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Abstract: Numerous studies have identified that ethnocentric consumers prefer buying products
produced nationally rather than products from overseas. Nevertheless, this study has been focused on
big economies, that’s why its application in developing countries is still scarce, especially if we want
to know their relationship with a global and foreign brand that operates in these developing countries.
On the other hand, this study has been centralized in products, and that is the reason why the studies
in hedonic services are also scarce. The objective of this study is to identify the antecedents and
consequences of ethnocentrism in hedonic services by applying the variable to a developing country
such as Colombia. Considering the cultural and economic importance of Colombian coffee and,
regarding a global brand, foreign and hedonic services like Starbucks. This allows the presentation
of a theoretical model that forms the basis of an empirical study with a sample of 305 consumers
of Starbucks in Bogotá. Via data analysis with Smart PLS 3.0, it was observed that although
the Colombian consumer is ethnocentric, they do possess loyalty towards the cited global brand.
These results provide us with implications for the management of international businesses as well as
with future research pathways.

Keywords: service ethnocentrism; hedonic services; global brand; developing countries; Starbucks

1. Introduction

As has been documented in some pieces of research, consumers very often favor the acquisition
of nationally produced products above foreign products. In some cases, this is due to the influence
that is wielded by the origin of those products on the customer’s intention to buy Baughn et al. [1].
Ethnocentrism is one of the variables studied to better understand this behavioral pattern. In the
sphere of consumption, ethnocentrism allows us to identify the level of influence that the group of
origin exerts on the local consumer in relation to their buying habits and also in their perception of the
quality of foreign, Shimp et al. and Sharma et al. [2,3].

Nonetheless, according to de Ruyter et al., Shankarmahesh, and Thelen et al. [4–6], literature is
scant when seeking information about the implications of the consumer’s ethnocentrism as applied to
the services sector (SET). According to Vivek et al. [7], ethnocentric tendencies are more at the fore
when choosing a service provider (SET) in comparison to tendencies in relation to the selection of
tangible products. Contrary to the fact that the marks or signals denoting the country of origin are
disappearing from goods, the origin of service providers is indeed one of the factors that influence the
intention to purchase.

According to Speece et al. [8], the nationality of the staff the customer interacts with during the
presentation of the service and the origin country of that service also impact the consumer’s perception
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and intention of buying, this is the reason why it is necessary to research ethnocentrism in the scope
of services.

On the other hand, for Clark [9], international services embrace a diverse range of activities,
making it very complex to generalize them. For this reason, through the study of ethnocentrism
in services, many psychological factors could be analyzed to know the possible attachment with a
particular service, depending on the brand or country of origin of that service, Salciuviene et al. [10].

These international services are accompanied on many occasions by a global brand that allows the
identification of the services provider in the world. This global brand sets standard communication
aspects through its logo, image, positioning, and final consumer type, Akaka et al. [11]. This allows
global brands to be accepted and have more desirability from the local consumer, Özsomer et al. [12]
and in this way, they are seen by the consumer as a high-quality brand with higher prestige and more
functional and symbolic benefits, the reason why the global character from a brand directly impacts
the product or service that comes with it, Dimofte et al., Özsomer, and Xie et al. [13–15].

This may become more evident in the hedonic services sector given that these types of services are
centered on a consumer experience in which the consumer seeks to obtain a personalized experience
that satisfies their need for pleasure, emotion, and entertainment whilst utilitarian services, in contrast,
possess a purely functional character, Bigné et al. [16]. According to Pérez et al. [17], catering services
are hedonic services that are focused on pleasing consumers and affective responses may overwhelm
cognitive responses. The relevance of analyzing this concept in terms of developing countries springs
from this fact.

It is also important to point out that in the services context exists a higher perception of hedonic
services as those services with a foreign name and for that reason, a preference for those brands,
Salciuviene et al. [10].

For this reason, a deeper study of ethnocentrism in hedonic services may provide an academic
perspective to be used by multinational service companies wishing to develop their business in various
parts of the world. Keeping in mind that companies that commence selling not only products but also
services, increase their profitability between 8 to 8.5%, Crozet et al. [18], the growing internationalization
of this sector can only serve to increase interest in this study.

Nonetheless, the study of consumer ethnocentrism has concentrated on developed countries in
which the importation of products is seen as something negative (especially when the country of
origin is a developing country) and for this reason, ethnocentric consumers prefer to purchase national
products. However, the purchase of imported products in developing countries can generate a type of
symbolic consumption, playing the role of a status symbol and representing a means to stand out from
the crowd, Wang et al. [19].

Emerging markets are being presented with high growth of the middle-class consumer, who has
greater acquisition power. For this reason, international enterprises have increased their presence in
these countries through different commercial activities. Considering this, it is important that marketing
specialists provide better attention to particular characteristics from these developing countries and
their consumers since the literature has centralized in the study of big economies and not in developing
countries. On the other hand, taking into account that in a majority of cases, global brands come from
developed countries, it is crucial to understand the differences between the consumption patterns in
emerging markets, compared with consumers in developed countries. So, diverse strategies could be
generated for these global brands to be successful in emerging countries, Wang et al. [20].

For this reason, the overvaluation from a usually western foreign culture and the corresponding
underestimation from the national culture, is a common topic in studies from emerging market’s
economics, Montero [21]. For Van et al. [22] the not ethnocentric segments with a big size could
be attractive market niches for overseas companies, where marketing strategies can be made in
the international component of the brand. While for local enterprises, the strategy of emphasizing
the internal origin of their products could end up being negative. Meaning that it is necessary
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for international services enterprises to apply different strategies, depending on the consumer’s
ethnocentrism in the country where they operate.

With this in mind, the principal objective of this current study is to produce a proposal for
SET analysis that enables comprehension of factors that explain consumer ethnocentrism in regard
to international companies offering services of a hedonic character in developing countries with
a global brand. To this end, we have focused on Starbucks in Colombia. It is worth noting that
Starbucks began operations in Colombia in 2014. This North American coffee shop chain offers a
brand-named experience that engages its customers in a multi-sensorial and hedonic manner via
experiential marketing, Ding et al. [23]. For the purposes of this investigation, Colombia is considered
a developing country, owing to the fact that in 2018, it was placed last in social inequality; it is a country
in which it takes 11 generations for a family to attain the average income, OECD [24]. On the other
hand, the per capita GDP of Colombia, according to the World Bank, is 6667 US dollars and according
to the United Nations Development Program (UNDP) of 2017, the Human Development Index (HDI)
of Colombia was 0.747.

