences of each of the adus of CET in the
present research context.

Providing knowledge of the relative importance aflifical and economic
factors in generating ethnocentric tendencies witommunities.

Enhancing the knowledge of moderating influencesch as demographic
factors on the relationship between the anteceadr@& and CET

Providing insights on the role of ethnic affilai in moderating the
relationship between CET and domestic brand equity

A deeper understanding of when and where ethnaceajipeals can be used
as important strategic tools in domestic brand kgreent.

Introducing new scales to measure the 8 socio-mdggital antecedents, the 5
political and economic antecedents, and ethnicliaf@n in developing
countries that are multi-ethnic.

Developing a structured approach to researchingamsumer ethnocentrism
phenomena and providing suggestions for furtheranes.

Therefore, the findings of the present study mayvige several

breakthroughs in terms of scientific knowledge ahdlp make some
modifications to the existing theories as well. si@iingly, a brief summary of

the key findings of each specific objective of 8tedy and their contribution to
the existing theories is presented in table 6.1.
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Table 6.1. Summary of key findings and theoreticatontribution

Objectives Summary of contribution to theory basedn key findings Results
Specific Objective 01 * In general, the CET of Sri Lankan customers is moalerate level. However, it variegable 5.7
To determine the degree pf among different ethnic groups.

CE among SL customers

Specific Objective 02 e There are 8 socio-psychological antecedents whiste lthe ability to influence CET.Table5.7
To examine socior  Out of them; national identity, conservatism, gaisim and the cosmopolitanism |of
psychological antecedents customers were remained at relatively higher lev@h the other hand; materialism,

of CE and investigate the world-mindedness and collectivism were reportedwehe average mean values. Thieable5.8

nature of their impact, an
the relative importance ¢
those factors for creatin

dogmatism of customers as an antecedent of CETimethat a moderate level.

Conservatism and patriotism were loaded into on®faand it was discovered to have

a positively significant influence on CET.

ethnocentric tendencies B Dogmatism has a strong positive influence whilenomsolitism has a strong negativd able 5.18
domestic customers. influence on CET.
» Collectivism, materialism and world-mindedness watiscovered to negatively
associate with CET but those influences were nosidered significant.
« There is a significantly positive co-variance begwe national identity and
conservatism/patriotism. Furthermore, dogmatism @smopolitanism are portraying
themselves to be negative co-variances. Even thduogh materialism and world-
mindedness do not strongly influence CET, thos&kbes have strong co-variances.
Specific Objective 03 » There are 5 political and economic antecedents d¢hatinfluence CET. Sri Lankanrable 5.7
To understand relative customers strongly believe that the national ecgnisnin its path to development since
impact of customer  the conclusion of civil war and that “Buy Lankardmpaigns have been effective|in
perception towards  encouraging customers to buy local products. Howetteey believe that good
prevailing political and governance and economic competitiveness are belwmwvaverage. People only
economic ideology on  moderately trust the government policies supportiognestic companies.
CET in Sri Lankarn . Customers’ believe that good governing practicas @olicies in support of domesticlable 5.18
customers. businesses are directly reflected in economic dgveént. Furthermore, government

policies also represent economic competitiveness.

» All the political and economic antecedents werelémhinto 3 factors and all 03 factars
were discovered to have strong positive influerare€ET.

» Customers’ positive perception towards developimglocal economy has a significant
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covariance on conservatism and patriotism in Smkiam customers and the “Bl
Local” campaigns show positive covariance with owadl identity of the Sri Lanka
people.

1y
n

Specific Objective 04

To determine the

influences made by ethn

affiliations on CET and .

local brand equity in post
war scenario prevailing Syi

Lanka.

In general, the ethnic affiliation of Sri Lankanstomers was reported to be just bel
the average. However, Tamil customers are mordylitee be affiliated to their owrn
ethnic group followed by Muslims and others.

The Sinhalese are less affiliated to their own ietlgnoup: less than both Tamils a
Muslims. However, it is higher than other minostiguch as Burgers, Malays etc.
Ethnic affiliation has a strong moderating impact the relationship between tt
antecedents of CE and CET, and plays a significeotterating role on the relationsh
between CET and on both perceived quality and btayalty. However, it does ng
make significant impact on the relationships betw€&T and brand awareness as V
as CET and brand association.

Domestic brand equity is relatively high among $iehalese rather than the minorit
and the brand equity among Tamil communities iatnadly higher than Muslims an
others.

owable 5.7
)
Table 5.21
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Table 5.22
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irable 5.23
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velhble 5.24

es
d

Specific Objective 05
To examine the impact ¢
socio-demographic

covariates in developing
CET in Sri Lankan
consumers.

