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Abstract: The purpose of this paper is to test and validate the 2 component CETSCALE measurement
proposed by Luque-Martinez et al. (2000) in the Malaysian context. Based on a larger survey this
paper focuses on validating the reliability and validity of the measurement using a sample of
motorcycle buyers. The findings show support for the 2 component model that was proposed with
good reliability values and validity assessment. Implications for researchers and practitioners are
proposed based on the findings.
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INTRODUCTION

International marketing academics have shown a great deal of interest in the process of identifying
variables which affect the consumers’ decisions on domestic or foreign products (e.g., Roth 1995; Hsieh et al.
2004; Kucukemiroglu et al. 2005; Samiee et al. 2005). The rapid industrialisation of the emerging nations has
led to introduction of products which compete directly with established products produced by the mature
nations.  Consumers have a wider choice and marketers have to compete for their patronage (Chan, Cui 2004;
Ferdous, Towfique 2008). Some countries have adopted a stance that priority should be accorded to
domestically manufactured products (Verlegh, Steenkamp 1999; Verlegh 2007). The ‘domestic-country bias’
which is manifested in stronger product preferences and buying intentions for domestic products have been
evidenced in the past literatures and has been labeled as ‘consumer ethnocentrism’ by Shimp and Sharma
(1987). Literatures in the past have suggested that consumer choice behavior is based not merely on cognitive
processing of various information about a particular product, but also stressed on the affective and normative
mechanisms such has consumer ethnocentrism and patriotism (Hansen 2005; Pecotich, Rosenthal 2001; Vida,
Reardon 2008). Thus, understanding consumer behavior, in particular the influence of ethnocentrism in a target
country-market is important and should be appropriately addressed. The distinction made by consumers between
domestic and foreign products and brands is an important one in understanding consumer brand associations
as it highlights the influence of origin effects on brand perceptions. It is especially important in understanding
differences in consumer perceptions of foreign brands and domestic brands in different parts of the world,
particularly in understanding consumers in the emerging markets of Asia, and their apparent preferences for
foreign brands over domestic or regional brands. 

The present study contributes to the literatures by conducting a replication study of the paper by Luque-
Martinez et al. (2000), using a sample of consumers residing in Penang which is one of the industrialized
states of Malaysia. 

2. Literature Review:
2.1. Consumer Ethnocentrism: 

Research focusing on the impact of country of origin has shown a tendency for consumers to prefer their
own country’s products (e.g. Han 1988; Hong, Wyer 1989; Papadopoulas, Heslop 1990). The preference for
local product is often attributed to the consumers’ ethnocentrism. Consumer ethnocentrism is the beliefs held
by consumers about the appropriateness, indeed morality, of purchasing foreign-made products. Domestic goods
are preferred in countries where (1) consumers have a strong sense of patriotism or national pride (Reierson
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1966; Nagashima 1977; Baumgartner, Jolibert 1978), (2) the domestic economy is threatened by foreign goods
(Heslop, Papadopoulas 1993), (3) there is availability of product serviceability (Han, Terpstra 1988) and (4)
there is unfamiliarity with foreign products and brands (Ettenson, Gaeth 1991; Phau, Pendergast 2000).  

Studies have consistently found that the more ethnocentric a nation is, the less favorable their attitudes
and the less likely they will hold purchase intentions toward foreign products. This negative relationship with
preferences and purchase intentions toward foreign products has been found with consumers in, for example,
France and Japan (Netemeyer et al. 1991), Soviet Armenia (Plank, Lindquist 1999), as well as Korea.  It has
also come to be expected to show similar effects across national boundaries. Sharma et al. (1995) note that
consumer ethnocentrism may result in an overestimation of the attributes and overall quality of domestic
products and an underestimation of the quality of foreign products as it hurts the domestic economy, causes
loss of jobs and is viewed as unpatriotic. 

