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Abstract

In a context of reduced consumption and an increasing presence of 
foreign products, this study examines asymmetric relationships in the con-
sumer ethnocentrism (Ce) construct, analyzing the formation of attitudes 
toward the purchase of domestic versus foreign-made products as behav-
ioural outcomes of Ce and the marginal impact of cosmopolitanism and 
national identification as its antecedents. Although relationships among 
these constructs have been well established in the literature, previous re-
search has not specifically examined their marginal impact. Overall, the 
results confirm that the explanatory power of Ce and its sources are not 
symmetric. The Ce construct seems more capable of explaining consum-
ers’ positive bias toward home products than a negative bias against for-
eign products. Similarly, the results suggest the role of cosmopolitanism in 
decreasing Ce, but its predictive capacity is weak compared with the senti-
ment of national identification. The findings provide a deep understand-
ing of the Ce construct, introducing the concept of «asymmetric ethno-
centrism» and suggesting a modification of Shimp and Sharma’s original 
definition of Ce. The findings also highlight the notion that the opposite 
of national identity is not the cosmopolitan orientation and suggest further 
investigation of the xenophile phenomenon as a new antecedent of Ce.
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1. Introduction

In a context of reduced consumption and an increasing presence 
of less expensive foreign products, the debate over the moral obliga-
tion to buy national products rather than imported products comes up 
frequently in national discourse because such behaviour boosts sales of 
local products and, consequently, reduces job loss. Vida and Reardon 
(2008) suggest that during times of economic instability, affective mech-
anisms such as consumer ethnocentrism (Ce) become a relevant influ-
ence on consumer behaviour. Specifically, Ce should increase when the 
economic situation worsens because choosing foreign products can neg-
atively affect an already hurting domestic industry (Shimp and Sharma 
1987; Ueltschy 1998; Giraldi 2013).

This feeling of national identity, which companies often support and 
encourage with intense communication campaigns, is frequently sub-
sumed in a complex behavioural context in which an inexorable glo-
balization process leads to a sentiment of cultural pluralism and hy-
bridization (Craig and Douglas 2006), which unburdens the consump-
tion experience to benefit from foreign products. In terms of consumer 
choice, these conflicting sentiments may translate into a preference for 
certain domestic products and, at the same time, an appreciation for 
imported products  –  the latter being accepted more readily by people 
who have a strong cosmopolitan sentiment (Yoon et al. 1996) and, vice 
versa, refuted by people who espouse a strong feeling of national iden-
tity (Vida et al. 2008).

Because of the complexity of these two forces (i.e., local and global), 
specific themes of critical importance emerge: the Ce phenomena, the 
consciousness of national identification, and the cosmopolitan orientation 
of consumers. The Ce construct represents the consumer belief «about 
the appropriateness, indeed morality, of purchasing foreign-made prod-
ucts» (Shimp and Sharma 1987, p. 280). National identification reflects 
«how strongly individuals in a given nation identify with religious, his-
torical, cultural, and social aspects of their national identity» (Keillor et 
al. 1996, p. 59). Cosmopolitanism represents the willingness to «entail 
relationships to a plurality of cultures understood as distinctive entities» 
(Hannerz 1990, p. 239).

The primary motivator of the current research is the knowledge that 
a) though relationships among these constructs are well established in
the literature and b) though previous studies point out some elements of 
complexity in the relationship between Ce, its outcomes and antecedents 
(Balabanis and Diamantopoulos 2004; Beck 2008; Cannon and Yaprak 
2002; Riefler and Diamantopoulos 2009; Thompson and Tambyah 1999), 
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the marketing literature to date does not verify whether a) the marginal 
impact of ethnocentric attitudes on domestic versus foreign product pur-
chase behaviour and b) the marginal impact of national identification and 
cosmopolitanism on Ce are symmetric. Given the increasing complexity 
of global versus local forces, the current analysis addresses this gap in lit-
erature. Thus, the purpose of this study is as follows:

• To examine whether consumers’ ethnocentric attitudes have a
stronger or weaker marginal impact on domestic versus foreign product 
purchase behaviour; and

• To compare the marginal impact of national identification versus
cosmopolitanism on Ce.

