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ABSTRACT
This systematic literature review aims to synthesize the academic research on consumer 
ethnocentrism comprehensively. The study systematically examines the development of 
consumer ethnocentrism research over time, including publication years, publication 
outlets, authorship, countries, methods, and theories utilized. Based on the synthesized 
literature, this review proposes a conceptual framework that integrates consumer 
ethnocentrism’s reported antecedents, mediators, and consequences. Furthermore, a 
lexicometric analysis is conducted to identify key themes and trends in consumer 
ethnocentrism research. The review also identifies under-researched areas in consumer 
ethnocentrism and provides directions for advancing future research, emphasizing 
theory development, contextual considerations, characteristics, and methodologies. 
Overall, this systematic review significantly contributes to the existing body of consumer 
ethnocentrism literature and offers valuable practical insights for destination marketers 
and policymakers aiming to implement consumer ethnocentrism strategies effectively.

1.  Introduction

Globalization has increased market competition, encompassing domestic and international products 
(Netemeyer et  al., 1991). As a result, consumers now enjoy greater freedom in selecting from a wide 
variety of foreign brands, owing to their increased availability (Kashi, 2013). Consequently, scholars and 
practitioners in the market face the pressing need for a more profound comprehension of the factors 
that shape customer attitudes toward foreign products (Klein et  al., 1998).

One concept that illuminates these attitudes is ethnocentrism, initially introduced by Sumner (1907), 
a sociologist from Yale University. Ethnocentrism denotes an individual’s predisposition to favor and 
exhibit bias towards those who share similar cultural backgrounds while displaying aversion towards 
those who are culturally dissimilar. This notion was later adopted within consumer behavior, where its 
fundamental premise aligned with the imported construct (González-Cabrera & Trelles-Arteaga, 2021). 
Shimp and Sharma (1987) defined ethnocentrism as a belief system involving moral judgments about 
whether or not to purchase foreign-made products. Shankarmahesh (2006) illustrated ethnocentrism as 
consumers’ tendency to avoid foreign-made products, regardless of their quality or price.

In the modern consumer landscape, individuals are presented with a plethora of choices when it 
comes to selecting products and services. Here, consumer ethnocentrism is crucial, as the country of 
origin determines the decision-making process. Consumers with high ethnocentric tendencies prefer 
domestically produced products, sometimes even experiencing guilt when forced to opt for foreign-made 
alternatives. This desire to choose domestically manufactured products is profoundly ingrained and man-
ifests as a general inclination across various purchase situations. Consumers are also mindful of their 
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choices’ significant impact on employment opportunities and the national economy (Supphellen & 
Grønhaug, 2003; Yagci, 2001).

A systematic literature review on consumer ethnocentrism is crucial for multiple reasons. Firstly, it 
sheds light on the significant influence of consumer ethnocentrism on behavior and purchase decisions, 
allowing businesses to tailor marketing strategies and product offerings accordingly. Secondly, it enables 
researchers to synthesize existing knowledge, identify patterns, and contribute to advancing the field. 
Additionally, a systematic review provides a comprehensive overview, helps address inconsistencies, and 
guides future research directions. Lastly, it informs policymakers and trade organizations, aiding policy 
decisions and promoting domestic industries, exports, and international trade agreements. Overall, such 
a review enhances understanding of consumer behavior, identifies research gaps, and informs practical 
implications for global marketing and trade. The present article is an attempt to answer the following 
research questions:

RQ1: How has research on consumer ethnocentrism evolved since its inception?

RQ2: What theories and empirical methods have been utilized in consumer ethnocentrism research?

RQ3: What are the critical gaps in consumer ethnocentrism research?

