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Abstract. Free trade as embraced by globalization ig Ejlten'ng the wortld's economies
at an unprecedented pace. Yet, this inertia may be stymied by consumers who feel
threatened by the changes i their domestic cconomies and by wmported products,
This study cxamines factors shaping consumer aceeptance of imported products,
With saroples derived from Siagapors and New Zgaland, wo explore the impact of
consumer oiinocentrism, domestic product quality. tl}e necessity of a praduct, and
cultural openness on acceptance of imports. The findings reveal that only consumer
gthnocentrism has a strong sssociation with opposition to imports,  The other factors
show some impact but ip a more muted sense. hnpli.cé.t)’.ons are presented.

JEL Classification: F15, F36, M31 - i'
Keywords: Globalization, Attinde Trwards Imporis,|Ec0nomic Theeat, Conautmer
Ethnoecntrism :

1. Introdoetion !!

Globalization has become an unstoppable juggernadt Examples ahound in giving
testirnorty to its inexorable pace as its forees of cange extend across the world.
Wal-Mart, for cxample, bas become the world’s larécst Tetailer. generating sales in
excess of $312 billion for the 2005 financial year (Zimmermarn, 20069, This massive
erterprise bas become the largest emplover on the pihnet, with a web of retail outlets
both inside and outgide the USA, employing thore than 1.6 million people
worldwide. Its gargantuan growil has given it apnual sales larger than the economies
of natious such a5 Tseael and Sweden. Based om its purchase of $18.4 billion worth
of goods from China i 2004, Wal-Mart can eved be viewed as Chipa’s eighth.
largest trading partner, eclipsing China’s trade with bouniries Kke Australia, Canada,
and Bussia (Porter, 20016). These stagsering statistics filustrate the “new” world
order in a globalized world cconemy. | :
Yet anpther mighty multi-nationa] titan | this new world order is
MeDonald's. This fast-food chain with its ublguitous golden arches, “stands astride
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the globe like a Colossus™, serving 30 million eusiomers every day and operating in
119 countries aronnd the world (MeDonalds, 2006; Veseth, 2005). Almost beyond
belief, McDonald’s draws “more customers daily thap there are people in Greece,
Ireland, and Switzeriand together” (Barber, 1996). As Barber (1996) suggeats,
McDenald’s is the vangmard af global capitalism; “Following McDonald’s golden
atoh from country to country, the market traces a trajectory of dollars and bonds and
ads and yen and stoeks and cwrency fransactions that reaches right around the
globe ™ Such examples illustrate & crucial aspect of gloubalization, which is the
increase it power and reach of muitmatiomal corporations such as Wal-Mart,
McDonaids, [BM, and Nike. The ¢ombined gales of wvarivus multinational
corparations reached $19 trillion in 2001 (UNECS, 2003). Such companies bow
aceount fior over 4 third of world output and 66% of world trade (Gray, 1999).

Only a few notable forces have set the gsiage for the emcrgence of these
unprecedented global giants. With the end of the cold war, a new dynamic was set
in place that would he the driving force im this metamorphosis. This dynamic
fostzred a rapid expangion of world wade, capital, competition, labor and ideas,
resulting in an ever increaging merdepeadencs of econommes in both developing and
developed countries. Inde=d. globalization has become the most powerful smerging
system of the 21st century, it is coniributing to the integration of capital, technology,
and information across uational borders, in a way that {5 creadng a single global
market (Friedman, 2000). The essential driving force behind globalization is free-
market capitalistn, which is based on the notion that the more a country opens its
econommy to fiee wade and foreign competition, the more efficient and thriving that
country’s econoty will be, The extent to which globalization creates a discomfiting
provess for consumers comtinues to be in the limelight,

The debate about the impact of such globakization hag centersd on the role of
multinationals and their activitics in reaping the benefits of this pew world order
(Coroni), 2000). While some view their role as positive, others see a differcnt
picture, Protagonists ¢ite vanous statistics reported by the Tnited Natiotts and World
Bank to highblight the benefits brought about by mulrinational worporations and
coonomic globalization. They powt out that multinatiopals tend to preserve high-
wage jobs in developed countries while paying overseas employees more than what
those workers would have carned from their domestic employers. They also insist
that in regions where wuitingtionals operate, the child labor rate dropped
sighificantly from the past. Finally, such supperters dispute the accusation that
mujtinationais cause environmenial destruction; instead, they praise multinationals as
the driving foree in the spread of “green technologies™ and in creating markets for
“green products” (Qudnlivan, 2000).