Except gender, other demographic variables sucltages income, education a
ethnicity become significant moderating variablesaeen the antecedents of CE @
CET.
Each demographic factor creates a different infbeean the individual relationshif
between each antecedents and CET (see detailegssise in section 6.2.2).
The degree of CET does not vary according to genNewertheless, age has a posit
relationship and both education and income leveivshegative relationships with tk
degree of CET.
Sinhalese are more ethnocentric than minoritiesivé¥er Tamils and other ming
ethnic groups are more ethnocentric than Muslims.

ndable 5.19
and
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Specific Objective 06

To investigate the impac¢

of CET on domestic bran
equity and which elemen
of the brands are mot
influenced by ethnocentri

[SER=N
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O o

brand appeals.

CET has a strong significant impact on brand awesgnbrand association and bré
loyalty towards domestic FMCG brands.
CET does not significantly influence the perceigeility of domestic brands.

richble 5.18




6.1.2. Consistency of the findings with previoustkrature

As mentioned above, the key findings of the studgkena significant
contribution to existing scientific knowledge. Mawer, this new knowledge
can be used to explain consumer ethnocentrism el @ssociated concepts
in a scenario that is similar to the socioecomoamd political background
of Sri Lanka. Even though some findings were caesiswith previous
theories, some generate inconsistent implications Geate new avenues to
analyze those concepts from new perspectives.

According to previous literature CET is commonly asered by
CETSCALE (Consumer Ethnocentric Tendencies Scatedduced by Shimp
and Sharma in 1987. Even though the original scaigained 17 items as a
uni-dimensional scale, some researchers (E.g. l-parénez et al., 2000,
Balabanis et al., 2001) adopted a 10 item scale mMeasuring hard
ethnocentrism. Therefore, this 10 item scale wstetkein the present context
and the researcher noted that only 7 items of ¢édeaed CETSCALE scale
has been adopted to measure CET. However Bawa ) 2004ested that the
items of the original CETSCALE should be reduced nmatch the
characteristics of the research context and sosearehers (e.g. Altintas and
Tokol 2007; Aruskeviciene et. al., 2012 etc) addppaly selected items of
the original scale. Therefore, the present findiags compatible with the
emphasis of those researchers.

Furthermore, previous researchers classified nati@entity, patriotism,
conservatism, materialism, collectivism and dogsmti as positive
antecedents of CET. In compliance with this theongtional identity,
patriotism, conservatism and dogmatism were regddédave strong positive
associations with CET. However in the present cdnthe patriotism of
customers is represented through conservatismther words, the patriotism
of the Sri Lankan people has developed based onutwaral heritage of the
country and its association with traditional soawatlers and norms. Evan
though previous researchers suggested that mé&eriahd collectivism are
positive antecedents of CE, both factors negatiwetyelated with the CET of
Sri Lankan customers. These negative associatiensad significant but they
violated the common arguments of previous reseasq@harma et al., 1995;
Clarke, Shankarmahesh and Ford, 2000 etc). Howévwese finding can be
further justified based on arguments of some otbsearchers. For instance,
Bevan-Dye (2012) noted that materialism becomesgsitipe antecedent of
CET in developed countries only. In under-developedntries customers
have a tendency to buy foreign brands for statuswmption (Demirbag et
al. 2010). According to such arguments, it can éesonably assumed that
highly material customers in Sri Lanka may preteconsume foreign brands
than their domestic alternatives in the FMCG sedoevious researchers also
argue that collectivism should be a positive ardeoé of CET. Accordingly,
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Yoo and Donthu (2002) exclaimed that collectivitdel more obligated to
buy domestic brands for the betterment of theirneames. Sharma et al.,
(1995) argue that collectivists are more ethnoaertian individualistic.
However, the present empirical findings imply thia¢ collectivism of Sri
Lankan customers negatively influence their ethntae tendencies.
Moreover, Strutton et al. (1994) explored that wlialism creates open-
mindedness and self-autonomy in customers anditthrelps make honest
decisions to buy domestic brands. Therefore, tlesgnt findings justify the
aforesaid argument. As far as negative influencescancerned, previous
literature suggest that cosmopolitanism and worlddedness are negatively
correlated with CET. In the present context, cosofitgism shows a
significantly negative relationship with CET by gapting the respective
hypothesis. Even though world mindedness has atimega&lationship with
CET, it was not significant. This situation canjbstified by the arguments of
some previous researchers. For example, Rawwak, €1896) noted that
customers in less developed countries may not pssst&rong world
mindedness. Furthermore, Kosterman and Feshba@®)t®aimed that the
less world mindedness of customers may have aateirig impact on CET.