2.  Methodology

2.1.  Structure of review

Systematic literature reviews are commonly conducted in both non-business and business contexts, with 
domain-based reviews being the most prevalent approach (Kipnis et  al., 2012; Paul & Criado, 2020). 
Domain-based reviews encompass various types, including hybrid-narrative reviews, bibliometric reviews, 
meta-analytical reviews, framework-based reviews, and framework development reviews (Barari et  al., 
2020; Kumar et al., 2020; Mishra et al., 2020; Nguyen et al., 2008; Oraee et al., 2017; Paul & Rosado-Serrano, 
2019; Paul & Benito, 2017; Randhawa et  al., 2016; Verma & Gustafsson, 2020; Xu et  al., 2018). These struc-
tured reviews aid in synthesizing literature on variables, theories, and research methods (Rosado-Serrano 
et  al., 2018).

Ganeshkumar and Gopalakrishnan (2013, p. 10) emphasize that systematic literature reviews adhere to 
rigorous scientific design principles, following explicit, pre-specified, and reproducible methods. 
Jebarajakirthy et  al. (2021, p. 2) highlight the significance of structured, systematic reviews in consistently 
synthesizing research findings. Such reviews are considered essential tools for advancing knowledge in a 
specific field and offering insights for future research (Ganeshkumar & Gopalakrishnan, 2013).

The TCCM (theories, contexts, characteristics & methods) framework was employed in this study to 
ensure clarity and comprehensive coverage of the systematic literature review. Established frameworks 
such as the 5W1H and ADO have been widely used in structured literature reviews (Lim, 2020; Paul & 
Benito, 2017). Utilizing such frameworks allows for a structured approach that addresses critical aspects 
of the research, providing a clear understanding of the theories, contexts, characteristics, and methods 
relevant to the topic. Jebarajakirthy et  al. (2021, p. 3) emphasize the significance of employing these 
frameworks to achieve high clarity and coverage in literature reviews. Following this recommendation, 
the TCCM framework was selected as the organizing framework for our systematic literature review, 
ensuring a comprehensive and systematic examination of the research on consumer ethnocentrism.

2.2.  Organising framework

Researchers commonly use a framework to provide the synthesis of the literature in systematic literature 
reviews (Jebarajakirthy et  al., 2021; Lim et  al., 2021; Srivastava et  al., 2020). The mechanics of a systematic 
literature review need to be organized about theories, features, settings, and methodologies (Paul & 
Criado, 2020); as a result, this research deploys Paul and Rosado-Serrano (2019) TCCM framework to syn-
thesize the literature in consumer ethnocentrism research and recommend avenues for future research. 
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The TCCM framework developed for this investigation is depicted in Figure 1. Lim et  al. (2021), along 
with Paul and Rosado-Serrano (2019), inspired the development of this framework.

2.3.  Topic selection

The method Paul and Criado (2020) suggested for a systematic literature review was followed to analyze 
the existing literature on consumer ethnocentrism. Paul and Criado (2020) have posited that good 
reviews are impactful, and that happens for the reasons when the authors have not picked up a recur-
rent topic, do not have several other studies published with the same frame in the same duration for 
the theme, or the topic is too non-contemporary. The authors must check for novelty on databases such 
as Scopus/WoS/Google Scholar/EBSCOHOST.

Topic selection has been greatly emphasized to develop an impactful literature review (Jebarajakirthy 
et  al., 2021; Paul & Criado, 2020). Jebarajakirthy et  al. (2021) mentioned that a literature review should 
not be too current in publication. Hence, the authors explored and found three literature reviews on 
consumer ethnocentrism research (refer to Table 1).

As suggested by Jebarajakirthy et  al. (2021), for positioning the present review, a content analysis was 
executed of a study of the published literature. Table 1 indicates that three out of five literature reviews 
posted were not directly associated with Consumer ethnocentrism (Battisti et  al., 2021). The focus of 
these articles was broad, and consumer ethnocentrism was studied as a slice. These reviews did not 
provide a proper review of consumer ethnocentrism.

Table 1. E xisting literature reviews in the consumer ethnocentrism research.