Despite these claimed benefits, critics of globalization and its cotresponding
multinational expansion, marshal other reasons to contradict its defenders. They
argue that advocates of the present status of globalization are not humanists, but
represent the warrow econermic interests of MNCa only. In their view, globalization
has led ta a homogenized Disneyfication and Wal-Marting world, destroying in the
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process conswmers’ national ideptities, cultural, religions, and political values (Belk
1994). For thoga ctitics, plobalization has created an economic asytmetry because
of the disproportionate distribution of resources and imbalances of power with few
© winners, roainly MNCs, but matty Tosers both within and across countries {White,
2002). In support of this view, the World Poil condneted by the Global Marketing
Institute m Decomber 2005 found that 67 percent of French consumers and 58
percent of German covsumers had negative feelings toward American multinational
companies (Blumenfeld, 2005),

Tmportant segrnents of society such as labor and environmentalists have algo
come to the forefront in the anti-plobalization drive. They assert that irade
liberalization and sconomic globalization have reduced the living standards, caused
job losses, depressed wages, resulted in environmental degradation, and created
unsafe working conditions so that nmltinatiopals can et costs and remain
sompetitive, For example, 8 1998 gurvey of apecial economic zones in China showed
that multinationals hke Ralph TLauren, Adidag, and Nike were paying as little ag 13
cerits pet hour whereas comparable jobs w the U.5. would provide about US $10 per
hour if such jobs did not migrate to countries such as China (Klein, 2000% The fear
for logs of jabs is an important reason why organized labor in France and Luxemborg
is taking government help to gtop the multinaticonal conglomerate Mittal Steel Co.
from: taking over Arcelor Co. of Luxembors (Anonymous, 2006).

A ey concept that reflects elemnents of this opposition to glcbahzaunn anid
the products sold by multinationals is consumwer ethnocentrism. It represents the
appropriatentess and indeed marality of purchasing foreign products. For consumets
who are highly conswrmer ethnocentric, purchasing foreign products such as those
marketed by MNCs 15 wrong, mainly beecauge it Iurts their domestic economy and
causes loss of jubs. Investigating this increasing globalization and the convomitant
eross-national expansion of MNCs, several studies have established a link between
consumer ethnocentrism and opposition to imported products. Yet, gaps in the extant
rescarch make it difficuit to understand how cotsumers’ pttitudes towards irported-
goods are formed. Some researchers have called for examining consuructs other than
ethoocentrism 1o understand such product attitudes (de Ruyter et al, 1998, van
Itteraum, 1998). Others, such as Nijssen et al, (1999), arzue that the present status of
regesrch on.consumer attitudes about imports hag focused too muoch an comsumers in
large industrialized countries such as-the United States. characterized by biy interpal
merkets and a range of domestic brands,

Tn light of these gaps in the literature, the purpose of our study is to extend
our Undevstanding on the formation of comsumer attimdes towards imports by
locking at variables that have not been explored completely. Specifically, we
examine the influence of prodoct quality perceptions of domestic products,
perceptions of prodnet necessity, cilural operness, and consumer sthnocentrism on
atiitudes toward imports. Our study seeks to answer the question if consumer
ethnocenmism operates independently in affecting product impott attitudes or if
product quality perceptions, culturad openness, and product necessity algo contribute
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to shaping product import sttitudes. In response to the call far tesearch vwiside large
industrialized countrics, we focus our gindy on Smgapore and New Zealand, which
represent two 3mall but ¢eonomically developed countries.

3. Literature Review and Research Questions
2.1 Cousumer ethrocentrizm and i18 impact on product import attitides

Crawford and Lamb ({1982) were among the first to obscrve the emotional
implications consumers coniront in purchasing foreign-made products, particularly
those products which threaten the domestic industrics of their countries, Following
that study, consumer ethnocentrism emerged as & key explanatory vanable in
understanding the reigetion of foreign brands m foreign markets. Research
conducted on country of origin (COO) has also shown that consurers tend o have a
favorable bias towards domestic products referred to as “domestic country bias”
(Elliot and Cameron, 1994; Shimp and Shamma, 1937; Sharma, Shimp, and Shin,
1995; Wall and Heslop, 1984), The consumer ethnocentrism concept has been. used
10 ¢xplain this bias (Acharva and Ellior, 2003; Balabanis and Diamantopoulos,
2004).