Consumer ethnocentrism is postulated to have an impact on consumer choice both through product attribute
evaluation and through direct affective factors regarding the purchase itself (Yaprak, Baughn 1991).  While
originally introduced in the context of American consumers, the ethnocentric tendencies of consumers have
been tested by researchers in a limited but growing number of countries (Netemeyer et al. 1991). The impact
of the ethnocentric tendencies of consumers on their attitudes, intentions, and actions seems to be firmly
established in empirical research conducted in developed, developing, mature, emerging and post-transitional
consumer markets (e.g., Batra et al. 2000; Dinnie 2004; Verlegh 2007; Vida, Reardon 2008). Yet, it is still
unclear whether consumer in a developing country like Malaysia will show such similarity.  As products made
in less-developed countries were often perceived as low quality products (Schooler 1965), it is anticipated that
there would be pervasive preference for foreign made products. The discussion of consumer ethnocentric
tendencies in this study is important because it has been used largely to explain consumer preference of
domestic over foreign products.  The preference for domestic products held by U.S. consumers, for instance,
could be explained by the level of their ethnocentric tendencies when compared to consumers in another
country with different preferences.  There is as yet a lack of research into whether consumers from Southeast-
Asia, for example, would make the same distinction in favor of their domestic (or culturally similar) brands.
Comparatively, in examining if consumers in Malaysia hold favorable attitudes and preferences toward foreign
products and brands, it is important to also to measure ethnocentric tendencies as an influence on those
attitudes and preferences (O’Cass, Lim 2002).

The measurement of consumer ethnocentrism was made possible with the development of the CETSCALE
(Consumer Ethnocentric Tendencies Scale) by Shimp and Sharma (1987).  The CETSCALE consists of 17
items which measure the tendency of consumers to act consistently towards foreign and domestic products,
and the scale has been proven valid in several studies (Steenkamp, Baumgartner 1998). In addition to that,
despite the research interest in determinants and effects of consumer ethnocentrism in recent decades, there
were some inconsistencies as to various socio-psychological factors, such as the sources of consumer
ethnocentric tendencies (Balabanis et al.  2001).

2.2 The Context:
It is estimated that there are more than five million motorcycles on the road in Malaysia. Motorcycle is

considered one of the cheapest and most economical means of transportation. Generally Malaysian consumers
prefer smaller motorcycles with engine capacity of 125 cc and below. The rising prices of petrol and prices
of other goods and services have contributed to a surge in demand for motorcycles in Malaysia. During the
first six months of 2008, a total of 268,100 units were sold compared to 223,301 units sold the same period
in 2007. The motorcycle production in Malaysia is mainly CKD (Completely Knocked-Down) operations,
which carries the Japanese brand name such as Honda, Yamaha or Suzuki, with varying degrees of local
content. The globalization of business has brought about changes in the Malaysian motorcycle industry.  For
the last few years, several local brands such as Modenas, Nitro, Comel and MZ have emerged strongly to
compete in the Malaysian motorcycle market.  They have established the brand using technology from Japan,
Taiwan and China.  While Modenas has achieved considerable success especially in the 4-sroke-moped
motorcycle, Nitro and Comel have emerged strongly in the scooter sector.  The liberalization of the motorcycle
market will see an increase in import of motorcycle from neighboring countries such as Thailand and
Indonesia. The national brand, Modenas, is set to face greater challenges in its quest to be the preferred brand
among Malaysians. It is timely that we examine the influence of ethnocentrism on purchase preference among
motorcycle buyers in Malaysia.
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2.3 Validation of the Consumer Ethnocentrism Scale (CETSCALE):
Luque-Martinez et al. (2000) have tested and proposed a 2 component model of consumer ethnocentrism

instead of the usual one component model based on a Spanish sample (see Figure 1). The first component
which encompasses statements with relatively more temperate meaning (Chryssochoidis et al. 2007) can be
termed as “soft ethnocentrism” and the second component which comprises the more radical statements can
be termed as “hard ethnocentrism”. The purpose of this paper is to test if the proposed 2 component
measurement is applicable in the Malaysian context.

Source: Luque-Martinez et al. (2000)

Fig. 1: A Two Component Measure of Consumer Ethnocentrism.

The factor loadings of the 2 component CETSCALE proposed by Luque-Martinez et al. (2000) is shown
in Table 1.

3. Methodology:
3.1 Sample, Procedure and Measurement:

A total of 223 questionnaires were distributed to consumers in Penang, Malaysia. From the total of 223
questionnaires, only 180 questionnaires (80.7%) were usable to be analyzed for the study. The questionnaire
consists of 17 items pertaining to consumer ethnocentrism, adopted from that of Shimp and Sharma’s (1987)
CETSCALE measure. Similar to studies conducted by previous researchers, the items were modified to be
specifically directed at the Malaysian context. CETSCALE has been tested by different researchers and found
to be comparably reliable and valid in the United States, France, Japan, West Germany (Netemeyer et al.
1991), Russia (Durvasula et al. 1997), Korea (Sharma et al. 1995), Poland (Good, Huddleston 1995), Spain
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(Luque-Martinez et al. 2000) and Singapore (O’Cass, Lim 2002). The items were modified to be specifically
directed at the Malaysian context similar to a study by O’Cass and Lim (2002) (see Appendix 1 and 2).
Information was also collected about the consumer purchase preference when buying motorcycles rounding up
with the demographic questions related to gender, age, ethnicity, marital status, educational level and monthly
income.