2. Literature review and hypotheses development

2.1.  Consumer ethnocentrism (Ce)

The American sociologist and anthropologist Sumner (1906, p. 13) 
first introduced the term «ethnocentrism», defining it as «the view of 
things in which one’s own group is the centre of everything, and all 
others are scaled and rated with reference to it». Shimp (1984) and 
Shimp and Sharma (1987) introduce the term Ce in the marketing lit-
erature to conceptualize consumers’ beliefs «about the appropriateness, 
indeed morality, of purchasing foreign-made products» (Shimp and 
Sharma 1987, p. 280).

Shimp and Sharma (1987) give life to a sophisticated and solid ap-
proach for analyzing Ce issues. They develop and validate the Cetscale, 
which measures consumers’ ethnocentric tendencies. Following Shimp 
and Sharma’s (1987) contribution, several studies began examining the 
antecedents, outcomes, mediators, and moderators of the ethnocen-
trism phenomena (Pecotich and Rosenthal 2001; Shankarmahesh 2006). 
Not only is the analysis of Ce necessary for providing a deeper under-
standing of culture and its numerous manifestations (Craig and Doug-
las 2006), but it will become increasingly relevant and complex in view 
of the evolution of the ethnic composition of nation states (Vida et al. 
2008; Watchravesringkan 2011).

The literature suggests several socio-psychological, economic, po-
litical, and demographic variables acting positively or negatively as an-
tecedents of ethnocentrism, such as cultural openness (conceptually 
parallel to cosmopolitanism), patriotism, conservatism, collectivism/in-
dividualism, demographics, income level, education,world mindedness, 
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nationalism, and national identity (Sharma et al. 1995; Ueltschy 1998; 
Cleveland et al. 2009; Rawwas et al. 1996; Vida et al. 2008).

Though recent research points out that the influence of ethnocen-
tricity on consumer preference varies among different product catego-
ries, perceived product necessity and cost, Coo and cultural similarity 
(Balabanis and Diamantopoulos 2004; Herche 1994; Kaynak and Kara 
2002; Reardon et al. 2005; Sharma et al. 1995; Watson and Wright 
2000; Auruskeviciene et al. 2012), the positive effect of Ce on domestic 
purchase behaviour and the negative effect of Ce on foreign purchase 
behaviour have been widely confirmed by the literature (Shimp and 
Sharma 1987; Granzin and Olsen 1998; Suh and Kwon 2002). 

Nevertheless, the hypothesized links becomes more complex in a 
context of economic instability, in which consumers can respond in sev-
eral different ways. Consumers may view this condition as a siege and 
develop a «fortress mentality», resulting in a strong Ce effect both in fa-
vour of domestic goods and against foreign goods. Another alternative, 
especially in the context of increased globalization, is a backlash against 
foreign goods – essentially a limited boycott. Perhaps a more positiv-
ist approach would emerge in which consumers concentrate on buying 
domestic, without the backlash or negative effects on foreign products. 
For example, Balabanis and Diamantopoulos (2004) find support for 
a positive link between Ce and preference for domestic products and, 
conversely, a negative relationship between Ce and preference for for-
eign products, but their findings indicate that Ce is a stronger predictor 
of the former relationship than of the latter one. The preceding argu-
ments suggest that in conditions of globalization and economic crisis, the 
relative size of the effect of Ce on domestic versus foreign product pur-
chases requires further investigation. Recall Shimp and Sharma’s (1987, 
p. 280 [italics added]) original definition of ethnocentrism, which places
the emphasis on foreign-made products: «the appropriateness, indeed 
morality, of purchasing foreign-made products». Yet Balabanis and Dia-
mantopoulos (2004) argue that the marginal effect of ethnocentrism may 
be a more predominant motivation in the purchase of domestic products 
than foreign ones. Due to the lack of empirical examinations that meas-
ure both simultaneously, the relative effect and perhaps even Shimp and 
Sharma’s (1987) original definition require re-examination. Thus, Hy-
potheses 1a and 1b offer the following opposing predictions.