No Authors Research area
Articles considered for 

review Number of studies Range

1 Shankarmahesh (2006) Consumer Ethnocentrism Peer-reviewed journal 
articles

45 1987–2006

2 Balabanis and Siamagka 
(2021)

Consumer Ethnocentrism Journal articles, research 
reports, newspaper 
articles and 
conference papers

240 1987–2021

3 Battisti et  al. (2021) International Marketing Peer-reviewed journal 
articles

66 1987-2021

Figure 1. T CCM framework application.
Adopted from Jebarajakirthy et  al. (2021), Lim et  al. (2021) and Paul and Rosado-Serrano (2019).
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The remaining two published literature reviews focused on consumer ethnocentrism research (Balabanis 
& Siamagka, 2021; Shankarmahesh, 2006). The scope of these reviews was somewhat limited. For exam-
ple, Shankarmahesh (2006) developed an integrated review of 45 publications and presented consumer 
ethnocentrism research antecedents, outcomes, mediators, and moderators. Balabanis and Siamagka 
(2021) performed a meta-analysis of 240 documents analyzing journal articles, research reports, newspa-
per articles, and conference papers. The current article is unique as an integrated review was performed 
(Shankarmahesh, 2006), whereas Balabanis and Siamagka (2021) used meta-analysis as the review 
method. A meta-analysis combines and synthesizes quantitative study findings (Paul & Barari, 2022).

Even though the reviews offered a synthesis of research on consumer ethnocentrism, the scope was 
constrained. For example, Shankarmahesh (2006) examined the maximum peer-reviewed articles for inte-
grated literature review. But, the published review articles did not synthesize characteristics, methods, 
contexts, and theories, which is considered essential for an enriched systematic literature review 
(Jebarajakirthy et  al., 2021; Paul & Criado, 2020; Paul & Rosado-Serrano, 2019). The published articles only 
answered, “what do we know about consumer ethnocentrism?”. The reviews did not answer “how we 
identify consumer ethnocentrism?” Thus, there is a window of opportunity for a systematic litera-
ture review.

2.4.  Search strategy

After carefully selecting relevant keywords, an extensive exploration of published articles was conducted 
by identifying a range of online databases. Previous systematic literature review (SLR) papers have uti-
lized three to eight databases to conduct their article search, as evidenced by Jebarajakirthy et  al. (2021) 
and Steven et  al. (2011). Building upon this precedent, we strategically chose to include eight databases 
for the current SLR: Google Scholar, ELSEVIER, Taylor and Francis, EBSCO, ProQuest, Emerald, JSTOR, and 
ScienceDirect. These databases were deliberately selected due to their reliability and frequent utilization 
in recent SLR papers. By incorporating these established databases, we sought to minimize the likelihood 
of overlooking pertinent articles, ensuring a comprehensive and rigorous review (Paul & Criado, 2020). 
Additionally, after adopting Google Scholar as a database, the chances of omitting an article have been 
reduced (Gehanno et  al., 2013).

The authors used ethnocentrism and ethnocentric tendencies as transposable terms (Balabanis et  al., 
2001; Shimp & Sharma, 1987). Consequently, Consumer ethnocentrism, Ethnocentrism, Consumer behav-
ior, consumer attitude, Country of origin International marketing foreign products were the keywords to 
search relevant articles published from 1987 to 2022 on databases. Those articles that mentioned key-
words in the title, list of keywords, or abstract were considered for the systematic literature review. Out 
of the downloaded articles, many articles were excluded. The following section expands on the inclusion 
and exclusion criteria.

2.5.  Inclusion and exclusion criteria

A total of 662 articles were downloaded from carefully chosen databases using identified keywords. 
In the next stage, 80 duplicate articles were deleted. After the deletion of duplicate articles, 482 
articles remained. These articles were gauged for their suitability. Out of 406 articles, 98 were removed 
as they were not journal articles. A total of 82 articles were removed as they were not published in 
peer-reviewed journals. A total of 85 articles were removed as they were not found to be relevant to 
the theme (consumer ethnocentrism). Moreover, to uphold the review’s standard of excellence, only 
articles that met specific criteria were deemed eligible for inclusion. Specifically, articles were required 
to be published in journals classified as either A* or A according to the esteemed Australian Business 
Deans Council (ABDC) Journal Quality List. This meticulous selection process, as Paul and Criado 
(2020) outlined, ensured that the chosen articles maintained high credibility and relevance. Thus, 145 
more articles were removed from the database created by the authors. The selected studies included 
those completed in 43 countries. Figure 2 presents the process followed for inclusion and exclusion 
conditions.
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3.  Systematic literature review