According to The International Coffee Organization [25], by May 2019, Colombia occupied the
third place as a world coffee exporter, where its total production for the harvesting year 2018/2019 is
estimated at 8.2 million sacks, 2.7% more than the previous period 2017/2018. It is also important to
note that the USA is the main receptor of this Colombian coffee, with 46.5% of all exportations from
this country, this is the reason why coffee is a very important product in the Colombian economy.

Hwang et al. [26] consider that consumer loyalty allows for a preference towards one particular
service provider; this generates commitment to buy from them again, social and emotional bonds,
and leads to less sensitivity towards the price of the service, Ogba and Rowley [27,28]. Ethnocentric
consumers tend to develop a marked loyalty towards national brands, Zeithaml et al. [29].

For Burgess et al. [30] the knowledge of marketing phenomena drifts almost exclusively from
researches made in industrialized countries with a high income, for this reason, there is a need to
generate new marketing inputs that come from emerging economies to contribute to the academic
literature. In this way, it could be said that emerging markets are radically different than they are in
traditional, capitalist, and industrialized societies. That is why the boom of these markets offers new
investigation opportunities in marketing, Sheth [31].

For Wang et al. [20] more investigations are needed to know how the image of a global brand
develops in an emerging market and also to know if these brands are able to adapt to that market
through the addition of local cultural values. In the same way, to know if concepts such as national
identity, patriotism, and ethnocentrism affect, in a very important manner, the development of these
brands in those markets.

For this reason, it is needed to enlarge the research of global brands in these developing countries,
even though the global brands show a solid image that provides them a competitive advantage
compared to local brands, these brands should also face the resistance of consumers with a high level
of ethnocentrism and patriotism, Wang and Chen; Wang and He, and He et al. [19,20,32], besides global
brands in the context of developing countries, should also face different challenges in terms of service
delivery, of communication, specific cultural meanings, and local tension regarding the rivalry between
global and local brands; and where some keys for the development of the global brand in a developing
country should have the skills to work out a direct dialogue with the local culture, meaning its ability
for local adaptation, without losing its globality.

On the other hand, also it is expected from these brands to be humble, instead of being haughty
despite their global importance, Suarez et al. [33]. This way, it is needed to go deeper into the concept
of global brands in developing countries, with the ethnocentrism of the consumer in hedonic services,
the reason why this study presents an academic input to the short amount of existing literature that
embraces these topics as a whole.

With these facts in mind, this work provides a deeper understanding of how the level of
ethnocentrism in the selection of services influences loyalty in the realm of hedonic services and
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considers antecedents such as patriotism, collectivism, and individualism in consumers in a developing
country (which is also an exporter and regular consumer of one of the best coffees in the world);
this approach involves looking at a foreign company from a developed country offering a service.

That is why the research presented has the following structure: after presenting the introduction,
a literature check is conducted with SET as the main study variable over the variables patriotism,
individualism, and collectivism; while loyalty is used as a consequence of the SET. On the other hand,
image is used as an antecedent of loyalty. Therefore, it could be proposed that these relationships
construct and present a theoretical model with its respective hypothesis. Next, the methodology used
will be detailed to prove the previous hypothesis, which allows us to analyze the investigative work
results. Finally, conclusions, implications, limitations, and future research lines are presented.

2. The Conceptual Framework: Literature Review and Development of the Hypotheses

2.1. Consumer Service Ethnocentrism SET

Working from a sociological perspective, Sumner; Camacho et al. [34,35] defined the concept of
ethnocentrism as the perception that individuals hold of the group they belong to as well as their
evaluation of this group compared to other groups. It is for this reason that the perception held of
one’s own group becomes a point of reference.

According to Lee et al. [36] ethnocentrism, which is a lack of acceptance of cultural diversity and
intolerance for outgroups, has a tendency to lead to negative prejudices towards other cultural groups,
for this reason, ethnocentrism is involved in xenophobia.

This ethnocentrism produces a phenomenon known as consumer ethnocentrism in the North
American consumer that is characterized by the level of appreciation demonstrated towards products
from their own country of origin. This appreciation of the place of origin is grounded in the fear of
possible losses to economic interests in their own country resulting from high imports. This leads to
the intention of not buying any foreign products, Shimp et al. [2].

In relation to this topic, Luque-Martínez et al. [37] consider that ethnocentric consumers have a
high tendency towards expressing biased and over-valued judgments of local products. This tendency
allows them to emphasize the positive aspects of these products and undervalue or minimize the
virtues of imported products. It follows that ethnocentric consumers will assume the values of their
ethnic group or country as symbols of pride and as representative of national unity. With these concepts
in mind, Sharma [38] concludes that consumer ethnocentrism represents a favorable tendency towards
anything related to the group to which one belongs (the in-group) and a bias against anything related
to groups to which one does not belong (the out-group). This results in an attitude with three distinct
dimensions: affective reaction, cognitive reaction, and behavior. This behavior is reflected in the beliefs
that consumers hold about purchasing services offered by foreign companies.

For Vivek et al. [7], the ethnocentrism of consumers seeking service products is a form of bias on
the part of the consumer that generates a preference for service providers that are of the same ethnic
group as themselves, thus avoiding the possible risk to their own group that the selection of foreign
service providers represents.

Likewise, Sharma [39] considers that high levels of SET have a negative effect on how the quality of
services is perceived and on the level of satisfaction felt towards services provided by foreign operators.

In summary, as can be observed by a review of the literature listed in Table 1, the limited number
of studies of service ethnocentrism (SET) does not enable conclusions to be made about the nature of
the concept nor about the variables that explain it. The conclusion is that ethnocentrism in the selection
of services makes reference to the consumer bias that manifests as a preference to contract services
provided by national companies above services provided by foreign companies Vivek et al. [7].
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Table 1. Approximations to the consumer’s ethnocentrism.