3.2 Profile of Respondents:
About 28% of the respondents preferred Malaysian brand motorcycles compared to 72% who preferred

a foreign brand. In terms of age, the majority of respondents were in the 26-35 age brackets (55.6%). For
gender, 57.8 % (104) were male with the remaining 42.2 % (76) being females. In term of income, 76 (42.2%)
of the sample had a monthly income of more than RM 1000. The majority of the sample was Chinese (72.2%).
In terms of marital status, there were 99 singles (55%), 64 married with children (35.6) and 17 married without
children (9.4%). As for education level, a majority of the respondents (63.9%) have at least a tertiary level
education of university and above.

Table 1: The 2 component CETSCALE Measurement.
Item Hard Soft

Ethnocentrism Ethnocentrism
1 Spanish people should always buy Spanish-made products instead of imports. 0.2967 0.844
2 Only those products that are unavailable in Spain should be imported 0.2001 0.8102
3 Buy Spanish-made products.  Keep Spain working. 0.2451 0.8465
4 Spain products, first, last, and foremost. 0.3477 0.7891
5 Purchasing foreign-made products is un-Spanish. 0.8243 0.1995
6 It is not right to purchase foreign products, because it puts Spain out of jobs. 0.8386 0.3097
7 A real Spanish should always buy Spanish-made products. 0.8227 0.3324
8 We should purchase products manufactured in Spain instead of letting 0.7227 0.4892

other countries get rich off us.
9 It is always best to purchase Spanish products. 0.5012 0.716
10 There should be very little trading or purchasing of goods from other 0.4138 0.7734

countries unless out of necessity.
11 Spanish should not buy foreign products, because this hurts Spanish 0.7651 0.4291

business and causes unemployment
12 Curbs should be put on all imports. 0.6509 0.525
13 It may cost me in the long-run but I prefer to support Spanish products. 0.6422 0.4891
14 Foreigners should not be allowed to put their products on our markets. 0.8166 0.3235
15 Foreign products should be taxed heavily to reduce their entry into Spain. 0.7485 0.4268
16 We should buy from foreign countries only those products that we cannot 0.4535 0.7104

obtain within our own country.
17 Spanish consumers who purchase products made in other countries 0.8553 0.2209

are responsible for putting their fellow Spanish out of work.
Eigenvalue 6.8991 5.8437
Explained Variance 40.58 34.37

Source: Luque-Martinez et al. (2000)

Appendix 1:
The Cetscale Survey Instrument
Item Questions
1 Malaysian people should always buy Malaysian-made products instead of imports.
2 Only those products that are unavailable in Malaysia should be imported
3 Buy Malaysian-made products.  Keep Malaysian working.
4 Malaysian products, first, last, and foremost.
5 Purchasing foreign-made products is un-Malaysian.
6 It is not right to purchase foreign products, because it puts Malaysian out of jobs.
7 A real Malaysian should always buy Malaysian-made products.
8 We should purchase products manufactured in Malaysia instead of letting other countries get rich off us.
9 It is always best to purchase Malaysian products.
10 There should be very little trading or purchasing of goods from other countries unless out of necessity.
11 Malaysians should not buy foreign products, because this hurts Malaysian business and causes unemployment
12 Curbs should be put on all imports.
13 It may cost me in the long-run but I prefer to support Malaysian products.
14 Foreigners should not be allowed to put their products on our markets.
15 Foreign products should be taxed heavily to reduce their entry into Malaysia.
16 We should buy from foreign countries only those products that we cannot obtain within our own country.
17 Malaysian consumers who purchase products made in other countries are responsible for putting their fellow Malaysians out of

work.
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Appendix 2:
The Cetscale Original Instrument
Item Questions
1 American people should always buy American-made products instead of imports
2 Only those products that are unavailable in the USA should be imported
3 Buy American-made products. Keep Americans working
4 American products, first, last, and foremost
5 Purchasing foreign-made products is un-America
6 It is not right to purchase foreign made products
7 A real American should always buy American-made products
8 We should purchase products manufactured in America instead of letting other countries get rich off us
9 It is always best to purchase American products
10 There should be very little trading or purchasing of goods from other countries unless out of necessity
11 Americans should not buy foreign products, because this hurts American business and causes unemployment
12 Curbs should be put on all imports
13 It may cost me in the long run but I prefer to support American products
14 Foreigners should not be allowed to put their products on our market
15 Foreign products should be taxed heavily to reduce their entry into the USA
16 We should buy from foreign countries only those products that we cannot obtain within our own country
17 American consumers who purchase products made in other countries are responsible for putting their fellow Americans out of

work
Source: Shimp and Sharma (1987)