H1a: Ce has a stronger marginal impact on domestic than on foreign 
purchase behaviour.

H1b: Ce has a weaker marginal impact on domestic than on foreign 
purchase behaviour.
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2.2.  National identification and cosmopolitanism

Among the possible sources of Ce tendencies, national identification 
and cosmopolitanism are of great interest in times of economical insta-
bility. Because these variables are strongly connected to the two oppo-
site forces of localization (national identification) (Keillor et al. 1996) 
and globalization (cosmopolitanism) (Hannerz 1990), the current study 
develops hypotheses to investigate the marginal impact of national iden-
tification versus cosmopolitanism on Ce.

Keillor et al. (1996, p. 58) define national identity as «the set of 
meanings owned by a given culture that sets it apart from other cul-
tures». People reveal a strong national identity when they identify with 
religious, historical, cultural, and social aspects of their country, all 
of which embody a strong sense of national uniqueness (Keillor et al. 
1996). Keillor and Hult (1999) suggest that consumers’ sensitivity to-
ward their national heritage and cultural homogeneity does not neces-
sarily result in being particularly ethnocentric in their interactions in the 
marketplace. Nevertheless, Vida et al. (2008) find that national identity 
is a significant predictor of Ce. The sentiment of national identification 
can lead to giving cultural significance to experiences (Arnold and Wal-
lendorf 1994; Thelen and Honeycutt 2004), which may also be expe-
rienced in purchase behaviour. For these reasons, to avoid boycotting 
in some countries, foreign companies need to put less emphasis on the 
«made in» dimension and re-localize the brand to appear more local 
(Aish et al. 2012).

The cosmopolitan orientation is the willingness to «entail relation-
ships to a plurality of cultures understood as distinctive entities» (Han-
nerz 1990, p. 239). In Western thought, the idea of cosmopolitanism 
first comes up with the Sophists and, not long after, with minor So-
cratic philosophers. The Sophists Hippias and Antiphon (end of the 
fifth-century B.C.) essentially support the concept of cosmopolitan-
ism when they abandon the prejudiced and unresolved distinctions 
between the Greeks and barbarians, recognizing that beyond the dif-
ferences between their cultures, human beings share the same essence 
that makes them part of a single common unit: the universe and the 
cosmos. In minor Socratism, the image of the wise person emerges as 
a «world citizen». The philosopher Aristippus of Cyrene, who, while 
speaking with Socrates, expresses this particularly well, making the fol-
lowing affirmation about himself (Senofonte, II, 1, 11): [...] I am a for-
eigner everywhere.

Despite its ancient origins, cosmopolitism continues to reveal it-
self as a complex construct. The term frequently describes almost any 
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person who moves about in the world (Hannerz 1990; Skribis et al. 
2004; Thompson and Tambyah 1999). Cosmopolitan consumers ac-
tively appreciate and consume cultural differences (Caldwell et al. 2006; 
Thompson and Tambyah 1999; Yoon et al. 1996) and empathize with 
symbols and practices that originate in other countries (Skribis et al. 
2004), while not necessarily leaving their own country (Douglas and 
Craig 2006).

Consumer reaction to the simultaneous forces of globalization and 
economic crisis can range dramatically (Cleveland et al. 2009), affect-
ing the relative strength of the antecedent effects of cosmopolitanism 
and national identification. Despite clear agreement on the willingness 
of cosmopolitan people «to engage with the Other» (Hannerz 1990, p. 
239), Cannon and Yaprak (2002) recognize the paradox between the 
emergence of a global culture and the survival of local values, and rela-
tionships that have empowered the sense of belonging to the local con-
text. Thompson and Tambyah (1999) also identify this conflicting cos-
mopolitan identity and Beck (2008, 801) argues that «it is thus possible 
to have both wings and roots to develop meaningful affiliations without 
renouncing one’s origin». Thus, they consider the potential existence of 
a cosmopolitan attitude in which consumer behaviour toward foreign 
cultures does not necessarily imply the transcendence of local culture. 