Author(s) and Year Definition

(Shimp & Sharma,
1987, p. 280)

“Represents the beliefs held by American consumers about the appropriateness,
indeed morality, of purchasing foreign-made products.”

(Sharma, Shimp &
Shin, 1994, p. 27)

“Specifically, consumer ethnocentricity has the following characteristics: first, it
results from the love and concern for one’s own country and the fear of losing control
of one’s economic interests as the result of the harmful effects that imports may bring
to oneself and countrymen. Second, it contains the intention or willingness not to
purchase foreign products. For highly ethnocentric consumers, buying foreign
products is not only an economic issue but also a moral problem.”

(De Ruyter, Birgelen,
& Wetzels, 1998,

p. 187)

“The beliefs held by consumers about the appropriateness of making useof services
provided by foreign companies.”

(Luque-Martínez,
Ibáñez-Zapata & del
Barrio-Garcia, 2000,

p. 1353)

“The way in which individual and organizational consumers compare domestic with
foreign products, as well as the reasons that lead them to develop patriotic prejudices
against imports.”

(Vivek, Dalela &
Patwardhan 2011,

p. 12)

“Dispositional bias towards ethnically similar service providers with expectations of
certain social and personal benefits and risk avoidance.”

(Sharma, 2015, p. 383) “CE represents an overall attitude towards domestic and foreign products and
services consisting of affective reaction, cognitive bias, and behavioral preference.”

Source: Author’s own compilation.

2.2. Antecedents of Ethnocentrism in the Services Sector (SET)

2.2.1. Patriotism

For Sharma et al. [3] patriotism is the dedication of a person, via feelings of love and devotion, to
their country of origin. For Mihalyi [40], it also functions as a defense mechanism when dealing with
third parties. Balabanis et al. [41] define patriotism as a strong feeling of attachment and loyalty towards
one’s own country but which does not generate hostility towards other countries. Durvasula et al. [42]
consider that patriotism is intricately linked with the pride one feels when regarding one’s own country
and that it is reflected in favoritism towards the people, modes of action, and values of one’s own
country. Patriotism, then, is entwined with the perceptions that are held by individuals regarding
their country of origin and all that is associated with it. For Blank [43], there is a distinction between
patriotism and nationalism. The first tends to attribute positive values such as the level of commitment
people feel towards their country of origin, while nationalism has negative implications as it heightens
the glorification of the home nation above all others. As such, it should be treated differently.

Han [44] demonstrated that consumer patriotism has significant effects on the intention to buy
national products compared to the purchase of foreign products. Following this, when high levels
of patriotism are encountered, the people, cultures, and products from origins distinct to those of
the consumer will probably be rejected. Highly patriotic consumers support national producers,
considering it a duty and an expression of loyalty towards their home country. For Puncheva-Michelotti
et al. [45], patriotism ends up awarding a competitive advantage to local products and strengthening
sensations of national identity felt by individuals via the purchase of these products. Other studies
confirm the positive relationship that exists between patriotism and the ethnocentrism of consumers,
Sharma et al. [3], even in the services sector, De Ruyter et al. [4]. With these conclusions in mind, we set
up the first hypothesis.

Hypothesis 1 (H1). Patriotism positively affects ethnocentrism in hedonic services.
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2.2.2. Individualism and Collectivism

For Triandis [46], values related to individualism and collectivism exist in every person. For the
majority of people, tendencies towards collectivism are the first to develop within a primary group
such as the family. Later, other more individualistic tendencies are developed.

For Triandis et al. [47], people who develop more individualistic values present firm characteristics
of self-sufficiency and separation in regard to their own group whilst people with collectivist tendencies
present firm characteristics of family integration and interdependence in regard to their own group.
In view of these facts, in collectivist cultures, both the behavior of their members as individuals
and the behavior of the group is guided by the group; on the other hand, in individualistic cultures,
the behavior of individuals within the group is driven by the individuals themselves. It is for this
reason that when conflicts arise in individualistic cultures between the objectives of the group and the
objectives of the individual, the differences are resolved in favor of the individual whilst in collectivist
cultures these differences are resolved in favor of the group, Kapoor et al. [48]. In collectivist cultures,
it is possible to identify how the members of the group tend to subordinate their own personal goals to
those of their particular group; in contrast, it is possible to observe how the members of individualistic
cultures use the group only as a means to achieve their own personal goals, Hui et al. [49].

Hofstede [50] defines culture as a collective phenomenon in which people live in the same
social setting and where culture is learned and not inherited; the author adopts five dimensions
as descriptors: power distance, individualism versus collectivism, masculinity versus femininity,
uncertainty avoidance, and long-term orientation. Referring to the individualism versus collectivism
dimension, Colombia presents one of the lowest incidences of individualism in Latin America. As such
it can be concluded that it is a collectivist society in which strong relationships are maintained between
group members and where reliance on the group is considered important for the achievement of its
objectives, Robles et al. [51]. Nonetheless, Colombian society is highly focused on the achievement of
success via competition. Although it is a collective society, the implication of this focus is that rivalry
with members of other groups or even with other social classes is generated and also that it confers status,
Hofstede [52]. With the previous studies by Sharma et al., Ruyter et al., and Van Birgelen et al.; [3,4,53]
in mind, we consider it probable that people from collectivist societies demonstrate strong ethnocentric
tendencies whilst those from individualist societies do not. From this the following hypotheses were
put forward:

Hypothesis 2 (H2). Collectivism positively affects ethnocentric tendencies in the hedonic services.

Hypothesis 3 (H3). Individualism negatively affects ethnocentric tendencies in the hedonic services.