Conaumer ohnocentrism i3 derived from the pgeneral concept of
ethnocentrism, which i3 ropted in sociology (Shimmp and Sharma, 1987). First
ooduced by Swnner (1906), the concept 18 defined a9 the tendency to view one's
own group as cendral and superior to thase found in other societies (de Ruyter et al,,
1898; Levive and Campbell, 1972). According to Shimp and Shamma (1987),
congumer cthnocentrism reflects consumers” perceptions about the appropriateness
and indeed morality of purchasing foreipn made products. Those with high levels of
{his trafs believe that purchasing foreign-made products is marally wrong as it harms
the domestic ecomomy, causes loss of jobs. and is unpatriotic (Huddleston et al,
2001; Kaynak and Kara, 2002). As g consequence, their preterence i3 to purchase
local products ag they feel it i3 sither their duty or a moral requirement {Acharya and
Elliot, 2003}

Extant research shows that higher levels of consumey ethnocentrism are found
more among the following proups: females, less educated, less wealthy and older
people (Good and Huddleston, 1993; Shimp and Sharma, 1987; Watson and Wright,
20007, Other correlates of consumer ethnocentmism are:  dogmatism (Caraupa and,
Magri, 1996), national idenuty (Lantz ¢t al., 2002), foreign travel (Ramsey-Neeley
and Kennet, 2003), union membership (Kieth aod Ettenson, 1999), attitudes towards
own countey (Durvasula et al,, 1997; Netemeyer, Durvasuia, and Licktenstein, 1991),
community involvermnent and family structure of consumers (Kaynak and Kara, 2002;
Kucukemirogiu, 1999). Inversely, factors that are negatively correlated fo consumer
ethnocentrism include: cultural npenness, international brand awarengss, fashion
conscionspess, and leadership (Kaynek and Kara, 2002, Kucukemiroghi, 1999;
Sharma, Shimp and Shin. 1993, Vida and Fairhust, 1999).
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Consumer ethnocentristn has been measured on 2 contivoum ranging from
highly ethnocentric to non-ethuocentric via the consumer ethnoceniric tendencies
scale, also known as the CETSCALE (Shimp and Sharma 1987). Studies have
shown that those scoring high on the CETSCALE (that is, highly ethnocentric
consumers) rated domestic products' quality as higher and are generally unwilling to
putchase foreign products (Brodowosky, 1998; Good and Huddleston, 1995; Klein et
al., 1998; McLain and Sternguigt, 1991). In contrast, less ethnocentric consumers
gvaluate foreign products ¢m their objective attributes and/or view them ps hetter
" because they are not produced in their owtl country (Durvasula et, al., 1997; Hopking
and Powers, 2003; Vida and Fairhurs, 1999; Kaynak and Kara, 2002).

The impact of ethnocentrism on purchage behavior is somewhat unclear due
to nther influences that can attenuate or amphfy this tendency. Several studies have
reported that highly ethnocentric consumers are no maore likely than less sthnocentric
conzumers to actually purchase domestic products m the marketplace (Fischer and
Byran, 1997; Good and Huddleston, 1995, McLain and Stemauist, 1991). Yet, other
studies have reported that copsumer ethnocentrisim does impact actual purchase
bebavior in that ¢onsumers who expressed being conseious abowt buving domestic
products achually purchased more domestic products (Garland and Coy, 1993,
Shoham and Breneic, 2003), Hersche (1992) found thar conmmmer efhnocentric
tendencies predict purchase behavior over and above that of demographics varmables.
Consumer ethmocentrisie has also been shown to be a good predictor of product
ogwuership (Herche, 1994), Overall, the colleotion of evideace indicates ihat
consumler ethnocentrism can affect: (2} an individual's attitudes and beliefs towards
wnported and domcatic productt, (b) the importance of buying domestic and
ittported products, aud (¢) purchase intentions and willingneas to buy domestic and
imported products {Acharya and Elliot, 2003; Brodownsky, 1998; Durvasuia et 3l
1997; Netemeyer, Durvaenla, and Lichtenstein, 1991: Shoham and Brencic, 2003;
Wang and Chen, 2004).