The article information, like name of authors, year of publication, and journal name, are presented in 
Appendix 1. The study adopted the TCCM framework (refer to Figure 1) using understandings from Lim 
et  al. (2021) and Paul and Rosado-Serrano (2019). The TCCM framework answers, "What do we know 
about consumer ethnocentrism, and how do we know about consumer ethnocentrism research?”

3.1  What do we know about consumer ethnocentrism

3.1.1.  Evolution of consumer ethnocentrism research since inception
The first article on the concept of consumer ethnocentrism was published by Shimp and Sharma (1987). 
The year-wise publication of the articles selected is shown in Figure 3. It can be inferred that the concept 
was introduced in 1987. Since the inception of the concept, the articles have been occasionally pub-
lished. The growth was observed from 2008. The maximum number of articles was published in 2014 
and 2019 (10 each). The surge in research on consumer ethnocentrism in 2008, 2013, and 2019 can be 
attributed to several factors. These include the growing importance of globalization and increased inter-
national trade, shifts in consumer preferences, advancements in theoretical frameworks and research 
methodologies, the identification of research gaps in the literature, and scholarly interest and 

Figure 2.  Criteria for inclusion and exclusion.

Figure 3.  Year-wise publications.

https://doi.org/10.1080/23311975.2024.2321800
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collaboration. These factors collectively contributed to an increased focus on understanding consumer 
attitudes and behaviors toward domestic and foreign products. However, it is essential to note that these 
reasons are speculative and may vary based on specific circumstances.

3.1.2.  Journals of publications
Table 2 captures the interest of journals of repute in ethnocentrism studies. Only the category A* and 
A-ranked journals in ABDC for the current study have been included. The table indicates that International 
Marketing Review has published the most papers on consumer ethnocentrism. Nine of the twenty-nine 
journals included in the list have published only one paper from 1987 to 2021. Out of the same, the 
Journal of the Academy of Marketing Science has the highest JCR Impact factor of 14.904. They have 
published one paper on ethnocentrism (Sharma, 2014).

3.1.3.  Citations
Table 3 lists the most cited studies on consumer ethnocentrism. Steenkamp and Baumgartner (1998) 
published in the Journal of Consumer Research on the assessment of measurement invariance in 
cross-national consumer research is the most cited study in this area, averaging 225.95 citations a year 
since its publication. Shimp and Sharma (1987), published in the Journal of Marketing Research, is the 
second most cited study. The study was based on the construction and validation of the CETSCALE. This 
paper has averaged 167.72 citations per year since publication. Three research papers published in the 
Journal of the Academy of Marketing Science are among this field’s top ten most cited studies.

3.1.4.  Integrated conceptual framework
The authors have developed a comprehensive conceptual framework that presents the key factors exten-
sively studied concerning consumer ethnocentrism. Figure 4 visually represents this framework, illustrat-
ing the constructs influencing consumer ethnocentrism on the left side (antecedents). The middle section 
depicts the mediators and moderating constructs that affect the relationship between consumer ethno-
centrism and its consequences. By analyzing the existing studies, the researchers have identified and 
organized the variables clearly and clearly, highlighting their specific relationships within the study con-
text. Figure 4 visually represents these relationships for easier comprehension and reference.

Table 4 crystalizes consumer ethnocentrism’s antecedents, moderators, mediators, and consequences. 
As scholars suggested, the variables at least examined in two articles were considered (Jebarajakirthy 
et  al., 2021).