2.3. The Results of Ethnocentrism in the Services Sector

Loyalty

Customer loyalty can be defined as a perception of the superiority of the product that a consumer
buys, generating a social bond and an emotional attachment, Ogba et al. [27]. It is for this reason
that loyalty is demonstrated both by repeat purchases and in the attitude of consumers towards the
product, thus determining the level of commitment to the brand, Beerli [54]. For Rowley [28], this is
the means by which loyalty generates less sensitivity to fluctuating prices and represents less cost to
obtain new clients and as a result, greater profitability. For Bowen et al. [55] however, the benefits of
loyalty are demonstrated by a more favorable attitude towards the company, commitment to buying
the product, and the making of recommendations to other people. East [56] considers that in the
services sector, loyalty is a deeply-rooted commitment on the part of the consumer, generating repeated
future purchases of a service in a consistent manner, despite various influences designed to change
the behavior.
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For Hwang et al. [26], client loyalty generates positive direct marketing via word of mouth,
where the consumer easily identifies their preferences towards a given service provider. For their part,
Schlesinger et al. [57] identify the benefits of loyalty as a tendency that lasts beyond the time when
the consumer has ceased to use the service. It is for this reason that loyalty is referred to as both the
period in which the consumer is actively using the service and the period after the use of the service,
thus contributing to improving and promoting the image and reputation of the service they received.

As noted by Zeithaml et al. [29] ethnocentric consumers generally reward their loyalty to national
brands, thus reflecting their intention to remain within their own group, negatively impacting any
loyalty towards a foreign product Abosag et al. [58]. Makanyeza [59] affirms that loyalty generates
repeat purchases, the result of the consumer’s commitment to the preferred brand. The greater the
ethnocentrism of the consumer, the greater the negative impact on loyalty to a foreign brand. With this
in mind, the following hypothesis was formulated:

Hypothesis 4 (H4). Ethnocentrism in the hedonic services negatively affects loyalty to a foreign global brand.

2.4. Image as an Antecedent to Loyalty

Brand image is the associations (attributes, benefits, and attitudes) that a consumer holds in
their memory about a particular brand, Keller [60] whilst for Schlesinger et al. [57], image is the sum
of beliefs, ideas, and impressions that a person has of an object. For Palacios-Florencio et al. [61]
(p. 1275), “the corporate image is based on the impressions of the firm held by both internal and
external stakeholders. This image is determined by the organization’s actions, such as how it treats its
employees, customers, and society”.

With this in mind, and owing to high levels of competition, companies are obliged to make
great efforts to manage their brand image, Abosag et al. [58]. Also, consumers generally tend to link
their perceptions of a product with the image of the country in which it is manufactured and for this
reason, the country of origin of a brand will influence the image of the product, Nebenzahl et al. [62].
Significant evidence exists that the country of origin is a potent signal that shapes the perceptions and
evaluations of the brand on the part of the consumer, Heslop et al. [63]. In marketing literature, sufficient
evidence exists of the significant impact that global brands have on the consumer’s perceptions and
judgments about a particular product and on their loyalty, Leclerc et al. [64].

According to Pérez et al. [17] (p. 4), the catering services “are value-expressive, which means that
consumers will generally make their decisions to use the service based on the image that is associated to
the company and the association that will be created between the company’s image and his/her image”.

For Steenkamp et al. [65], the positive image that a consumer has of a foreign country is also
transferred to the products manufactured in that country and, as such, it is possible—in some
countries—to detect the perception that global brands possess greater quality and prestige. Ostrowski
et al. [66] found that a significant relationship exists between the image of a company that provides
services in a hedonic market and the loyalty of the clients. Brunner et al. [67] for their part, consider
that a positive link also exists between perceived image and consumer loyalty towards train service
companies: in the foodservice sector, Abosag [58] found that image increases consumer loyalty.
With these studies in mind, the following hypothesis was formulated:

Hypothesis 5 (H5). The corporate image of hedonic services positively affects consumer loyalty.

2.5. Research Model

Figure 1 shows the research model of the present study.
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Bogotá via a personal survey targeted at Colombian customers of Starbucks. Convenience sampling
was used, and 305 valid questionnaires were obtained. Table 2 shows the principal characteristics
of the study. With regards to the demographic profile of the survey participants, Table 3 shows the
distribution of the sample according to the classification variables: 51.8% were men and 48.2% were
women. The age range of survey participants was 56.4% between 18 and 25 years of age, 24.6%
between 26 and 36 years of age, 12.8% between 36 and 45 years of age, 4.6% between 46 and 55 years
of age with only 1.6% of survey participants older than 55 years of age. In relation to education,
41% were secondary school educated, 44.9% had university studies, and 12.1% postgraduate studies.
In relation to their employment situation, 38.4% were students and 43.3% were currently working.
Regarding earnings, 35.1% earned between two and three times the minimum legal wage.

Table 2. Design of sampling: Questionnaire—Convenience sampling.

Universe Starbucks customers over the age of 18

Location Bogotá, Colombia

Sample size 305 people interviewed at the entrance of 4 Starbucks cafés

Design of sampling Questionnaire

Data collection period Second half of 2019

Statistical techniques Descriptive analysis, (CFA) Confirmatory Factorial Analysis

Statistical programs SPSS, Smart PLS 3.0

Source: Author’s own compilation.

3.2. Measurement of the Variables

The various items included within each studied variable were adapted to the scope of the study,
based on the different measurement scales used in previous studies. For this study, seven-point
Likert-type scales were used (with 1 representing “totally disagree” and 7 representing “totally agree”).
To measure the SET, the Sharma [38] scale, made up of 24 items and three dimensions was used:
affective reaction, cognitive reaction, and behavior. In terms of individualism, the eight items proposed
by Triandis et al. [68] were used, grouped into two dimensions: horizontal individualism and vertical
individualism. To measure collectivism, eight items were used, also grouped into two dimensions:
vertical collectivism and horizontal collectivism, based on the Triandis et al. [68] scale. The nine items
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used to measure patriotism were adapted from the proposed scale of Levinson [69]. The items used
to measure loyalty were obtained from Kim et al. [70]. Finally, seven items that corresponded with
identity were adapted from the scale proposed by Palacios-Florencio et al. [61].

Table 3. Sample distribution.