Even though political and economic antecedents wategorized into 5
constructs based on previous literature and exjoiratudies, all those items
were loaded into 3 factors in the data analysierdtore, the present study
generated new theoretical findings. Accordinglyj Sankan customers
perceive good governance of the ruling parties goernment policies to
protect domestic firms as representing the devedmpnof the national
economy and economic competitiveness. In par \pivious literature,
propaganda programs of the government and volumiasgsure groups very
effectively and positively correlate with CET (elgamin and Elliott, 2006).
In keeping with theory, economic competitivenessobees a crucial
determinant of ethnocentric tendencies in Sri Lankastomers as well.
Previous researchers noted that when the custdmeéeve that their national
economy is growing, they may reduce their individs@cial responsibility
and become less ethnocentric (Klein and Ettens®89)1 Supphellen and
Gronhaug, (2003) noted that the purchasing poweustomers may increase
when economy is improving. Then, the customersehaoere tendencies to
buy foreign brands. However, inconsistent with poas findings, the
perceptions of Sri Lankan customers about improvireg national economy
in the post-war scenario has a significantly pesiinfluence on CET, which
means that the Sri Lankan customers may feel tieat have an individual
social responsibility to develop the country aB8ryears of hardships.

The relationship between socio psychological amtests of CE and
political and economic antecedents of CE were yadscussed in the
previous literature of consumer psychology. In3&&M analysis, it was noted
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that the customer perceptions towards improvingndignal economy has a
direct link to the conservatism and patriotism ofstomers. Hurwitz and
Peffley (1999) noted that patriotism generates r@ssseof national loyalty.
Furthermore Sharma et al. (1995), argue that ceassm stimulates
customers adapted to the prevailing social ordehencountry. Therefore, it
can be argued that when the customers feel thadtomy is growing after
3 decades of prolonged civil war, there is a padsilof generating loyalty
towards the mother nation and its social order. idaitally, the findings
revealed that propaganda programs stimulate theonaét identity of
customers. Keillor and Hult (1999) noted that thational identity is
associated with historical heritage and has thaipilisy of being promoted
through mass media. Therefore, it can be reasoregdymed that the “be
Lankan, buy Lankan” promotion campaigns of the goneent, as well as
symbols like “Sooria Signhe Logo” or tag lines sash“Ganna Ape De” etc.
may have strong impacts in stimulating the nafiashentity of customers as
true Sri Lankans.

The present findings relating to the ethnic affibas of Sri Lankan
customers are consistent with previous findingsVAidga & Fairhurst (1999)
argue the ethnocentric feelings of customers magctly relate to majority
and minority dichotomy; minorities like Tamils anduslims are more
affiliated to their own ethnic groups than the Silelse. Furthermore, by
conforming to the arguments of Zarkada-Fraser aaddf’ (2002), the brand
equity of domestic FMCG brands is relatively higmaang the majority
(Sinhalese) than the minorities (Tamils, Muslimsl ahers). Here, the most
important finding is that the Tamils are more &fid to their ethnic group
than the Muslims, but their ethnocentric tenderscselatively higher than the
Muslims. It is implied that even though some Tamiimed groups are
demanding separate lands for the Tamil communitystnTamil customers
still believe Sri Lanka to be their mother natitowever, the Muslims treat
the more powerful Muslim countries in the world sagerior to Sri Lanka.
On the other hand, other minorities such as Burlyllay etc. show the
lowest level of ethnocentric tendencies due to @gmtitism and world
mindedness rather than ethnic affiliations. Itwerthy to note that the
influences of all the antecedents on CET are moe@rdy the ethnic
affiliations of customers. Therefore, the modematimpact of ethnic
affiliation is stronger among minorities. Even thgbuthe impact of CET on
brand awareness and brand association is not imd@geby ethnic affiliation,
it is a significant determinant for associating Ckith perceived quality and
brand loyalty. Hence, marketers can increase bramn@dreness and
association irrespective of ethnic affiliation betethnic group of customers.

The findings relating to the socio-demographic cm@mtas are again
consistent with the previous literature of the exdye area. As most of the

183



previous researchers noted, younger customergesseethnocentric than their
elders (e.g. Roshnee and Fowdar, 2010) and ethinsrenis negatively
correlated to both income and education (e.g. Wiatad Wright, 2000).
Previous authors did not find a strong relationdbgpween CET and gender
(e.g. Saffu and Walker, 2005). However, there aresufficient findings in
previous literature regarding the moderating roke sach demographic
variables. The findings of the present study reaedhat except gender, all
demographic factors play a significant moderatingle r between the
antecedents of CE and CET. Furthermore, the firdireyealed that the
individual impact of conservatism, patriotism, oatl identity and
cosmopolitism on CET can significantly vary accaglito the age group of
customers. Also, the income of customers has rafisignt influence on the
iImpact made by materialism, cosmopolitism and #regptions of customers
towards improving the national economy on CET. Heevethe education
level becomes an influential factor only in asstora of conservatism,
patriotism, customer perceptions on improving tlaiamal economy and
propaganda on CET. Additionally, the impact of iow@l identity,
conservatism, patriotism, customer perception onprawving national
economy and propaganda on CET varies across tfeattit ethnic groups of
Sri Lanka. Even though those findings have not lsedficiently discussed in
previous literature, they can be justified with t@nceptual background of
those concepts.