Hypotheses 2a and 2b offer opposing predictions, thus providing an 
opportunity for an in-depth analysis of the marginal impact of cosmo-
politanism and nationalism on Ce.

H2a: National identity has a stronger marginal impact on Ce than cos-
mopolitanism.

H2b: National identity has a weaker marginal impact on Ce than cos-
mopolitanism.

Figure 1 illustrates the various hypotheses that this section discusses.

Domestic Purchase Behaviour

Foreign Purchase Behaviour

Consumer 
Ethnocentrism

National  Identification 

Cosmopolitanism

(+)

(+)(−)

(−)

(H2 a/b) (H1 a/b)

Fig. 1.  Conceptual model.
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3. Methodology

3.1.  Data Collection

The current research uses a sample of 407 respondents from North 
Italy to test the framework in Figure 1 and the corresponding hypoth-
eses. Respondents were between 18 and 26 years old. This sample choice 
is appropriate for the current study because young respondents have 
a) relative homogeneity of extraneous influences (Burgess and Steenkamp
2006; Coulter et al. 2005; Strizhakova et al. 2008), b) relatively high expo-
sure to global commerce (Gidley 2002; Kjeldgaard and Askegaard 2006), 
and c) relatively high exposure to multiple languages/cultures. Data were 
collected by means of a self-completed questionnaire that respondents 
completed.

The questionnaire was not investigating ethnocentrism with regard to 
a specific product. In fact ethnocentrism is measured at a Gestalt level, as 
opposed to a more industry/product or country specific levels, due to the 
purpose of the paper. Typically, ethnocentrism is measured at a country 
level in the literature related to animosity and at an industry or product 
specific level when focusing on specific segments. As within this paper, 
more holistic tendencies toward general ethnocentrism are more typical in 
the literature where broader models of behaviour are examined.

Given the purpose of this study, Italy provides an ideal country context 
in which to study the antecedents and outcomes of Ce under economic 
crises and globalization. In recent years, the Italian market has faced ma-
jor environmental problems, such as economic crises (Bosio et al. 2011), 
increasing international competition, and socio-political changes. How-
ever, while other developed countries have experienced general economic 
stabilization, Italy remains in a phase of economic stagnation, resulting 
in further negative impact on consumption (Organisation for Economic 
Co-operation and Development 2012). Nevertheless, economic instability 
combines with the process of globalization and growing cultural openness 
toward foreign markets (Ministero per i Beni e le Attività Culturali 2009; 
Nascimbeni 1998), which has brought with it an increase in foreign prod-
ucts in the Italian market (Faini et al. 2001). Thus, the conditions of eco-
nomic crisis and globalization are concurrently present in this economy.

3.2.  Measures

Construct measures for this research were derived from existing lit-
erature (see Tab. 1) (Granzin and Olsen 1998; Keillor et al. 1996; Shimp 

7



and Sharma 1987; Yoon et al. 1996). Previous research has proven all 
measures to be psychometrically sound in cross-cultural contexts. For 
example, researchers have used and validated the Cetscale in various 

Tab. 1.  Operational measures

  Construct/Items Composite Reliability Ave

National Identification (NatId) (Adapted from Keillor et 
al. 1996).

1.  Being an Italian citizen means a lot to me.
2.  I am proud to be an Italian citizen.
3.  When a foreign person praises Italy, it feels like a per-
sonal compliment.
4.  I feel strong ties with Italy.

0.90 0.74

Cosmopolitanism (Cosmo) (Adapted from Yoon et al. 
1996).

1.  I like immersing myself in different cultural environ-
ments.
2.  I like having contact with people from different cultures.
3.  I would enjoy travelling to foreign countries for an ex-
tended period of time.
4.  Getting information and news from around the world is
important to me.

0.82 0.61

Ethnocentricity (Cet Scale) (Adapted from Shimp and 
Sharma 1987).