3.2 Profile of Respondents:
About 28% of the respondents preferred Malaysian brand motorcycles compared to 72% who preferred

a foreign brand. In terms of age, the majority of respondents were in the 26-35 age brackets (55.6%). For
gender, 57.8 % (104) were male with the remaining 42.2 % (76) being females. In term of income, 76 (42.2%)
of the sample had a monthly income of more than RM 1000. The majority of the sample was Chinese (72.2%).
In terms of marital status, there were 99 singles (55%), 64 married with children (35.6) and 17 married without
children (9.4%). As for education level, a majority of the respondents (63.9%) have at least a tertiary level
education of university and above. 

4. Results:
To validate the goodness of the proposed measurement by Luque-Martinez et al. (2000) we used the factor

analysis and reliability analysis. Factor analysis can be defined as the process of identifying the underlying
structure in a data matrix; analyze the structure of interrelationships among a large number of variables by
defining a set of common underlying dimensions called factors (Hair et al. 2006). Reliability on the other hand
refers to the degree of consistency, as Kerlinger (1986) puts it; if a scale possesses a high reliability the scale
is homogeneous. According to Nunnally (1978) alpha values equal to or greater than 0.70 are considered to
be a sufficient condition. 

Table 2 presents the factor loadings, communalities and also the percentage variance explained for the 2
components based on a principal component factor analysis. The factor analysis yielded a 2 factor solution
explaining 64.94% of the variance. The KMO (Kaiser-Meyer-Olkin) measure of sampling adequacy shows a
value of 0.94 and this can be classified as meritorious under the assessment proposed by Kaiser and Rice
(1974). The Bartlett’s test of sphericity was also significant (c2 = 2144.46, p< 0.01). The communalities were
also all above the value of 0.5 recommended by Hair et al. (2006) which further supports the validity of the
2 component measurement.

4.2 Reliability of the Measures:
Next we assessed the reliability of the proposed 2 component measure using the inter-item consistency

measure of Cronbach’s alpha.  Both the components were assessed and the corrected Item-total correlation and
alpha if item deleted is presented in Table 4 and Table 5. The first component with 7 items showed a
reliability coefficient of 0.908 while the second component with 10 items showed a reliability coefficient value
of 0.926. Nunnally (1978, p.245) recommends that instruments used in basic research have reliability of about.
70 or better. He adds that increasing reliabilities much beyond .80 is a waste of time with instruments used
for basic research. On the other hand, with instruments used in applied settings, a reliability of .80 may not
be high enough.  Where important decisions about the fate of individuals are made on the basis of test scores,
reliability should be at least .90, preferably .95 or better. The values of 0.91 and 0.93 thus would be acceptable
in both the instances mentioned.
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Table 2: The 2 component CETSCALE Measurement
Item Hard Soft Communality

Ethnocentrism Ethnocentrism
1 Malaysian people should always buy Malaysian-made 0.127 0.812 0.675

products instead of imports.
2 Only those products that are unavailable in Malaysia 0.263 0.715 0.580

should be imported
3 Buy Malaysian-made products.  Keep Malaysian working. 0.219 0.819 0.719
4 Malaysian products, first, last, and foremost. 0.332 0.765 0.696
5 Purchasing foreign-made products is un-Malaysian. 0.773 0.236 0.654
6 It is not right to purchase foreign products, because it 0.790 0.271 0.698

puts Malaysian out of jobs.
7 A real Malaysian should always buy Malaysian-made products. 0.644 0.522 0.687
8 We should purchase products manufactured in Malaysia instead of 0.710 0.325 0.610

letting other countries get rich off us.
9 It is always best to purchase Malaysian products. 0.310 0.732 0.632
10 There should be very little trading or purchasing of goods from 0.523 0.631 0.671

other countries unless out of necessity.
11 Malaysians should not buy foreign products, because this 0.732 0.341 0.653

hurts Malaysian business and causes unemployment
12 Curbs should be put on all imports. 0.677 0.267 0.530
13 It may cost me in the long-run but I prefer to support 0.572 0.489 0.566