N %

Gender

Man 158 51.8
Woman 147 48.2

Age

18–25 172 56.4
26–35 75 24.6
36–45 39 12.8
46–55 14 4.6
>55 5 1.6

Educational level

No schooling 4 1.3
Primary 2 0.7
Secondary 125 41.0
University 137 44.9
Postgraduate studies 37 12.1

Occupation

Student 117 38.4
Worker 132 43.3
Self-employed 41 13.4
Unemployed 5 1.6
Housekeeping duties - -
Retired 4 1.3
Other 6 2.0

Income level in terms of MLW (Minimum legal wage)

Up to 2 MLW 85 27.9
Between 2 & 3 MLW 107 35.1
Between 3 & 4 MLW 49 16.1
Between 4 & 5 MLW 21 6.9
Between 5 & 6 MLW 16 5.2

Source: Author’s own compilation.

4. Analysis and Discussion of the Results

A descriptive summary of the results obtained in the study (see Table 4) shows that the sampled
participants possess an elevated ethnocentric character. All the measurements from this item are above
3.5 on a scale of 1 to 7 and 18 of the 24 items measured are above 4. Similarly, levels of patriotism are
high given that five of the seven items are above 3.5. On the other hand, the sample also reflects an
elevated collectivist character as seven of the eight items rated above 5. Nonetheless, a medium to
high level of individualism is also observed given that four of the eight items are above 5. This result
reflects the observations made by Robles et al. [51] that, despite the collectivist character of Colombian
society, it is also highly oriented towards success achieved in a competitive market. The resulting
rivalry generated with other groups and even with other social classes increases status Hofstede [52].
In contrast, loyalty towards Starbucks is relatively moderate whilst their image is highly rated. This can
be understood as a result of the hedonic nature of their service.
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Table 4. Reliability and validity of refined scales (reflective-type variables).

Construct/Indicators Mean St. Dev. Loadings Factor

Patriotism (α = 0.838; CR = 0.876; AVE = 0. 503)

(PT1) Patriotism and loyalty are the first and most important
requirements of a good citizen. 4.47 1.837 0.662 *

(PT2) There will always be superior and inferior nations in the world
and, in the interests of all concerned, it is best that the superior ones be
in control of world affairs.

3.71 1.830 0.659 *

(PT3) Minor forms of military training, obedience, and discipline such
as drill, marching, and simple commands should be made a part of the
elementary school educational program.

3.63 1.843 0.748 *

(PT4) The main threat to basic Colombian institutions during this
century has come from the infiltration of foreign ideas, doctrines, and
agitators.

3.72 1.916 0.753 *

(PT5) Present treatment of conscientious objectors, draft evaders, and
enemy aliens is too lenient and mollycoddling. If a person won’t fight
for his country, he deserves a lot worse than just prison or a work camp.

3.20 1.926 0.758 *

(PT6) In view of the present national emergency, it is highly important
to limit responsible government jobs to native, white, Christian
Colombians.

2.89 1.827 0.670 *

(PT7) Foreigners refugees may need them, but it would be a big mistake
to lower your immigration quotas and allow them to flood the country. 3.84 1.972 0.706 *

Individualism (α = 0.728; CR = 0.807; AVE = 0.677)

(Ind1) I’d rather depend on myself than others. 5.65 1.486 0.648 *

(Ind2) I rely on myself most of the time; I rarely rely on others. 4.81 1.418 0.787 *

(Ind3) I often do “my own thing.” 5.15 1.253 0.875 *

(Ind4) My personal identity, independent of others, is very important to
me. 5.38 1.543 0.770 *

(Ind5) It is important that I do my job better than others. 5.48 1.350 0.549 *

(Ind6) Winning is everything. 4.39 1.522 0.885 *

(Ind7) Competition is the law of nature. 4.34 1.717 0.834 *

(Ind8) When another person does better than I do, I get tense
and aroused. 3.49 1.727 0.638 *

Collectivism (α = 0.717; CR =0.839; AVE = 0.723)

(Col1) If a coworker gets a prize, I would feel proud 5.69 1.312 0.744 *

(Col2) The well-being of my coworkers is important to me. 5.79 1.160 0.825 *

(Col3) To me, pleasure is spending time with others. 5.22 1.520 0.789 *

(Col4) I feel good when I cooperate with others 5.84 1.192 0.853 *

(Col5) Parents and children must stay together as much as possible. 5.38 1.469 0.834 *

(Col6) It is my duty to take care of my family, even when I have to
sacrifice what I want. 5.44 1.427 0.815 *

(Col7) It is my duty to take care of my family, even when I have to
sacrifice what I want. 4.97 1.633 0.817 *

(Col8) It is important to me that I respect the decisions made by
my groups. 5.58 1.267 0.684 *

Service ethnocentrism SET (α = 0.847; CR = 0.907; AVE = 0.764)

(SET1) I love the services from Colombia. 4.77 1.391 0.757 *

(SET2) I am proud of the services from Colombia. 4.54 1.524 0.867 *

(SET3) I admire the services from Colombia. 4.50 1.469 0.834 *
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Table 4. Cont.

Construct/Indicators Mean St. Dev. Loadings Factor

(SET4) I feel attached to the services from Colombia. 4.36 1.533 0.867 *

(SET5) I hate the services from foreign countries. 4.20 1.590 0.900 *

(SET6) I despise the services from foreign countries. 4.73 1.515 0.866 *

(SET7) I am embarrassed by the services from foreign countries. 4.44 1.691 0.874 *

(SET8) I feel no attachment to the services from foreign countries. 4.18 1.718 0.846 *

(SET9) East or West, the services from Colombia are the best. 3.97 1.596 0.759 *

(SET10) Services from Colombia are examples of the best workmanship. 4.20 1.664 0.790 *

(SET11) Service providers from Colombia have the best work attitudes. 4.34 1.499 0.773 *

(SET13) Colombia has the hardest working people in the services sector. 4.66 1.501 0.712 *

(SET14) Service providers from Colombia are more caring than those in
any foreign country. 3.99 1.440 0.814 *

(SET15) Services from Colombia are guaranteed for best performance. 4.11 1.372 0.830 *

(SET16) Colombia provides the most pleasant service experience. 4.31 1.666 0.789 *

(SET17) For me, it’s always the services from Colombia first, last,
and foremost. 4.15 1.715 0.765 *