The antecedents that have found significant mention in the literature on consumer ethnocentrism 
used for the development of the proposed conceptual model are:

Openness to Foreign Cultures refers to the lack of bias towards products sourced from abroad. It is 
suggested that customers exposed to multiple cultures tend to rate foreign products more favorably. This 
implies that individuals more open to different cultures are likely to have lower levels of 
ethnocentrism.

Patriotism: It involves love, devotion, and country stereotyping. It has a positive impact on consumer 
ethnocentric tendencies, indicating that more patriotic individuals are more likely to exhibit ethnocentric 
behavior and prefer domestic products.

Conservatism: Conservatives value traditions and respect institutions that have withstood the test of 
time. Research suggests a positive correlation between conservatism and consumer ethnocentric tenden-
cies. This implies that conservative individuals are more inclined to favor domestic products over for-
eign ones.

Collectivism/Individualism: Collectivists prioritize group goals over individual goals, while individualist 
cultures focus more on individual achievements. It is reported that collectivism positively impacts con-
sumer ethnocentric tendencies. This suggests that individuals who identify strongly with their collective 
group are more likely to exhibit ethnocentric behavior.

Consumer Ethnocentrism refers to the evaluation of purchasing domestically-produced goods over 
foreign-produced goods. It positively impacts preference for domestic products, although the tendency 
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varies across product categories. This indicates that individuals with higher levels of ethnocentrism tend 
to prefer domestic products, but the strength of this preference may differ depending on the product 
category.

Concern for Political Pressure: Consumers can be influenced by the political posture of countries selling 
products to their nation, which may affect their ethnocentric tendencies. This suggests that political fac-
tors can shape consumer attitudes toward domestic and foreign products.

Country of Origin: represents the source of a product or service and has been studied concerning 
consumer evaluation, ethnocentrism, and other variables. The country of origin can influence consumers’ 
perceptions and preferences, potentially impacting their ethnocentric tendencies.

Acculturation Level: refers to their adoption of the host society’s culture, values, and behaviors, which 
can impact their ethnocentrism towards the country they migrate to. This implies that their ethnocentric 
tendencies may change as immigrants become more acculturated.

Table 2.  Journals and number of publications.

Journal # Articles JCR (IF)*
ABDC 
rank

1 International Marketing 
Review

10 Herche (1992); Shankarmahesh (2006); Klein et  al. (2006); 
Evanschitzky et  al. (2008); Josiassen et  al. (2011); Winit 
et.al. (2014); Balabanis et  al.and  Siamagka (2017); Han 
and Nam (2019); Bizumic (2019); Mainolfi et  al. (2020)

5.744 A

2 Journal of Business Research 7 Cleveland et  al. (2013); He and Wang (2015); Li & He 
(2013); Rašković et  al. (2020); Mainolfi (2020); Ma et  al. 
(2019); Sun et  al. (2021)

10.969 A

3 Asia Pacific Journal of 
Marketing and Logistics

7 Elliot (2006); Hamin et  al. (2014); Seidenfuss et  al. (2013); 
Tong and Li (2013); Deb and Sinha (2015); Mueller et al. 
(2016); Lee et  al. (2020)

4.643 A

4 Journal of Consumer 
Marketing

7 Lu Wang and Xiong Chen (2004); Bandyopadhyay et  al. 
(2011); Qing et  al. (2012); Lee and Tae Lee (2013); 
Lysonski and Durvasula (2013); Zolfagharian et  al. 
(2014); Prince et  al. (2019)