Finally, previous researchers have commonly notedt tconsumer
ethnocentrism has a positive influence on the lugihdomestic products or
in the favorable evaluation of domestic brands.nélbeless, they noted that
highly ethnocentric customers negatively evaluatagorted products. As
Aker's (1996) brand equity model consisted of falimensions, previous
researchers evaluated the impact of CET on eaclerdilon separately.
According to the findings of the present study, CEAs a significant and
direct impact on the awareness, association andltioyowards domestic
brands and this is conceptually consistent withvipres literature. Yet, the
findings further noted that CET does not have ai@ant impact on the
perceived quality of products. According to Wannalee and Dissanayake
(2008), consumer ethnocentrism has a positiveenfle on brand awareness
but has a lesser influence on the buying decisadriecal brands in the Sri
Lankan context. The present study is consistertt this finding, but further
emphasizes that highly ethnocentric customers tlaegyossibility of being
loyal towards domestic brands based on the emdtierbng rather than the
rational evaluation of the quality of the products.
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6.2. Domestic brand equity model

The key objective of the study is to develop a mewadel for developing
domestic brand equity via employing ethnocentrisna atrategic weapon. As
previous literature did not consist of a comprehansnodel for domestic
firms to leverage the CE phenomenon, this new maadélprove a crucial
contribution to the existing literature and willoprde a clear framework for
the strategic brand management process of domfastis. This model has
been developed based on the key findings of théystmd strategic brand
management decisions as suggested by Keller (1¥5pecially the path
links of the final SEM model and moderating inflaes revealed by the
hierarchical regression analysis were consideredeweloping new model.
The proposed model consists of two aspects: custqeaespectives and
company perspectives. In the customer perspectikessognitive process of
customers has been discussed in terms of genefaiigand brand equity. In
the company perspectives, strategic brand manadepreness has been
discussed in connection to customer cognitive m®ae generating CET and
domestic brand equity. The proposed new model @relbping domestic
brand equity is presented in figure 6.1.

The proposed model for domestic brand building ples several practical
implications to the domestic firms in the FMCG sectCurrently in the Sri
Lankan market, most domestic firms limit their aibentric appeals to the
mere insertion of the “Suriya Signhe” logo on th&ckage or to making
general appeals in advertisements to demonstratette brand is purely Sri
Lankan. This effort may be sufficient in differeattng domestic brands from
their foreign counterparts. However, as the findistated that the CET of Sri
Lankans is at a medium level, those efforts maybeosufficient in creating a
strong equity among domestic brands. Therefores recommended to use
the direction of the proposed brand equity model stnategic brand
management processes of domestic FMCG firms.

As per the new model, domestic firms should comreemmploying CE
from the beginning of the brand development prackssally, segmentation
can be done by adopting socio-demographic covarete brand positioning
strategies and core branding values should be alee@lbased on the positive
and negative antecedents of CE. Furthermore, neskeif domestic firms
should design brand elements based on core brandings and marketing
programs should be associated with the prevailiolitigal and economic
environment of the country. In this process, thel G&vel of customers and
the marketing programs create a parallel influetecghe imagery of the
brands.
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Figure 6.1: The model for domestic brand equity
Source: Researcher developed based on findingedtudy

Moreover, brand imagery may influence both the judgt on and feelings
of domestic brands and will help develop a stroslgtionship between the
customer and the brand. Finally, the positive daasioa of CET with brand
loyalty may also influence the developing of a daksonance to commit to a
brand.

6.3. Gains for practical knowledge

As per the detailed discussions presented in tlh@eabections, the main
objective and first 6 specific objectives of thadst were mainly focused on
the knowledge contribution to the existing literatuHowever, those findings
may be immensely useful to marketing practitionerdomestic FMCG firms
in the processes of brand development. Accordinghe last specific
objective of the study is to provide evidence fdrew, where, how and under
what conditions firms should leverage CE as a phmmmn in building
domestic brand equity in Sri Lanka. Furthermore, findings of this study
will be useful to the policy decision makers in gavment authorities as well.
Thus, the practical contribution of the findingshndae elaborated in several
aspects.
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6.3.1.Providing critical evaluations of the strategic inportance of
consumer ethnocentrism in the Sri Lankan market