1.  Only those products that are unavailable in Italy should
be imported.
2.  Italian products, first, last and foremost.
3  A real Italian citizen should always buy Italy-made prod-
ucts.
4.  Italian citizens should not buy foreign products, be-
cause this hurts the Italy’s business and causes unem-
ployment.
5.  It may cost me in the long-run, but I prefer to support
Italian products.
6.  Italian consumers who purchase products made in
other countries are responsible for putting their fellow Ital-
ian citizens out of work.

0.87 0.60

Domestic Purchase Behaviour (BuyDom) (Adapted 
from Granzin and Olsen 1998)

1.  I try to buy mostly domestic brands.
2.  I take time to look at labels in order to knowingly buy
more domestic brands.
3.  I shop at retail stores that make a special effort to offer
domestic brands.

0.89 0.76

Foreign Purchase Behaviour (BuyFor) (Adapted from 
Granzin and Olsen 1998)

1.  I like the idea of owning foreign products.
2.  My quality of life would improve if more imported
goods were available.
3.  I find imported goods more desirable than domestically
produced products.

0.78 0.62
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cross-cultural contexts (e.g., Lindquist et al. 2001; Luthy 2007; Saffu and 
Walker 2005; Saffu and Walker 2006). The current study uses the six-
item version of the original scale to measure ethnocentrism, as well as 
seven-point Likert-type scales (1 = «strongly disagree» to 7 = «strongly 
agree») for the individual scales to measure the five constructs.

Measures were developed and validated in accordance Church-
ill’s (1979) suggestions. A sample of items was adapted from previous 
studies. The measures were purified/pretested in the United States 
(N = 247), China (N = 118), and Belgium (N = 86) using a convenience 
sample. Exploratory factor, reliability, and invariance analysis were used 
to determine the final scales.

The translation and cross-cultural adaptation of the research stim-
uli and questionnaire (scale items) was in line with the recommended 
procedure for conducting international consumer research (Craig and 
Douglas 1999; Douglas and Craig 2006).

Reliability of the scales was established using composite reliability 
(see Tab. 1). All reliability values are «respectable or better»  – that is, 
greater than .70 (DeVellis 2003). The scales were examined with con-
firmatory factor analysis (Cfa) using Lisrel 8 (Joreskog and Sorbom 
1993). The results indicate an acceptable fit of the Cfa model (root mean 
square error of approximation [Rmsea] = 0.077). The factor-loading de-
gree represented by the standardized coefficient associated with each 
item was estimated to examine the convergent validity of constructs. 

Discriminant validity was tested by setting the individual paths of 
the Phi matrix to one and comparing the resultant model against the 
original (Gerbing and Anderson 1988), using the D-squared statistic 
(Joreskog and Sorbom 1993). The D-squared statistics were all highly 
significant, indicating high unidimensionality and discriminant validity. 
In addition, the average variance extracted (Ave) exceeded the shared 
variance, which ranged from 0.0025 to 0.3969 (Fornell and Larcker 
1981). Convergent validity was tested by examining the factor loadings. 
The estimated factor-loading measures are bounded within the range 
between 0.53 and 0.94 and all are significant with t-values ranging from 
10.93 to 22.68, indicating acceptable convergent validity (Bagozzi 1981; 
Hair et al. 1998). In addition, the Ave values exceeded 0.50 for all three 
constructs (Fornell and Larcker 1981).

3.3.  Hypotheses testing

The hypotheses were tested by examining the individual structural 
paths of the model. Figure 2 shows the estimation and t-test results of 
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the structural equation modelling. Results of the structural parameter 
estimates and goodness-of-fit indices appear in Table 2.

The overall fit of the model is acceptable. The chi-square statistic is 
significant. The other performance measures suggest that the proposed 
model describes the data well within acceptable limits. The Rmsea is 
below the 0.08 cut-off values that Browne and Cudeck (1992) suggest. 
In addition, the comparative fit indexis above the commonly recom-
mended 0.90 limit (Lichtenstein et al. 1993).