Given the above undetstanding of conaumer cthnocentrism and the gaps
our understanding of how this coneept operates, we propose the following research
question: :

R1: Does consumer ethmocepirism have o significant impact on attitode towards
imports?

2.2 Product quality perceptions and its impact on product import attitudes

How pereeptions of the quality of an imported product affect athimides towards such
products has not been well investigated in the literature. Hersche (1992) presented
the idea that “quality perceptions of products coming from source countries” gould
possibly explain how consumer cthnocentrism may impact purchase behavior. He
suggested that besides consumer cthmocenwmism, there may be other potential
influences on buying behavior that create a more dynamic and complex state of
mind. Furthepmore, he conjecured that the ethnocentrism’s influence on buymg
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behaviot may be subject to the characteristics of the country of origin, Such thinking
parallels subsequent research by Crawford apd Lamb (1982) which found that
consumers were more willing to buy products from source cowntries that were more
similar to their own in terms of social, political and economic dimensions. Such a
finding, however, may alse reflect ethmocentric tendencies, but it could alse be due
to quality petceptions of products cnginating from countries viewed as different
politically, socially and economically. Reardon et al. {2004) found that econowmic
development (which may bave an impact on & country’s ability to produce guality
products) operated as a moderating variable between ethnocentrism and aititude
toward the product or brand. Sharmg, Shimp and Shin (1993) discovered that
perceived product necessity and economic threat' operated as  moderators,
Nenetheless, thair siudy examined only Kotean subjects. Thege authors urge other
researchers to continue this (nvestigation so as to determine if moderators function in
other counitries.

Chakrabarty and Conrad (1995) examined the impact of product quality
perceptions for & number of produets. They found variations according to product
categary; only for clestrenic poods did consumer perceptions of guality act as a
moderator of the relationship between consumer ethnecentrism and purchase
inemtions, When product quelity perceptions of domestic brands were higher,
consumers had a relatvely lower intention to purchase forcign products, Wang and
Chen (2004) also investigated the moderating role of product quality judgments of
domestic produsts in the relationship between consumer cthmocentrism and intention
10 buy domestic products in China. They found that the impact of sthnocentrism on
purchasing domestic products tends to be weaker when consumers judge them as
peing of lower quality and when consamers bold higher conspicuous consumption
values, Haizhong (2003) also used a Chiness sample and found 2 moderating effect
for product capability on the relationship between comsumer ethnocentrism and
purchase intentions. When imperted products were perceived © be maore capable,
then consumer cthnoceutrism had a weaker influence on intention to purchase
dorhestic products,

Based on our understanding of product quality perceptions, we propose the
following research question:

R2: Do product quality perceptions of domestic hrands have an impact on atitade
lowards product imports?

.3 Product necessity and its impact ort product import attitudes

Whether a product 15 2 necessity or 8 luxury one (non-necesgity) 19 also likely w have
an inpact on attitudes towards product imports, In light of our wnderstading of
cthpocentrism, consumers arc likely to perceive products differently in terms of
whether those products are necessary to them personally or W the domestic economy,
When 2 product is pereeived as a necessity, consumner ethnocentricity s likely to
play a relatively minor role in affecring attiudes toward importing that produet.
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Given the necsssicy of the product and the abtence of domestic alternatives,
consumers have litde choice. An sxample of this notion can be found in the
perceptions of coffee in somme coyntries. Since coffee may be regarded as a necessity
by some aad may not be grown locally, sthmocentrism is not Tikely to mtervence in
evaluations of buying ¢offec. On the other hand, for items perceived as dispensable,
conswmer sthnocentricity may have a roore substantial impact on attitudes since the
consumer can shun such products, On logical grounds, we oxpect that personal
preferences and desires (or, product necessity) counteract the more altruistic and
nen-sclf-centered motives contained in the ethnocentrie ideal.

Huoddleston, Gnood, and Stoel (2000), for example, found that Russian
comsurners did pergeive differences m product quality based an conntry of origin and
product necessity. However, consumer ethriocentrism did not seem to have an effoct
on perceived product guality suggesting that perceptions of product quality and
ethnocenttisto opetate independently in the way consumers make judgments about
products. For a number of products, Sharma, Shimp and Shm (1295) found a
significant impact for produet neceasity on sttitudes toward importing praducts.
Product necessity also had a significant moderating effect on the relationship
between consumer ethnocentriam and atutude towards product imports.