(SET18) If I have a choice, I would prefer buying services from Colombia. 4.69 1.688 0.689 *

(SET19) I prefer being served by service providers from Colombia. 4.73 1.530 0.716 *

(SET20) As far as possible, I avoid buying services from foreign countries. 4.71 1.576 0.755 *

(SET21) I often refuse to buy a service because it is from a foreign country. 3.53 1.656 0.730 *

(SET22) I would much rather not buy a product or service than buy one
from a foreign country. 3.53 1.676 0.746 *

(SET23) It may cost me in the long run but I support services
from Colombia. 3.95 1.716 0.795 *

(SET24) I will never regret buying a service from Colombia. 4.14 1.852 0.773 *

Loyalty (α = 0.914; CR = 0.946; AVE = 0.853)

(LEA1) I consider myself to be loyal to this café chain. 3.23 1.903 0.927 *

(LEA2) The café chain would be my first choice. 3.31 2.002 0.925 *

(LEA3) I am very likely to switch to another café chain brand that
runs promotions 3.46 1.945 0.918 *

* p < 0.01; Source: Author’s own compilation.

The collected data were analyzed in two stages. The first stage consisted of validating the
measuring instrument and in the second stage the structural model was assessed, Barclay et al. [71].
Partial least squares regression was applied using Smart PLS version 3.0.

This technique was chosen due to the fact that the use of PLS continues gaining traction as it
is employed in diverse marketing studies and at an international level. It allows the inclusion of
both formative and reflective constructs, Diamantopoulos [72]. In our case, the image construct was
considered formative based on a study carried out previously by Palacios-Florencio et al. [61] who
considered that the construction of image includes formative indicators. In the analysis of these
constructs, the weights factor must be analyzed instead of the factor loadings, Chin [73]. The authors
acknowledged the possible multicollinearity of formative indicators, Roldán [74] On the other hand,
modeling via PLS sought to predict the dependent variables, allowing the maximum expression
of the R2 ratio of the explained variance of the dependent variables. This allowed estimations of
the parameters to be based on the capacity to minimize residual endogenous variance. In this case,
PLS permits a better adaption to predictive studies when compared with other tools, Barroso [75].
The decision to use PLS is also justified due to the predictive nature of this study, plus the fact that in
this study, the image construct is considered a construct with formative indicators.
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The evaluation of the measurement model required analysis of the internal consistency of the scale,
individual item reliability, and convergent and discriminant validity, Barclay et al.; Barroso et al. [71–75].
To analyze the reliability of reflective constructs, the Cronbach α coefficient of composite reliability and
the extracted average variance (AVE) were used. All values obtained via the Cronbach α values such as
composite reliability showed scores above 0.7 although the AVE of patriotism is the only variable with
a value below 0.5. In contrast, two of the items of the patriotism variable (PT8 and PT9) have loadings
of less than 0.6 while the SET variable of the item (SET12) has a loading of less than 0.5. With these
results in mind, and after carrying out the respective eliminations, when PT8 and PT9 are eliminated it
is observed that the AVE of the patriotism variable is above 0.5. The item SET12 was also eliminated
due to its loading below 0.5.

From the results presented in Table 4, we can affirm the reliability and convergent validity of the
scales used for measuring the different variables included in our model. Since the image variable is
defined as a formative construct, its evaluation is made at the indicator level and via the evaluation of
possible multicollinearity using the Variance Inflation Factor (VIF) and determination of the significance
of weights. With respect to the FIV, all the items have a loading of less than 0.3 while the weight of four
items (IMAG1, IMAG2, IMAG4, and IMAG6) is not significant. These indicators are eliminated from
the results shown in Table 5 due to their non-compliance with the previously outlined criteria.

Table 5. Reliability and validity of refined scales (reflective-type variables).

Indicators Mean St. Dev. Weightings VIF t p-Value

(Ima3) I can clearly distinguish the
establishments of this café chain 5.38 1.528 −0.244 1.069 3.382 0.000

(Ima5) I tend to pay attention to the
information they send me 4.33 1.738 0.507 1.325 6.373 0.000

(Ima7) This café chain’s image fits
my personality 4.43 1.710 0.685 1.358 9.107 0.000

Source: Author’s own compilation.

Finally, to confirm the discriminant validity, an evaluation was made using the criteria put forward
by Fornell [76] and the Heterotrait-Monotrait ratio (HTMT), Henseler et al. [77]. In relation to the
criteria of Fornell [76], the square root of the AVE of each variable should be greater than the correlations
that this has with the other variables of the model. As can be observed in Table 6, all the square roots
of the AVE of each construct are greater than the correlation with any other construct in the model,
Fornell [76]. With respect to the (HTMT) ratio, authors such as Henseler et al. [77] consider 0.90 as an
appropriate maximum cut-off value. As can be observed in Table 7, all the values of the (HTMT) ratio
are below 0.9.

Table 6. Discriminant validity criteria according to Fornell–Larcker.

Patriotism Individualism Collectivism SET Loyalty

Patriotism 0.709
Individualism 0.347 0.823
Collectivism 0.243 0.404 0.850

SET 0.409 0.311 0.371 0.874
Loyalty 0.408 0.122 −0.027 0.244 0.923
Image 0.292 0.094 0.017 0.157 0.635

Source: Author’s own compilation. The values on the diagonal in bold represent the square root of the variance
extracted. The values below the diagonal correspond to the estimated correlation between factors.
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Table 7. Discriminant validity, HTMT ratio.

Patriotism Individualism Collectivism SET

Patriotism
Individualism 0.490
Collectivism 0.340 0.726

SET 0.450 0.455 0.511
Loyalty 0.477 0.195 0.155 0.275

Source: Author’s own compilation.

Once the psychometric properties of the measurement instrument were assessed, the analysis
of the structural model via PLS proceeded based on the same criteria as was employed to calculate
the significance of the parameters (a process of bootstrapping, of 5000 sub-samples of the size of
the original sample was carried out). The R2 obtained via bootstrapping was the first stage in the
evaluation of the predictive capacity of the structural model. This indicated the degree of variance in a
construct explained by the predictor variables of the construct in the model.