Malaysian products.
14 Foreigners should not be allowed to put their products on our markets. 0.806 0.169 0.677
15 Foreign products should be taxed heavily to reduce their 0.723 0.316 0.623

entry into Malaysia.
16 We should buy from foreign countries only those products 0.509 0.613 0.635

that we cannot obtain within our own country.
17 Malaysian consumers who purchase products made in other 0.799 0.310 0.734

countries are responsible for putting their fellow Malaysians 
out of work.
Eigenvalue 5.657 5.381 11.038
Explained Variance 33.28 31.66 64.94

*Note: The tables after this will use the Item 1 – Item 17 abbreviation.

4.1 Convergent Validity:
Further to the construct validity test using the factor analysis (between scales) another factor analysis but

this time using the within scale was utilized to test the convergent validity. According to Campbell and Fiske
(1959) convergent validity refers to all items measuring a construct actually loading on a single construct.
Convergent validity is established when items all fall into 1 factor as theorized. As shown in Table 3, all items

Table 3: Results of the within factor Analysis.
Construct Factor Loading Communality
Soft Ethnocentrism Item 1 .790 .624
KMO = 0.907 Item 2 .799 .638
Bartlett =  718.036** Item 3 .814 .663

Item 4 .843 .711
Item 9 .776 .602
Item 10 .827 .684
Item 16 .800 .640

Hard Ethnocentrism Item 5 .788 .620
KMO = 0.935 Item 6 .828 .685
Bartlett =  1098.909** Item 7 .836 .698

Item 8 .654 .527
Item 11 .811 .657
Item 12 .721 .520
Item 13 .726 .526
Item 14 .781 .610
Item 15 .780 .608
Item 17 .845 .713

**p< 0.01

measuring component 1 converged into the same factor whereas the same goes for component 2 and the
loadings were mostly in the 0.7 – 0.8 range with communalities all greater than 0.5. This furthers validates
the convergent validity of the instrument.
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The alpha values cannot be improved by deleting any of the items for both the components as such all
items were retained. The corrected Item-total correlation also shows values of 0.5 and above indicating
sufficient correlation. Thus, it can be concluded that these measures possess sufficient reliability.

Table 4: Reliability values for the soft component of the CETSCALE Measurement.
 Corrected Item-Total Correlation Cronbach's Alpha if Item Deleted
Item 1 .702 .897
Item 2 .718 .897
Item 3 .737 .893
Item 4 .775 .890
Item 9 .688 .898
Item 10 .761 .890
Item 16 .721 .895

Table 5: Reliability values for the hard component of the CETSCALE Measurement.
 Corrected Item-Total Correlation Cronbach's Alpha if Item Deleted
Item 5 .739 .917
Item 6 .782 .914
Item 7 .773 .915
Item 8 .671 .929
Item 11 .758 .915
Item 12 .652 .922
Item 13 .646 .923
Item 14 .732 .918
Item 15 .713 .918
Item 17 .796 .913

4.3 Predictive Validity:
Next we assessed the criterion related validity of the measure. Criterion related validity refers to the extent

to which the factors measured are related to pre-specified criteria (Saraph et al. 1989). This is also known as
nomological validity or external validity. Since we had the purchase preference of the sample which was coded
1= Malaysian brand and 2 = Japanese brand we conducted a discriminant analysis to validate the predictive
ability of the two CETSCALE components. The results show a Wilks Lambda value of 0.869 (c2 = 18.414,
p < 0.01) which was significant. The canonical correlation was 0.362 and its square value indicates about
13.10% of the variation in the dependent variable which can be explained by the 2 components. Table 6
presents the comparison of the components by preference. It is clear that those who prefer a Malaysian brand
score higher on both the components of the CETSCALE scores which indicate good predictive validity.

4.4 Comparison with a one factor Solution:
To compare the results that we got with a 2 factor solution, we also conducted a factor analysis with a

one factor solution and the result is shown in Table 7. The KMO was 0.940, with a significant Bartlett’s test
(c2

 = 2145.520, p< 0.01) explaining a total variance of 55.57% only. The reliability coefficient of 0.949 is quite
high which is expected because of the 17 item measure. Thus we can conclude that the 2 component measure
is much better in terms of explained variance although it is lower than that of Luque-Martinez et al.’s (2000)
findings.