NA A

5 Journal of the Academy of 
Marketing Science

4 Herche (1992); et  al. (1994), Balabanis and Diamantopoulos 
(2004), Kwak et  al. (2006)

14.904 A*

6 Journal of Consumer 
Behaviour

4 Hsu and Nien (2008); Nguyen et  al. (2008); Bi et  al. (2012); 
Ortega-Egea & García-de-Frutos (2021)

3.199 A

7 European Journal of 
Marketing

4 Watson and Wright (2000); Lee and Mazodier (2015); Lee 
et  al. (2017); Vida et  al. (2008)

5.181 A*

8 Marketing Intelligence & 
Planning

3 Caruana (1996), Hakan Altintaş and Tokol (2007), Deb and 
Chaudhuri (2014)

4.338 A

9 Journal of International 
Marketing

3 Cleveland et  al. (2009); Guo (2013); Balabanis and 
Siamagka (2021)

4.976 A

10 Journal of Services Marketing 2 Sharma (2012); Sharma and Wu (2015) 5.246 A
11 Journal of Product & Brand 

Management
2 Teng (2019); Gammoh et  al. (2019) 5.248 A

12 Journal of Marketing 
Research

2 Shimp and Sharma (1987); Netemeyer et  al. (1991) 6.664 A*

13 Journal of Marketing 
Management

2 Carpenter et  al. (2013); Kipnis et  al. (2012) 4.707 A

14 International Journal of 
Retail & Distribution 
Management

2 Kan et  al. (2014); Ding (2017) 4.743 A

15 International Journal of 
Consumer Studies

2 Watchravesringkan (2010); Shahabi Ahangarkolaee and 
Gorton (2020)

7.096 A

16 International Business Review 2 Jin et  al. (2015); Javalgi et  al. (2005) 8.047 A
21 Marketing Letters 1 Fischer and Zeugner-Roth (2016) 3.046 A
21 Psychology and Marketing 1 Aljukhadar et  al. (2021) NA A
23 Journal of International 

Business Studies
1 Sharma (2014) 11.103 A

24 Journal of Hospitality 
Marketing & 
Management

1 Kim et  al. (2018) 9.821 A

25 Journal of Consumer 
Research

1 Steenkamp and Baumgartner (1998) 8.612 A

26 Journal of Advertising 1 Nelson and Deshpande (2013) 6.528 A
28 Australasian Marketing 

Journal
1 Yii et  al. (2020) NA A

29 Appetite 1 Tomić Maksan et  al. (2019) 5.016 A
30 International Journal of 

Research in Marketing
1 Balabanis and Siamagka (2021) 8.047 A

*Impact factor as per JCR IF (2022).
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Country image refers to a particular country’s overall perception and beliefs. It plays a significant role 
in ethnocentric tendencies and patronage intentions. Consumers may develop ethnocentric attitudes 
based on their perceptions of different countries.

Animosity: Refers to consumers’ reluctance to buy goods from a particular country due to historical 
grievances or contemporary events. This animosity can influence consumers’ ethnocentric tendencies, 
leading them to favor domestic products over those from specific countries.

Cultural identity: Shaped by factors such as citizenship, ethnic affiliation, or generational belonging, 
can positively affect the preference for domestic brands. This suggests that individuals with a strong 
cultural identity are more likely to exhibit ethnocentric behavior.

Table 3. T en most cited studies.

Rank Study Journal Citationsa
Average citations per 

yearb

1 Steenkamp and Baumgartner 
(1998)

Journal of Consumer 
Research

5423 225.95

2 Shimp and Sharma (1987) Journal of Marketing 
Research

4193 167.72

3 Shimp et  al. (1994) Journal of the Academy of 
Marketing Science

1800 100

4 Balabanis and Diamantopoulos 
(2004)

Journal of the Academy of 
Marketing Science

1145 63.61

5 Netemeyer et  al. (1991) Journal of Marketing 
Research

1033 33.32

6 Shankarmahesh (2006) International Marketing 
Review

837 52.31

7 Watson and Wright (2000) European Journal of 
Marketing

812 36.91

8 Cleveland et  al. (2009) Journal of International 
Marketing

753 57.92

9 Lu Wang and Xiong Chen (2004) Journal of Consumer 
Marketing

657 37.50

10 Herche (1992) Journal of the Academy of 
Marketing Science

458 15.27

aBased on Google Scholar (30/06/2022).
bTotal citations/number of years after publication.

Figure 4. I ntegrated Conceptual framework.
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Social Class: Representing an individual’s position within society’s hierarchy, has been found to influ-
ence consumer ethnocentrism. Research indicates that ethnocentric tendencies substantially impact con-
sumers from upper-income groups more than those from lower-income groups.