According to descriptive statistics, CET in Sri karremains at a moderate
level. Therefore, it is noted that there is no &ddal competitive advantage
to domestic firms in leveraging consumer ethnocemtrin Sri Lanka.
However, previous studies have revealed that th€ IEfzel is at a moderate
or low level (see table 2.2) in other countriesthe world. Therefore, Sri
Lanka cannot be rated as a low potential markeprtomote ethnocentric
brand appeals. Findings have further revealed thational identity,
conservatism and patriotism are relatively highSn Lankan customers.
Furthermore, the SEM analysis reported that thasetlde strong positive
antecedents of CET. “Be Lankan, Buy Lankan” campsi@re also positively
associated with national identity and customer gggtion towards improving
the national economy is also positively associatéth conservatism and
patriotism. Those are positive indicators to domeftm to encourage the
ethnocentric feelings of domestic customers andleteerage consumer
ethnocentrism as a strategic tool in developing ekifa brand equity in Sri
Lanka.

6.3.2.Exploring the directions for developing ethnocentrc tendencies
among customers

As mentioned above, domestic marketers can furthenance the
ethnocentric feelings of customers by using creativarketing programs.
Especially, emotional and moral appeals can be usedcouraging national
identity, conservatism and patriotism with the msp of subsequently
promoting CET. FMCG brand promotions are mainlyuged on advertising.
Therefore, cultural heritage and unique culturdues of the country can be
associated with the content of the advertisementh the purpose of
intensifying national identity. Additionally, theommon values of Sri
Lankans should also be taken as a main aspecamu @rchitectures.

In addition to cultivating national identity, matkes can build on the
patriotism of customers through promotional stregeg Especially blind
patriotism can be promoted among more conservatigéomers by adopting
emotional brand appeals. Constructive patriotisan ®@e intensified by
highlighting the development process of the couutiter the 3 decades of
prolonged civil war. As conservatism combines wijthtriotism of the
customers in the present context, each communicatimuld encompass
commonly accepted values and social order.

The findings also revealed that the buy local caigms play a significant
role in generating CET as well as national identityerefore, domestic
FMCG brands are recommended to acquire the negessareditation to use
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any symbol or motto given by the government or otbeganization for
promoting local brands. Furthermore, these logaailshbe displayed in the
package, in the visual merchandising of modernilret#tlets and in each
promotional message.

Even though the findings revealed that dogmatisanismportant positive
antecedent of CET, marketers can rarely promote dbgmatism of
customers. However, it can be indirectly promotadugh conservatism and
patriotism. Also, promoting collectivism and maaéism is not important in
developing the CET of Sri Lankan customers.

Moreover, the findings revealed that cosmopolganis a strong negative
antecedent of CET. On the other hand, the cosmap@m of Sri Lankan
customers is at a fairly high level. Therefore, tinéque cultural values of the
country should be promoted more in order to redbheecosmopolitanism of
customers. Furthermore, world mindedness is noin@ortant concept in the
process of developing CET in Sri Lanka.

6.3.3.Providing guidelines to employ CE as a strategic @ in developing
domestic brands

In the above section, the researcher briefly dsetishe implications of the
findings in developing the CET of Sri Lankan cusessm Furthermore, the
findings also revealed that CET has a strong dimepaict on the brand equity
dimensions of domestic FMCG brands. Especially, @Edirectly associated
with brand awareness, brand association and loy@algrds domestic brands.
Therefore brand managers can adopt ethnocentrieatppn the brand
development process. However, the results of SERlyars reported that
CET does not have a direct influence on the peeckryuality of domestic
FMCG brands. In other words, Sri Lankan custonmegy not perceive that
the domestic brands are of a higher quality thaair tforeign alternatives.
However, they have an emotional attachment to dombsands. Therefore,
marketers can use both moral appeals and emotapdals in the brand
development process.

Additionally, the results of the study noted tlehnic affiliations and
socio-demographic covariates play a moderating anteng the independent
and the dependent variables of the proposed mddetefore, ethnic groups
are a most important variable for the segmentabiodomestic markets for
branding strategies. However, except gender, atkerographic factors can
be further considered in selecting target markets.