Based on our understanding of product necessity perceptions, we propose the
following research question:

R3: Do perceptions of product necessuty haw- an inpact op attitude towards product
imports?

2.4 Cultural openness and its impact on product import aitifudes

There s wide vadation m the depree to which people in a country are open to
something foreign, Such openness may have been conditionsd by previpus
experiences or the lack of being exposed to something unfamliar or foreign. Indeed,
individuals differ in terms of their experience with and openmness toward: people,
values, and artifacts of other culbures. The extrerme form would be Jabeled as
xenophobia, When individnals have had the opportunity to interact with other
cultures, cuttural prejudice is likely to be diminished. A closed mind then is likely to
become mors open.  Granzin, Brazell apd Painter (1997) view gulural openness as
related to lower prejudice, less ethnocenursim, and more approving of free trade.
Cultural openness provides un explanation for what Howard {1989) found for USA
residents on the West Coast, o region where nutnerous cultures interacl. These
residents were more bikely to rate imported products as more favorable than domestic
producis unlike residents of the Midwest which rated iroported products as moch
lower m quality. The Midweat is less heterogeneous in its eultural compositon.
Shimp sud Sharma (1987) detected that respondents from Los Angeles were less
¢thaocentric than were those from Devver, Detroit, North Caroling, aud South
Carolina.
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O the basis of our understanding of consumers’ cultural openness, we propoge the
following research question:
Ré: Does cultural openness have an jmpact on attithde towards product impaorts?

3. Methodology
3.1 About the sample

Daw were collected from two countries 1w the Asia-Pacific region, namely New
Zealand and Singapare. Though both countries are economicaily developed, they are
different in the sense that Singapors is a amal) city-state, and its cconemy depends
much more on an open economy and liberal impottsfexports compared to New
Zealand. A total of 100 young aduls in Singapore and 127 m New Zealand
responded 10 the survey. All surveys were adrmnistered i English, since English is
the native langnage of New Zealand and {5 spoken widely in Singgapore.

3.2 Abour the Measures

The survey consisted of a number of measures. Consumer ethnoceptrism was
measured by the reduced version of the consurner ethnosentrism scale (CETSCALE)
preposed by Shimp and Sharma (1987) with ten items. The product necessity scale
comsisted of a six-item scale that weasured the pecessity of several products for
daily-living. All secale items were measured usmg 7-point rating scales (1 = definitely
necessery and 7 = definitely unnecessary). Attitnde towards product imports also
consisied of a six-itern scale which meastired the importance of purchasing a varery
of produets. All items for this scale were measured using 7.point rating scales (1 =
definitely should fmport and 7 = definitely should not vmpert). A four-item semantic
differential scale medsuwred percepuons of product quality of domestic products.
Examples of specific scale ilems were: good value [ poor value for money,
technically advanced’ backward, high quality / low quality, and reliable / unrcliable.
The product quality perception scale flews were also measured uging 7-point rating
scales. Cultural openness was measured using a six item scale with selected iterns
adapted from Shapma, Shimp and Shin (1995). Same of the scale items werg: “T
would like w have opporomities to meer people from different countries,” *T would
like to attend cultural events organized by people fom different couniries.”
Responses 1o these scale items were obtained using 7-point rating scales, where “17
represenied “strongly agres™ and “7* represented “strongly disagree™.
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4. Results
4.1 Psychometric Tests nf the Scales and Statistical Procedures

Before addressing the four research questions, we eatablished the psychometric
properties of all the swvey measures. The reliability estmates are ag follows for
New Zealand and Singapore (in that order): CETSCALE (.92, 21); attitode toward
product imports (.84, .71); product necessity (.54, ,59); and cultural openness (.84,
,76), Since all reliability measures are at or above .50, they are psychometrically
adeqguate for research (Diamantopoulos and Siguaw 2000}