Overall, these factors collectively contribute to shaping consumer ethnocentrism. They highlight the 
complex interplay between individual characteristics, cultural factors, and contextual influences in deter-
mining consumer preferences for domestic or foreign products.

The mediators who were examined in the published literature associated with consumer ethnocen-
trism include –

Cosmopolitanism: Represents the idea that people consider themselves global citizens, transcending 
national boundaries. It has been found to influence consumer behavior across product categories and 
national groups. This suggests that individuals with a cosmopolitan outlook are less likely to exhibit 
ethnocentric tendencies and may be more open to purchasing products from different cultures.

Materialism: Refers to the value individuals place on material possessions over spiritual or non-material 
aspects. Research indicates that materialism can impact ethnocentrism in conjunction with demographic 
variables and across different product categories. This implies that individuals with high levels of mate-
rialism may be more inclined towards ethnocentric behavior, favoring domestic products.

Perceived Brand Globalness: Refers to consumers’ perception of a brand being available in multiple 
markets and being recognized and desired. It has been found to influence consumers’ purchase inten-
tions, indicating that a brand’s global image can impact consumers’ preferences and potentially reduce 
ethnocentric tendencies.

Religiosity: Reflects the degree of faith individuals place in their religious beliefs. Research suggests 
that religiosity is vital in cross-cultural studies and can affect individuals’ ethnocentric tendencies. This 
implies that religious beliefs can shape consumers’ attitudes toward domestic and foreign products, 
potentially leading to ethnocentric behavior.

Acculturation to Global Consumer Culture: Refers to individuals’ inclination and interest in adopting a 
global consumer culture that transcends national boundaries. Research has identified two distinct con-
sumer groups, and in one of these groups, acculturation to global consumer culture was negatively 
related to consumer ethnocentrism. This suggests that individuals who embrace a global consumer 
culture may have lower levels of ethnocentrism.

These mediators offer essential insights into the complex nature of consumer ethnocentrism and 
the various influences that can shape it. While cosmopolitanism, perceived brand globalness, and 
acculturation to global consumer culture can mitigate ethnocentric tendencies, factors such as mate-
rialism and religiosity can potentially strengthen ethnocentric behavior. Understanding these factors is 
crucial for marketers and policymakers aiming to address and navigate ethnocentrism in consumer 
behavior.

The moderators examined in the research articles published on consumer ethnocentrism during 1987–
2021 include:

Imported Product Judgement: The judgment of imported products is influenced by consumer ethno-
centrism, with a negative association suggesting that individuals with stronger ethnocentric tendencies 
tend to hold a more negative perception of imported products. However, the impact of demographic 
variables such as age, income, and gender on imported product judgment varied across product cate-
gories, suggesting that these factors may not consistently influence consumer evaluations.

Perceived Quality: Perceived quality is an important construct in consumer behavior literature, repre-
senting consumers’ overall evaluation of a product’s ability to meet their expectations. Research suggests 
that consumers with low ethnocentrism associate perceived quality more strongly with global brands. 
This implies that less ethnocentric consumers may perceive global brands as having higher quality than 
domestic or local brands.

Perceived Product Necessity: Consumers evaluate products differently based on their perceived neces-
sity. Perceived product necessity has been identified as a moderator of the impact of consumer ethno-
centric tendencies. It has a more significant influence when consumers perceive a product as less 
necessary. This suggests that ethnocentrism may be more assertive in product evaluations when the 
non-essential product is considered.
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Economic Threat: Consumers’ perception of the economic threat of foreign brands can influence their 
hostility and ethnocentric tendencies. When consumers perceive that their nation’s economic well-being 
is at risk from foreign brands, it can amplify ethnocentrism and negative attitudes towards those prod-
ucts. This highlights the role of economic factors in shaping ethnocentric behavior.