Brand positioning is a crucial element in develgpstrong brand equity.
Therefore, domestic firms can leverage the concept consumer
ethnocentrism for targeting a valued place in thst@mer's minds. As
specified in the model, each domestic FMCG brandesommended to
develop a strong brand vision and core brand vahssed on national
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identity, patriotism and conservatism of targettoogers. Therefore, the
inherent cultural values and traditions can beuidetl into the core branding
values and brand mantra. Especially constructivegbiam can be considered
in developing the emotional modifier in the brandntmra. Then the brand
mantra can be used as a powerful communication fmobenerating the
perceived localness of the brand. Furthermore,covatues will be helpful in
creating a unique image in domestic brands antderemotional attachment
of the customers. As specified in the model, pesiind negative antecedents
can be employed to create a point of differencedP@nd point of parity
(POP) in the positioning of domestic brands. In R@dal FMCG firms can
differentiate their brand from its global compeat#tdy the implications of
being the pride of the nation as pure Sri Lankadpcts. Therefore, the core
branding values and branding elements play a rotalof developing POD of
domestic FMCG brands. As the cosmopolitanism ofL&rkan customers is
relatively high, in the development of POP, donmestharketers can
emphasize that general attributes and functioniseaf brand is similar to that
of the well-reputed global brands in the respectpreduct categories.
Therefore, in developing POP, ethnocentrism isamoimportant concept that
IS associated with the brand architecture of dom&MCG brands.

This research has provided insights into the dgretnt of brand elements
in domestic brands. Therefore, the designing ohdbr@lements in marketing
programs for the stimulation of CET can be donetysidering the positive
and negative antecedents of CE. Especially brantesalogos, symbols etc.
should be designed with the purpose of highlightmgunique identity of the
nation. Brand name and logo should be speciallyi@gdghe culture of the
home country and it should attach some emotiondlegato the brands.
Furthermore, slogans and jingles should be comigatioth the cultural
heritage and the aesthetic values of the countrythé case of promoting
products to the young educated target market; Bpetiaracters, URLs and
packages can be used to demonstrate the abilitdoaiestic brands to
compete with their foreign alternatives. Combimdfural values, norms and
customs of other ethnic groups with the core braablies in promoting
brands to Tamils, Muslims and other community gsod@n be recommended
in this respect as well. Furthermore, the colorception of local customers
should also be taken into account in designing plhekage. Therefore,
package design (shape, size etc), graphics, amdscshould also represent
the traditional values, inheritances and the natiatentity of the country.

Finally, the new domestic brand equity model introeld by the researcher
has provided clear direction to local firms in deyeng strong brand equity.
Initially, brand salience can be established asréPari Lankan” products
through brand marketing programs. Especially,“8@oriya Sighe Logo” or
any other label can be used for creating awareoes®mestic brands. In
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other words, those logos may only be useful in torgaawareness of
domestic brands and defining its category membjshihe domestic FMCG
brands. Hence, creative brand marketing prograrils b& needed for
developing unique imagery for the brand by pronwitaltural heritage and
the conservative values of the society. In thigetgpromoting constructive
patriotism is more useful than blind patriotism.vitwver as described in the
above section, in developing POP, it should beiBpddhat the performance
of the product is similar to that of the well knoglobal brands of the same
product category. It will help to create a positiseage and may not damage
the emotional attachment of customers towards tlamdo However, the
imagery of domestic brands may directly influenathbthe feelings of and
judgments on the brand. In this process, the makgbrograms should
support these makings judgments of the brand akbdeeand with relevance
to purchasing. It will further assist in creatifgetfeeling of being a home
product, pride about the mother country and patritegelings towards the
nation. In other words, the customer should detectal approval and self-
respect towards the brand. Finally, the brand besomspecial to the
customers due to the emotional attachment of bpiogd Sri Lankans and
the rational judgment of their individual socialspensibility towards the
mother nation.

6.3.4.Providing insights for national policy development

Any government has the responsibility to develomestic economies by
achieving macroeconomic goals. Therefore, governnaethorities should
take policy decisions to protect domestic businresBem their foreign
competitors especially from MNCs. The findings bé tstudy reveal that the
propaganda program for promoting “Buy Lankan” had ha strong impact on
CET in Sri Lanka. Furthermore, if customers feelttthe local economy is
improving, they have a higher tendency to buy geaticular domestic brand.
Also, the perception of customers towards econaeielopment has a direct
influence on the patriotism and conservatism of [%mkans. Even though
good governance was initially recognized as a ipalitand economic
antecedent of CET, the responses of customers i@y it represents
economic development.  Additionally, the findingimis out those
government policies towards protecting local busses also represent
economic development. Therefore, policy decisionkema should also
encourage government officials to adopt good gamera and introduce new
economic policies to help local businesses. Fumibeg, the “Buy Lanka”
campaign can be conducted at the grass root |éwblecsociety. Moreover,
government supports nonprofit organizations thabnmmte buy local
campaigns which are important in developing ethntraetendencies within
the customers.