Consumers’ ethnocentric attitudes are positively related to their do-
mestic product purchase behaviour (+0.64) and negatively related to 
their foreign product purchase behaviour (–0.11). These results support 
Hypothesis 1a, suggesting that Ce has a much greater marginal effect 
on purchasing domestic goods as opposed to foreign goods.

National identification has a positive effect on Ce (+0.40) and cos-
mopolitanism has a negative effect on Ce (–0.11). It is apparent that the 
antecedents to ethnocentric attitudes are significantly different in mar-
ginal effects: national identification has a much greater impact on Ce 
than cosmopolitism, thus validating H2a.

1,00

1,00

0,40

17,66−0,06

−0,10 −0,11

−0,64

0,82 (5,41)

112,34

0,99

0,60Nat ID

Cosmo

BuyDom

BuyFor

CET

Fig. 2.  Estimation of the hypotheses and t-tests.

Tab. 2.  Structural parameter estimates and goodness-of-fit indices

  Hypotheses Linkage Estimate t/p-value Result

H1a/b: |Cet ↦ BuyDom| > or < |Cet 
↦ BuyFor|

D-squared = 112.34 p < .001 H1a Supported

H2a/b |Nat id  ↦ Cet |  >  or  <  |Co-
smo ↦ Cet|

D-squared = 17.66 p < .001 H2a Supported

Cet ↦ BuyDom (+) 0.64 8.65/p < .001

Cet ↦ BuyFor (–) –0.11 1.94/p = .027

NatId ↦ Cet (+) 0.40 6.55/p < .001

Cosmo ↦ Cet (–) –0.10 1.84/p = .034

Rmsea = 0.077 Chi-square = 549.17 Rfi = 0.91 Cfi = 0.95 Nfi = 0.92.
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4. Discussion and conclusions

4.1.  Theoretical implications and future research

Consumers’ ethnocentric attitudes have a positive effect on their 
domestic purchase behaviour and, vice versa, a negative effect on their 
foreign purchase behaviour, but in a context of economic instability and 
globalization, the predictive strength of ethnocentrism reveals a clear 
asymmetry. Specifically, ethnocentric attitudes have a much greater mar-
ginal effect on purchasing domestic goods as opposed to foreign goods. 
It seems that besides the typical ethnocentric consumer with a «sym-
metric» attitude  –  that is, one who is positive toward local products 
and negative toward imported products –  a complex relationship of Ce 
exists and provides evidence of asymmetric ethnocentrism. These find-
ings strengthen Klein et al. (1998) and Balabanis and Diamantopoulos’s 
(2004) results. Specifically, the current findings support their thesis that 
Ce constructs appear to be more capable of explaining consumers’ pos-
itive bias toward home products than their negative bias against foreign 
products, pointing out the weaknesses of ethnocentrism in providing 
specific insights into consumer aversion toward a foreign country. The 
asymmetry that emerges in the current research points to the notion 
that the cultural pluralism and hybridization that Craig and Douglas 
(2006) report also affect consumer behaviour. Thus, in the current (and 
rather peculiar) context of economic crisis and globalization, ethnocen-
tric tendencies can predict the purchase of local goods, but they do not 
create an insurmountable bias against imported products.

The above results become even more significant in light of the im-
pact of national identity and cosmopolitanism on Ce. Specifically, na-
tional identification has a positive effect on ethnocentricity, while cos-
mopolitanism is negatively correlated. Nevertheless the predictive role 
of national identification on ethnocentrism confirms Vida et al.’s (2008) 
results, highlighting the existence of a consumer who seems to con-
vey the sentiment of national identity in the belief that the purchase of 
imported products is unacceptable if locally made products are avail-
able. The findings also seem to acknowledge role of cosmopolitanism 
in decreasing Ce, but its predictive capacity is weak compared with the 
sentiment of national identity (Hypothesis 2a). Although Sharma et al.’s 
(1995) and Cleveland et al.’s (2009) results are corroborated in the cur-
rent context as well, the cosmopolitanism paradox that others point out 
(Beck 2008; Cannon and Yaprak 2002; Thompson and Tambyah 1999) 
arises in all its strength. Strictly speaking, the desire to be open to other 
cultures and to include diversity in the individual experience can coex-
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ist with the sense of belonging to the local context. This phenomenon 
may explain why the findings reveal a much greater impact of national 
identification on Ce than cosmopolitism. Nevertheless, this model has 
been tested on the young population. Future studies should use other 
segments, possibly even analyzing ethnocentric tendencies and their an-
tecedents in relation to age and other socio-demographic variables.