Given these acceptable psychometric reliability coetficients, we formed
composite indices of consnmer sthnocentrism, product necessity, cultural openness,
and product nocessity by averaging responses o individual scale items, We then
divided (for both Singapore and New Zealand) the subjects inte two groups hased on
how they responded to consumer ethnocentrism. product necessity, and cultural
openncgs using the mean spliv procedure. For example, we divided consumers
“high”™ consumer ethnocentrism grouy if their scale responses were above the sample
mean and “low” consumer ethnocenttism gronp if their seale responses were below
the sample mean, Likewise, we forred the “high” and “low" consumer groups based
om whether or not their regponses were above or below the respective scale mean
values for product necessity, cultural openpess, and product quality perceptions of
domestic: brands. Table 1 shows the mean attitude toward imports for varions “high™
and “low™ groups,

Tahle 1: Deseriptive Statistics tor Attitude Towards Imports

L Mean Attitude Towards Imports _|.
New Zealand i Singapore ‘f
High Low . Low Group
Group ' Group J High Group } !
[ Product Necessity 330 | 345 | 334, 341
Quality Perceptions I ! | ]
for Domestic Prod. 3.52 . 3.2 343 3 )
Consumer ' | ]
!
Ethnocentrism 330 | 311 3.55 323
Culrural Qpenneas 3.38 | 3q2 | 33 3.46

Note: 1. Attitude towards imparts is gealed such that a value of “1" implies most
favorable attitude and a value of “7* implies least faverable attitode. b, Mean scores
n the table are interpreted as follows, When products are considered pecessary for
daily tife (that is for the “High" group), attitude towards imports 18 velatively higher
(3.3} than when products are aot considered pecessary for daily life (mean = 3.45 for
the “Low"” group). ¢. Overall mean aitude towards imports is 3.38 in New Zealand
and 3.38 in Singapore

2
o
o0
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W performed a univariate avalysis of variance with attitude towards product
impotts as the dependent measure and the dichotomized variables (that is consumer
ethnocenwism, product necessity, ond culfural openness) as the independent
variables. Results of this analysis allowed us to address the four research questions,
Parsnthetically, we performed a regression analysis without dichotomizing the
independent variatles, Those results mirror the ANOVA regults, We pressot only the
ANOVA resolts (featured in Table 2 for New Zealand and Table 3 for Singapore)
becanse they effectively idemify which variables affect attitude towards iroports. To
guide the reader more easily in examining the statistical results, we provide the
gemeral research question under study and the tesults below,

Table 2: ANOVA, Results forr New Zealand (Produet Import Attitodes is the
Dep. Measure)

! 1

Type 1M ‘ i |
Source Sum of df Square' Sig.
Siqudres : | ‘
Model 1400.329(a) | 5 280.066 | 307.303 | 00|
Product quality | | [ [
perceptions of 2.207 1 2207 2,426 12
domestic products | | | \
Product necessity ! 307 1 407 337 36 |
Cultural openness | { 1 008 008 93
Consumer | . _ 9
| etinocentrism 10.008 1l 10,0081 10999 | 00 J .
Frror ! ) 114 010 ' i
Total T o1s04036 ' N9 | ]

a R Squared =.931 (Adjusted R Squared = .928)
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Table 3: ANOVA Resnhis for Singapore (Product Impnrt Attitudes as the Dep.
Measure)
|

Type I | | ]

| Souree Som of df Square

| Squares ' q

Model 1130,187(a) [ 5 226.037] 371986 00
I J TETIRAR 4=
J Product quality
J pereeptions of s 1l 7S] 12w 27
| domestie products |

| Product necessity : 012 L, 012 020 39
| r 955 L es5] 1sm 21
| Consumér - n .

e o 1375 i 3375|5554 02
Il Error | . 94 608

| Total | 1187.306 99

R Separed = .952 {Adjusted R Squared = 949)
4.2 Which Variables directly affect Attitude Towards Imports ?

RK1; Daes consumer ethnocentrisin have a significant iopact on attitude towards
mpors?

Ag mentioned in Table 1, attitnde towards imports 15 positive with a mean attifnde
score of 3,38 for the respondents in both NZ and Singapore. (Note: a score of 1
implics very favorahle attitude toward imports and 2 score of 7 implies a very
unfavorable attitude towards bmports). Despite this positive attitode, comsumer
cthnocentrism does function as predieted. Thosa with higher levels of consumer
ethnocentrism  have a relatively less favorable attitude towards imports.
Contrastingly, those with, 2 leaser degree of consumer ethnocentrism demonstrate o
telativaly mere favorable attitude wwards imperts, The differsnce in attitude toward
product imperts for the “high” and “low"™ comsumer ethnocentric groups is
gignificant statistically as verified in Table 2 for New Zealand and Table 3 for
Singapore, . :

R2: Do product quality perceptions of domestic brands have an impact on attitnde
towards product impocts?