In relation to the predictive power of the model, the criteria proposed by Falk et al. [78] were
followed. They considered that the minimum R2 value is 0.1; this value indicates that the model
presents a minimum level of significance. Table 8 shows that the R2 value of all the dependent factors
is above 0.1 (as per the critical level). Next, the predictability of the model was evaluated by applying
the Stone–Geisser (Q2) test to each dependent construct via the blindfolding procedure. As can be
observed in Table 8, none of the Q2 values had a score of zero or below zero which indicates the
predictive relevance of the endogenous variables. After using the R2 calculation to check the predictive
power of the model—a measurement that determines the amount of variance of the endogenous
variables, explained by the constructs they predict—levels of between 0 and 1 should result. As can be
observed in Table 8, all the values are above the established limit and as such, the previously formulated
hypotheses possess an adequate predictive level that permits the assessment of the significance of the
previously stated relationships.

Table 8. Results of the structural equations model.

Hypothesis Relationship β t p-Value Contrast

H1 Patriotism—SET 0.312 6.387 0.000 Accepted
H2 Individualism—SET −0.100 1.799 0.036 Accepted
H3 Collectivism—SET 0.254 4.799 0.000 Accepted
H4 SET—Loyalty 0.148 2.974 0.001 Not accepted
H5 Imagen—Loyalty 0.612 16.260 0.000 Accepted

R2(SET) = 0.324; R2 (Loyalty) = 0.436; Q2 (SET) = 0.235; Q2 (Loyalty) = 0.344. Source: Author’s own compilation.

The positive link that exists between patriotism and SET is evidenced by the results obtained.
As such, the Hypothesis H1 is confirmed. Due to this and according to the significance of the
relationship previously stated, it can be confirmed that this construct wields a positive and significant
effect on SET (β = 0.312; p < 0.000). In the same way, collectivism also has a positive and significant
influence on SET. This leads to the confirmation of Hypothesis H3 (β = 0.254; p < 0.000). Apart from
this, a negative relationship is observed between individualism and SET, allowing us to confirm
Hypothesis H2. Considering the significance of this result, we can conclude that individualism has a
negative and statistically significant effect on SET (β = −0.100; p < 0.036). According to the results
obtained, a positive and statistically significant relationship exists between SET and loyalty towards
foreign brands (β = 0.148; p < 0.001), thus rejecting Hypothesis 4, given that this was proposed as
a negative relationship between the two constructs. One possible explanation for this result is the
hedonic nature of the service that Starbucks provides, as previously mentioned. The sample, however,
is made up of a largely youthful public, 81% of those interviewed were aged between 18 and 35 and
the majority had tertiary studies. For this segment of the population, foreign services generate a status
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that allows them to rise above the rest, socially speaking. This may explain their loyalty, in a positive
sense, towards the brand. Finally, based on the information obtained, a positive and significant link
exists between brand image and consumer loyalty. With this finding, Hypothesis H5 is also confirmed
(β = 0.612; p < 0.000).

5. Discussion, Research Implications, and Limitations

5.1. Discussion and Theoretical Implications

This study intends to contribute to the research into the concept of service ethnocentrism (SET)
related to hedonic services. Similar studies have, to date, focused on developed countries.

Sharing the vision of Sheth et al. [79], the boom of emerging markets is not just inevitable but it
is also having an important impact in the practice and theory of marketing; where it should change
from a colonial mentality to a global mentality, that is why the investigation of emerging markets is
increasingly becoming a need. It implies to invite future academics, to perform more research in these
markets every day. Under this perspective, this job has contributed to the scarce literature that exists
about ethnocentrism in hedonic services and also about the global brand management that is developed
in the context of an emerging market like Colombia, generating contributions that allow global and
foreign brand managers to perform strategies for excellent development in these emerging markets.

The results obtained serve to confirm, firstly, a positive and significant relationship between
patriotic sentiment and collectivism with SET, as was demonstrated in previous studies, Sharma et al.;
De Ruyter et al. [3,4] the understanding that these constructs elevate levels of SET is supported by
this study. Secondly, this study confirms the existence of a significant and negative relationship
between individualism and SET, having observed how a greater level of individualism lowers the
level of SET, Sharma et al. and de Ruyter et al. [3,4]. Thirdly, this study examined the relationship
between SET and loyalty, with the result that Hypothesis H4 was not supported. These results suggest
that the relationship between the two variables is positive and significant whilst Hypothesis H4
proposed a negative and significant relationship, in agreement with the work by Abosag et al. and
Makanyeza [58,59]. On the other hand, this study serves to confirm the positive and significant
relationship between image and brand loyalty. In this case, as occurs with authors such and Abosag et
al. and Brunner et al. [58–67], our results confirm the great influence that image exerts on Colombian
consumer loyalty towards the Starbucks brand.

5.2. Managerial Implications

Various implications for the management of international service companies can be derived from
this study. In this study it is concluded that SET does not influence brand loyalty in the hedonic
services and, as such, enhancing all the experiential and hedonic aspects of the consumption of the
service is a relevant means of decreasing the effects of the ethnocentrism of a country. In any case,
we recommend a prior analysis of the ethnocentric character of the citizens of a country as a key
variable when formulating strategies of internationalization in multinational companies.

It is worth highlighting that global brands end up doing a counterbalance to ethnocentrism,
in this manner, we consider the global character from the hedonic service brands allows to generate an
important position that generates acceptance and desirability from an ethnocentric consumer.

About this same topic, He et al. [32] determined that global brands may have a higher success
abroad, when they add local elements from this local country, meaning that compatibility could exist
between a global brand and the cultural items from that country, this improves the perceived image
as the purchase intention towards the global brand. Considering this, for this study we consider
that Starbucks decided to get into the Colombian market in 2014, with this type of strategy from
a global brand with cultural items from Colombia. As stated before, Colombia is one of the three
highest coffee producers in the world and thus their population is very proud of this product. For this
reason, Starbucks stores in Colombia utilize decoration, pictures of Colombian coffee landscapes,
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the Colombian coffee growers, the harvesting process, Colombian coffee farms, and some other
representative elements, besides mentioning that they sell 100% Colombian coffee (even though it is
possible to buy grains of coffee from different countries).