Some valuable implications follow from this research to add to the ac-
ademic debate on Ce. The first implication is the recognition of asymmet-
ric ethnocentrism, along with symmetric ethnocentrism. This tendency is 
reflected in the coexistence of rather than the contraposition of local and 
global (i.e., domestic versus foreign) in the ethnocentric construct, and the 
asymmetric influence of Ce on buying domestic versus imported products 
further substantiates this phenomenon. The results suggest that the grow-
ing complexity of the predictive strength of ethnocentrism on consumer 
behaviour, increasingly merging a strong local sentiment with the desire to 
«consume» foreign cultural experiences, should, in turn, affect Shimp and 
Sharma’s (1987) original definition of Ce. Specifically, Shimp and Sharma’s 
definition of Ce emphasizes consumers’ perception of the «appropriate-
ness» and «morality» of buying foreign-made products, but the results of 
the current research suggest that Ce more accurately refers to consumer’s 
belief in the appropriateness and morality of purchasing domestic prod-
ucts. From an etymologic perspective, this suggestion also aligns with the 
meaning of ethnocentrism, which comes from the ancient Greek word 
f[ioqw, which means «nation», «people», or «race».

Another relevant implication for marketing theory is the role of cos-
mopolitanism as an antecedent of ethnocentrism. Although the results 
confirm the negative effect of cosmopolitanism on Ce, its lower impact 
than that of national identification holds different theoretical implica-
tions. First, the results strengthen the recent thesis in the literature that 
recognizes the existence of a paradox that merges the desire to experi-
ence foreign culture without necessarily renouncing local values (Can-
non and Yaprak 2002; Thompson and Tambyah 1999). Thus, the find-
ings confirm the need for a new scale to measure the consumer cosmo-
politanism construct, as Riefler and Diamantopoulos (2009) suggest. 

A second relevant theoretical implication is that the opposite of 
national identity is not the cosmopolitanism orientation but perhaps 
rather the xenophile phenomenon, which does not include any local-
global paradox and can be clearly distinguished from the concept of 
cosmopolitanism: The analysis of the xenophile impact on ethnocen-
trism and its relationship with the cosmopolitan orientation and the 
national identification tendency might be a worthwhile task for further 
research. The marketing literature needs to measure the xenophile ten-
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dency and clearly distinguish such a tendency from the concept of cos-
mopolitanism in the Ce construct.

4.2.  Managerial implications

The results of this study address some practical implications for 
marketing executives. A positive and useful insight for foreign compa-
nies that want to enter a foreign market is that in the specific cultural 
context considered herein, ethnocentric tendencies can predict the pur-
chase of local goods, but they do not create an insurmountable bar-
rier against imported products. Thus, in an ethnocentric context, the 
development of marketing strategies carefully adapted to the needs of 
the local market can contribute to reducing some negative perceptions. 
Conversely, local managers should be aware that the recognition of a 
high level of ethnocentrism in their target segments does not completely 
eliminate the risk of preferring imported products. Thus, as is often 
the case in practice, companies should focus on «buy local» strategies 
rather than attempting to demarket foreign goods.

Particular attention should focus on the development of a communi-
cation strategy to «cosmopolitanize» consumers. Rather than preferring 
only imported products, cosmopolitan people want to include diversity 
in their own experience. A purchase experience that offers the «wings» 
toward global markets while strengthening the «roots» in a local con-
text might be the best way to target this segment.
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