190



6.4. Summary

In this chapter, the researcher attempted to edddan the theoretical and
practical contributions of the present study. Maitlleoretical contributions
have been discussed in light of the main findings. addition, the key
findings of the study have been critically discusse comparison to the
previous findings of the respective research aré&asally, this chapter
presents the practical contributions as the dmwmaestito leverage the CE
phenomenon as a strategic tool for domestic firms.
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/. CONCLUSION

This chapter presents some concluding remarkseo$tildy paying special
attention to the limitations and some areas toesearched in future studies.
In the first section a brief overview of the study be discussed. Then, some
conclusions will be drawn with special referencehe research objectives.
Limitations of the study are discussed in the tlsetttion followed by the
areas for further research to enhance the knowledfeconsumer
ethnocentrism in the final section of this chapter.

7.1. Brief overview of the study

The primary purpose of the present study was tonexathe possibility of
using consumer ethnocentrism as a strategic taodéveloping domestic
brands over the competition they face from glolmahpanies. In this process,
the researcher mainly focused on the anteceden®EpiICET and domestic
brand equity in the FMCG sector. Accordingly, eigbgnitive factors were
proposed as socio-psychological antecedents wkigeehvironmental factors
were recognized as political and economic anteded®msed on an extensive
literature review. The conceptual model was alseetiped based on the
critical review of previous literature and in caesiation of the main research
objectives and research questions. Furthermoregnsdwpotheses were
developed to demonstrate the relationship amongndie@ constructs of the
proposed research model. The proposed researchl roodsisted of two
phases. In the first phase, the impact of the adds of CE on CET was
demonstrated in relation to the moderating infl@snof socio-demographic
covariates and ethnic affiliation. In the seconctisa, the impact of CET on
brand equity was investigated in relation to thederating role of ethnic
affiliation. Therefore, domestic brand equity beesnthe final outcome of the
proposed model.

As of the details presented in chapter four, theystvas conducted in two
stages, as an exploratory study and a main sutwmethe exploratory study,
the researcher utilized key informant interviews anrecall test for selecting
the top 10 domestic FMCG brands in the Sri Lankamket and finalized a
measurement scale for each construct in the rds@eandel. A pilot survey
was done among 85 respondents and the resultsusedefor finalizing the
guestionnaire. Based on the population structure Sm Lanka, 760
respondents were selected for the main survey usindfilevel mixed
methods of sampling. The service of experience enators were used for
the data collection along with an e-mail campaiffier an extensive data
cleaning process, 542 packs of questionnaires watered into the data
analysis process. As per the empirical natureettbdy, SEM was employed
as principle data analysis techniques while stegewnultiple regression and
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one way ANOVA were adopted as supportive statistezhniques for testing
hypotheses in addition to descriptive statisticdso

7.2. Conclusions

The summary of the findings was discussed in chaiteas contributions
to scientific knowledge. Some conclusions cantasvd in general in light of
the findings of the present study.

First of all, it was noted that consumer ethnocgemiris a generally
acceptable tool to develop domestic brands in MM€G sector. However, it
did not mean that it was an exclusive strategic peaafor domestic
businesses in competing with powerful MNCs. Accogdio previous studies
in consumer ethnocentrism, researchers generaigdrtbat the CET level of
the customers remains at an average or low lexespective of the socio-
economic background of the country. The findingshaf present study were
also concluded with the acceptance of the previessarchers’ views. Even
though the degree of ethnocentric tendencies oL &rkan customers is at a
medium level, CET has a strong impact on domesaad equity. In other
words, highly ethnocentric people still prefer taybdomestic brands.
Therefore, domestic marketers have the resporgili generating CET
within their target customers through brandingtstyges. For this purpose, a
sound understanding of the antecedents and thieir aonnections will be
immensely useful for domestic marketers.

Moreover, it was found that the antecedents of GA&ily in different
cultural and social contexts. The findings of tmesent study also supported
the conclusions of previous literature. Accordimgthe findings; national
identity, patriotism and conservatism, dogmatisnoppganda campaigns for
promoting domestic products and the trust of thepjeetowards improving
the national economy were strong positive antedsdand cosmopolitism
was a strong negative antecedent of CET. Othercadénts do not play a
major role in developing CET within Sri Lankan ausiers. Thus, this
situation can be generalized to developing natwitis ethnic diversity and to
situations where there prevails long lasting pesfter an internal civil war.
Domestic FMCG firms in developing their brandingagtgies can make use
of these positive and negative antecedents. Howesmrariances among
these are also important in decision making.