Table 6: Comparison by preference.
 Malaysian Brand Japanese Brand Univariate F
Soft Ethnocentrism 4.88 3.92 18.907**
Hard Ethnocentrism 3.76 2.94 15.537**

5. Discussion and Conclusion:
This study has applied the version of Luque-Martinez et al. (2000) to measure consumer ethnocentric

dimensions in Malaysia, which has been previously used and validated in various cross-cultural contexts.
Although the dimensionality of CETSCALE has been studied in previous researches, no known researches have
been found to empirically study the dimensionality of consumer ethnocentrism in the Malaysian context. Hence,
this study has added to the growing body of research in consumer ethnocentrism by using a series of tests to
test for validity and reliability of the constructs. Preliminary results demonstrated a valid (content, construct,
convergent, discriminant and nomological) as well as a reliable two dimension scale for measuring consumer
ethnocentrism.
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Table 7: Factor and Reliability analysis for a one component solution.
 Loadings Communalities Corrected Item-total correlation Alpha if Item deleted
Item 1 .656 .431 .614 .948
Item 2 .692 .479 .650 .948
Item 3 .727 .528 .693 .946
Item 4 .770 .593 .740 .946
Item 5 .718 .515 .674 .947
Item 6 .757 .573 .715 .946
Item 7 .835 .697 .803 .944
Item 8 .725 .525 .686 .946
Item 9 .730 .533 .692 .946
Item 10 .816 .666 .788 .944
Item 11 .772 .597 .735 .945
Item 12 .681 .464 .635 .947
Item 13 .746 .557 .708 .946
Item 14 .696 .485 .654 .947
Item 15 .739 .546 .694 .946
Item 16 .795 .632 .762 .945
Item 17 .792 .627 .754 .945

The impact of consumer ethnocentrism on domestic product preference in Malaysia is a consistent finding
with the past researches (e.g., Herche 1992; Shimp, Sharma 1987; Sharma et al. 1995).  Past research by Vida
and Reardon (2008) has indicated that consumer ethnocentrism is a strong determinant of domestic consumption
than rational considerations in both developed and emerging economies. This is further supported in another
study by Watson and Wright (2000) that in their recent study in New Zealand, ethnocentric consumers are
more likely to purchase products from culturally similar countries. The same goes with the findings of Ahmed
and d’Astous (2008) that the familiarity with products made in a country was the strongest predictor of country
perceptions, followed by nationality, and the manufacturing process and product complexity dimensions of
country evaluation. Hence, companies in Malaysia can still feel more secure while trying to market their
products to consumers high in consumer ethnocentrism. One of the reasons could be due to the fact that
Malaysians are high in uncertainty avoidance and therefore tend to choose local products which they believe
to be superior to others. Nonetheless, it should not serve as an indicator as the inclination of consumers to
downgrade their products (Evanschitzky et al. 2008). This study contradicted with studies conducted in America
and Britain, where it is concluded that consumer ethnocentrism effects are product and country-specific which
is in line with the study by Balabanis and Diamontopoulos (2004).

It is believed that increased attention on these issues should make the journey in better assessing,
understanding, and profiling the dimensionality of consumer ethnocentrism scale much more theoretically and
managerially rewarding. 

5.1 Implications:
It is vital to understand how the consumers in Malaysia view and act towards purchasing foreign and

domestic products, in view of the fact those businesses in Malaysia are moving towards shedding the traditional
marketing concepts and accepting the existing and upcoming marketing trends in the world. Hence, the
marketing practitioners can make use of the relative impact of the two important variables to better position
their products as cognizance of these variables can facilitate the development of effective strategies
domestically and internationally. Besides, it is believed that both multinationals and local organizations
operating in developing countries can make full use of the findings from this study to formulate better
marketing strategies which will be acceptable and valued by the consumers. 

5.2 Limitations:
Although the study has provided sufficient insights into the studied dimensions of consumer ethnocentrism,

the results could not be generalized in view of the fact that all the variables were taken form the same source
and there is a possibility of common methods variance. In addition to that, this study was conducted only in
one state in Malaysia, Penang; hence future research can be done which could include respondents from all
other major cities to cross-validate the results found in this study. In addition, future researches should perhaps
look at other variables which could have affected the choices of consumers such as consumers’ perceptions
of a product’s quality and of its attributes, consumers’ attitudes towards a product, perception of risk, and the
perceived value of the products using a wider range of dimensions and larger sample size.
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