From Table 1, it appears that produet quality perceptions of domestic brands do have
an impact on attitude toward imports. Those who bave a positive perception of the
quality of home country products have aless favorable antitude towards imports.
Theose who have a relatively less favorable perception of the quality of home country
products have a comparatively more favorahle attimde towards imports, As shown in
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Tables 2 and 3, the difference between the “high” and “low” product qualify
perception groups, however, is oot significans in a starfstical senge.

R3: Do percoptions of product necessity have an impact on avitude towards product
impeorts?

As one would expect, those who consider praducts necessary for daily living (“high
groug'™ have a more favorable attitnde towards imports (see Table 1), Those who do
not consider the products necessary for daily living (low group) have a relatively less
favorable attitude towards imports (vs, group 1). While perceptions of product
necessity appear 1o have an impact om attitude towards product imports, this sffect s
not significant in a statistical sense for either New Zealand or Singapore (see Tables
2 aind 3). .

R4: Does sultiral openness affact attitude towards product unports?

Resnita presented in Table | appear Lo support the expectation that culiral apcaness
affects attitide toward product imperts. For consumers who are rated as “high” on
cultural openniess, the attitnde towards product imparts is more favorable than for
those consumers who ate rated as “low” on culturai openness. The impact of cultaral
openness. however, s not sighificant in a statistical sense i both New Zealand and
Singapore (se2 Tables 2 and 3).

4,3 Other Results

Figures | and 2 show whether the relatinnship between consitmer ethhiocentyism and
attitude towards product imperts is modétated by prduct necessity, cultural
openmess, and product quality perceptions of domestic brands, Results indicate that
aititude toward product mports is the most favorable when consumer ethnocentrism
¢ low. Simdlarly, attitude towards frmports 14 alse the most favorable when quality
perceptions of domestic products s also low. At high levels of consumer
ethnocentrism, Wgher quality pereepdons of domestic products would magnify the
unfavorable attitude towards product tmports. This finding ocoms in both New
Zealand and Singapore. |

We do find important differemces between New Zealand and Singapore, Tn
Mew Zesland, rplmural openness dees not work in tandem with copsumer
ethrocentrigm to affect attitode towards imports, In Singapore, however, consumers
who ate rated “low™ on cniturpl openness have relatively mnore unfavorable attitude
towatrds imports ag compared to when they are rated “high™ on culiural openness.

In Bingapore, perceptions toward product necessity do not seem to affect the
relationship between consumer ethnocentrism and import atitudes, However, “high”
perceptions of product necessity appear o make import attitudes more favorable far
less congumer ethnoeentric paper while “low” perceptions of product necessity seem
to roakee: import attitudes less favorable for highly consumer ethnocentnic congnmers.

In swm, attitude towards imports s more positive ift  (a) products are
cotisiderad necessary for daily living, (b) products made in home comnty are
considered to he of inferior quality, (¢) consumer gthnocentrism is fow, and (d)

271



GLOBAL COMPETITIVENESS AND MARKETING

cultural openness i high. These results are consistent for both Singapors and New
Zealand, An interesting question is whether the irapact of conswmer ethnocentrism
on impert attitudes is affected by other varables. Perceptions of domestc product
quality affect this relationship in hoth countries, However, product necessity
perceptions magnify the impact m New Zealand only, while caltural openness
magnifies the impact in Singapore,

“ Figure 1
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Figure 1 {continued)
Mean Attitude Towards Imports in New Zealind
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Figure 2
Mean Astitude Towards Imports in Singapore
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Fipure 2 (cousinued)
Mean Attitude Towards Imports in Singapore
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4. Diseussion and Trplications