Based on the findings, it was further concluded thecept gender, other
demographic factors and ethnic affiliations arerggrmoderators between the
antecedents of CE and CET in the present contexth&more, ethnic
affiliations play a strong moderating role betw&HaT and perceived quality
as well as between CET and brand loyalty of doradsS¥ICG brands. It is a
strong implication for domestic firms in selectiagd evaluating their target
markets.
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Furthermore, the ethnicity of customers is a mdgterminant of CET and
it has a direct impact on customers’ evaluationdofmestic brands. This
situation is further intensified when the degreeetinic affiliation varies
between the majority and the minorities of the ¢ounThe findings of the
study concluded that the Sinhalese demonstraterlesisnic affiliations as the
majority of the country in comparison to Tamils addslims. Even though
the Tamils may not think of any other country i tworld as their mother
nation, Muslims show some propensity in considesogne specific countries
in the world as their mother nations other thanL&nka. Thus as a result, the
CET of the Tamils is higher than Muslim communitigs the country.
Therefore, domestic firms have the responsibilityatiract each ethnic group
in the country towards their brands without creatrtacism. It is not only a
strategy but also the social responsibility of dstizefirms in Sri Lanka.

7.3. Limitation of the study

This is the first empirical study that evaluates #imtecedents of CE and the
impact of CET on domestic brand equity in the Sinkan context. However,
the findings should be generalized while payingerdaton to several
limitations associated with the study. Mainly, firesent study was limited to
542 respondents representing 10 randomly seledstdcts in Sri Lanka.
However, if the same study is carried out with iI@éa sample representing
the other districts of the country, one would bdeato achieve a better
understanding of the present research issues. Howthe 10 districts were
represented by all ethnic groups of the countrydefthed a target population
that is relatively homogeneous. Therefore, the $angpn be justified to
generalize the findings. Moreover, the presentystigtuses only on the
FMCG brands in Sri Lanka due to several reasonst were discussed in
chapter one. However, consumers’ ethnocentric behav other industries
can be reasonably different to the findings ofghesent study. Therefore, the
information users of the present study should c#lyefgeneralize these
findings to other industries. Nonetheless, the maadel for CBBE for
domestic brands suggested by the researcher capgdied to the branding
strategies of other industries as well. Sri Lankas selected as the present
research context due to its prevailing socio-ecanarondition in the long
lasting peace conditions. Therefore, the findinfighes study can only be
applied to other countries that have similar a gemknd to that of Sri Lanka.
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7.4. Suggestions for future research

Ethnocentric feelings are generated in the humamlas a response to
environmental stimuli. However, this study did remddress the biological
aspects due to the lack of expertise of the reBearmmn human biology.
Therefore, addressing the present research isstm® fa biological
perspective will be immensely useful to the scifentknowledge of the
respective research area and it will be helpfuamalyzing the ethnocentric
branding appeals from a new perspective. Futusearehers will then be
able to compare the results of consumer ethnosemtrfrom socio-
psychological perspectives as well as biologicaspectives.

Further studies can also be conducted to addhes<CET of domestic
brand equity in other industries while considerangide range of moderating
and mediating variables. Furthermore, it will berthahile to conduct some
comparative studies among different nations of th@ld on the same
research topic.

Even though the present study addresses the mdgenaipact of ethnic
affiliation on the relationship between the antesdd of CE and CET, it has
not deeply analyzed the unique antecedents of eémiasm and the other
possible influences on CET among the minoritieshef country. Therefore,
future researchers can address the unique ethmmcbahaviors of Tamils,
Muslims and other minorities in Sri Lanka sepasateln addition, it will
prove valuable to analyze the impact of the civarwn the cognitive process
of the aforementioned minorities of the countrys tAe prevailing period can
be considered as demonstrating post-war conditiafta, considerable lapse
of time, it will be possible to relieve the war ntaity of the people and
achieve economic development in the country. Tloeeefit would be
interesting to further investigate similar reseaisues in Sri Lanka after a
few years of understanding the influences of cidr in customer buying
behavior.

Consumer behavior is highly influenced by the reing communication
strategies adopted by firms. Therefore, the degyeesthnocentrism of
customers may be directly influenced by the créstiand the intensity of
such communication strategies. As the communicasioategies of global
firms are far more creative than those domestimdiin the FMCG sector
especially due to the world-reputed advertisingnages who work with
reputed MNCs on a global level. Thus the role afketing communication
strategies in developing CET can be investigatddrimer researches.

Today, in the era of technological revolution, sbaietworks have become
part of human life. Therefore, communication viaiabnetworks makes a
considerable impact on different social issues h& hations. Sociologists
argue that individual opinions of someone can benédliately socialized
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through social networks and create public debates#.o In using the said
condition, some organized extreme groups promatesmathrough on-line
communication modes. Such activities can direcifijpence the customers’
buying intentions and product evaluations. Foranse, at present some
pressure groups in Sri Lanka are promoting a boyobt‘Halal” labeled
products as an opposing act against the Muslim aomtgn Even though
their arguments include some rationality, thosemagns strongly influence
the CET of both Sinhalese and Muslim communitiddence, the role of
social networks in developing ethnocentrism carfupher studied in future
researches.
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