On the other hand, for Diallo et al. [80], on his study about the brands in Colombia, it can
be concluded that the Colombian consumer values the image of a brand more than his previous
consumption experience. So, it can be evidenced that global brands as Starbucks have such a solid
image that gives them a competitive advantage that allows them to overcome the resistance from
consumers who have a high level of ethnocentrism and patriotism, Wang and Chen; Wang and He,
and He et al. [19,20,32]. Then, we can conclude that Starbucks with its global brand has had the
capability to generate a direct dialogue with this emerging market, through the adaptation of the local
Colombian culture without losing its globality.

In the past years, the amount of open innovation dynamics has shown great growth, for this reason,
many worldwide companies such as Starbucks have started to create open innovation communities so
that the users take part in the innovation activities and development of their own products. This way,
Starbucks is able to reduce the doubt in the decision-making process, by generating continuous
interaction with local customers that allows them to offer products according to the needs of those
consumers, Wu et al. [81]. In the case of Colombia, this is another reason that has allowed the images of
global brands to adapt to the local market, overcoming the ethnocentrism of the Colombian consumer.

On the other hand, supported on the previous studies from Martins et al. [82] about business
model innovation from companies like Starbucks, let us consider for this study the fact that this brand
has successfully gotten into the Colombian market in a positive way, through four punctual processes:
first, getting to convince the Colombian consumer of the concept of “coffee bars”, where some elements
from a cafeteria and some services and environmental elements from a bar are mixed, allowing them
to develop innovation as much in the service delivery as in their stores, through a combination of
both concepts. Second, comparing their business models in different markets and finding substantial
differences between them. Third, considering the previous information, modifying their business
schemes according to each market, this let them highlight, even more, some predominant values
through what they call “slot filling” according to each kind of market. In the case of Colombia, this can
be evidenced in the decoration of their shops, in their background music, and in the hedonic products
and services offered to the local consumer as stated before. Fourth, their unit business managers are
capable of identifying those differences and are able to offer solutions to fill those gaps or “slot filling”.

This combination of these four factors allowed them to have a better comprehension of the
customer needs, to be able to compete in an emerging market like Colombia. Considering this,
we consider that open business models play a very important role to be able to develop global and
foreign brands in the emerging markets, overcoming the local consumer’s ethnocentrism.

5.3. Limitations and Future Research

To conclude, we consider worth mentioning that some limitations of this study suggest future
research paths. The first arises from the convenient character of the sample. On the other hand,
the limited geographic area in which the study was applied suggests that a comparison with results
from other Latin American countries may be interesting. For example, studies about previous positive
experiences from brands in developing countries made by Diallo et al. [80], where they compare
Colombia and Brazil, demonstrated that homogeneous conclusions cannot be made within these
Latin-American countries.

Other possible future research paths could contemplate the analysis of new relationships such as
the mediating effect of image on SET and loyalty as well as the study of new variables that would allow
us to understand and explain why an ethnocentric consumer would feel loyalty towards a foreign
brand. One new variable could be xenocentrism, defined as the people who like a society different
from their society and who evaluate everything using that different society as a reference, and it entails
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the tendency to reject their own products, which deteriorates local cultural values, Camacho et al.;
Lee et al. [35,36].

In Latin America, this xenocentrism is demonstrated by the over-estimation of foreign cultures
(generally Western cultures) due to local economic inequality; it is especially notable when these
markets are dependent on an economy that also exerts forces of cultural imperialism, Gaur [83].

For Balabanis et al. [84], the global and foreign brands may use signals of local identity to adapt
better in so-called emerging markets and they may attract the ethnocentric consumers, and at the
same time highlighting their global or foreign origins, especially if they sell hedonic products or
services. They will be also able to attract xenocentric consumers as well, who have a clear preference
for foreign brands. Another limitation of this work was that its methodology was developed applying
quantitative techniques that were processed through PLS, it is suggested for new investigations to
develop diverse qualitative techniques to improve even more the measurement of included variables
and their adaptation to different industries.

Conspicuous consumption is another variable that we propose for further research. Piron [85]
made reference to the desire of consumers to demonstrate their capacity to pay for luxury goods
that, with the intention of impressing others via their consumption, also seek to project the buyer
in society, meaning that their utility is more social than functional, Mason [86]. These variables
may exert a moderating function on the relationships analyzed by this study. Finally, the service
selected—Starbucks—possesses a clearly hedonic character that can be strongly associated with the
theoretical framework of the experience economy, Pine [87]. Our interest is to continue working in
this field, leaving open the possibility that future research paths may consider other providers in the
utilitarian service sector.

For McIvor et al. [88], COVID-19 has allowed us to evidence how in some political situations,
historical and negative legacies from extreme nationalism have been enhanced and for that reason,
a new perspective of global survival and resistance has been cast based on this pandemic. On the
other hand, about this new reality, McQueen et al. [89], considers that the reactionary ideas from
the philosopher Nietzsche about the topic of the herd and his cultural nationalism relapse over the
empathy attitudes towards the society’s weakest members.

This appears as an answer to the negative attitudes from some leaders and their managements
regarding COVID-19, where some of these leaders have shown a dislike to the wellness of more
vulnerable social groups and their social responsibility towards them. The crisis generated from
COVID-19 has allowed it to have two political mainstreams. On one side some leaders are feeding
populism and nationalism through patriotism, affecting in a negative way the international solidarity.
On the other hand, some other leaders have been using international cooperation between countries,
so all interested parties assume a shared responsibility and where it is forecasted that developing
countries may take longer to recover Leal et al. [90]. This way, as a future line of investigation,
the patriotism variable should be researched to see how it is affected by COVID-19, the political
mindsets taken by every country, and how it affects SET.

Finally, Supphellen et al. [91] determined that the consumer’s ethnocentrism did not have any
effect on foreign brands, while these brands were considered superior; however, it could happen that
highly ethnocentric consumers would not evaluate the products or services in the same way they do
with brands, so researches based on particular hedonic services can be performed, without considering
its brand.
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