Since the end of the cold war, therc appears to be an unstoppahle push towards
globalization and trade liberalization. Successive rounds of multilateral trade ralks,
spegrheaded by the United States and othet developed economigs, first lead to the
general agreement on trade and taniffs or GATT and subsequently to the creation of
the world trade organization (WTQ), In addition to these global frade agreements, a
number of regional trade blocks bave emerged in various parts of the world such. as
ECM, NAFTA, and ASEAN, While consumers have benefited from the availability

of cheaper products, thers is a growing perception, even in developed countries, that |

the drive wwards globalization has » major side effect, which 15 loss of job seenrity.
With companies constantly outsourcing matmafacturing and service jobs to “low
wage” countries, both skilled and unskilled labor have besn veicing complaints
about job losses and the damage that globalization has heen causing to their domestic
CoOngmy,
It i3 nataral to expect that when people are affected adversely by
globalization, they would react negatively towards imported products. Cme construct
. that has captured the ¢asence of this reaction is consumer ethnocentrism. I this
study we s¥amined the impact of consumer ethnocentrism and s mamber of cther
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vanables on attimde wwards impors, Data were collected in two small but
developed economies in the Asia-Pacific region. One of them is Singapore, a small
city-state that thrives on foreign wade. The mber is New Zealand, whose economy i3
primarily agriculture based, but it hag been witnessing significant expansion in the
service seetor,

The sample of consumers who participaied in this study hos generally
favarable attitudes toward imports, end it s also relatively less comsumer
ethnocentric. Evedt 30, consumer ethnocentrisin has a significant impact ot import
attitudes. For highly cthnocentric consumers import attitudes are significantly less
favorable. So, despite all the exhortations from the business ¢ommunity about the
benefits of globalization, it is consumer ethnocentrism - fear of losing jobs and
perceived fear of how imports affect the domestic economy - that wltimately affects
overall attitnde towards imports, Our study reveals that this phenomenon is present
in markel orjented economies like New Zealand and Smeapore. As such, we suspect
that this phenomenon would be even more pronounced in less developed economies
ar i those economies that are much mote state controiled. The pressure being
exerted by small retailers on the Indign government net to open the retail sector to
big multinatianal retailers like Wal-Mart is a case in point. The small Indisn retailers
are watried that multnationals would significantly undermine their business, What
does such a simation imply for the overseas opemations of MNCs? What marketmg
strategy should they adopt to aveid the backlash from ettmoventric consumers? One
appneach is to deemphasize the connoy of origin when promoting their produets. The
other approach is to market their products throngh lacal affilistes.

Results aiso mdicate that praduct necessity, product quality perceptions of
domestic brands, and enltural openness have an tmpact on attitnde towards mports,
though not in a significant sense. Instead, they appear to affect the relationship
betwean consumer ethnocentrism and import attitudes. For example, ag resvits from
Smgaparc indicave, cultural openness of consumers mitigates the negative effect of
consuer ertmocentrism on import attitdes, 1t is likely that the diverse muiticultural
mix m Singapore of Indians, Malaysians, among others makes. Singaporeans more -
culturally open; this facter would contribute to lessening the impact of consurner
ethnoeentrism, New Zealand does not have snch ethnic diversity. Results from New
Zezland indicate rhat perceptions of product necessity also bave an indirect irmpact
on import attimdes. When, produets are not considered necessary for daily living,
higher degrees of consurner ethpocentrism make product rpert attitudes even more
negative.

When faced with such problepatic sentiments, what should MNCs do? Or.le
possible solution i3 to show that imported products solve a specific consumer
problens that domestic products do not. Such product differentiation from domestic
brands hased on produst performanee mipght be the key to enbance Import attitudes
for ethnocentric consumers. This approach is alao appropriate given our other finding
for both Singapore and New Zealand that consumer ethnocentrism plays a less potent
role on import attitudes when domestic products are nol viewed as of high quality.
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In the final analysis, globalization has clearly unleashed 2 worldwidzs change
in the interconnectedness of nation statgs. Yet, this inertia may have sown sseds of
resentment and discontent ag established domestic industries collapse from foreign
competition. The resulis of our study reveal that ethnocentrism presents itself as a
rontender against imports even if consumers do not use domestic product quality,
product necessity o cultwral opennegss as congiderations.  How to deal with 3
mindset shaped by an ethnocentric trait becomes the uliomate question.
Ettmocentrism  indeed may becore a major fotee in the nse of ecconamic
agynmetries, MNC's be forewsmed.
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