The magnitude of the link: The relationship between ethnocentrism and preference for domestic or 
foreign products can vary depending on the magnitude of the link, which is influenced by the product 
category under consideration. Different product categories may evoke different levels of ethnocentric 
tendencies and preferences. This indicates that the relationship between ethnocentrism and consumer 
preferences is not universally consistent but varies based on specific product contexts.

Country’s Economic Competitiveness: The economic competitiveness of a country, which encompasses 
factors like skilled workforce, technology, and overall business environment, can moderate the relation-
ship between consumer ethnocentrism and preferences. However, the results regarding the impact of 
this variable on consumer ethnocentrism and preferences are mixed. It suggests that while economic 
competitiveness may shape consumer attitudes, its influence on ethnocentrism and preferences may not 
be consistent across studies.

Country’s Cultural Similarities: Consumers prefer products from countries with similarities to their own 
while shunning products from culturally different countries. Balabanis and Diamantopoulos (2004) found 
mixed results regarding the empirical connection between consumer ethnocentrism and the country’s 
cultural similarity as a moderator. While there may be an intuitive connection, the empirical evidence 
supporting this link is inconclusive.

The findings suggest that imported product judgment, perceived quality, perceived product necessity, 
economic threat, and country-related factors all play a role in determining consumer ethnocentrism and 
preferences. However, the impact of these factors can vary across studies and product categories, high-
lighting the need for further research and contextual analysis better to understand the relationship 
between ethnocentrism and consumer behavior.

The published literature on consumer ethnocentrism presents the following consequences through 
mediators:

Brand Equity: Brand equity, encompassing brand attitude, image, awareness, and value, is influenced 
by consumer ethnocentrism. Positive word of mouth contributes to brand equity for domestic goods. 
The findings suggest that ethnocentrism can impact brand equity, indicating that ethnocentric tenden-
cies influence consumer attitudes and preferences toward domestic and foreign brands.

Attitude towards Imported Products: Consumer ethnocentrism affects attitudes towards imported prod-
ucts. The perception of economic threat posed by foreign products can moderate the relationship 
between ethnocentrism and attitudes. This implies that consumers with higher ethnocentric tendencies 
may hold more negative attitudes towards imported products, particularly when they perceive a threat 
to their domestic economy.

Willingness to Pay: The impact of ethnocentrism on consumer willingness to purchase domestic goods 
is weak, especially when the perceived quality of domestic goods is low or when conspicuous consump-
tion is significant. This suggests that ethnocentrism may have a limited influence on consumers’ willing-
ness to pay for domestic goods, particularly in situations where quality is a concern or when the visibility 
of consumption is significant.

Brand Preference: Familiarity plays a crucial role in brand preference, and it can reduce ethnocentrism 
and encourage preferences for familiar brands over unfamiliar ones. This indicates that consumers tend 
to prefer brands they are familiar with, and familiarity can mitigate the effects of ethnocentrism on 
brand preference.

Intention to Purchase: Research indicates a generally positive relationship between consumer ethno-
centrism and the intention to purchase foreign goods, as influenced by the country of origin. This sug-
gests that consumers with higher ethnocentric tendencies may exhibit a greater intention to purchase 
products from their own country than foreign products.

Repeat Purchase: Ethnocentrism can impact repeat purchase intentions, mediated by satisfaction and 
perceived quality. Consumers’ ethnocentric tendencies may influence their repeat purchase intentions, 
especially when they are satisfied with prior purchases and perceive high product quality.
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Product Judgment: Consumers evaluate products based on fairness, ethnocentrism, and animosity 
(Klein & Ettensoe, 1999). Lower ethnocentrism is associated with higher product judgment, particularly 
perceived betrayal. Domestic brands must also be perceived as charging fair prices to be adequately 
judged. Cross-cultural perspectives may result in differences in product judgment, particularly following 
historical events that create animosity towards foreign products.

Consumer Boycott Behavior: Consumer ethnocentrism plays a pivotal role in consumer boycott behav-
ior, even beyond the duration of a disputed episode. Ethnocentric tendencies can lead to deliberate 
depatronization of products or services, indicating that consumer boycott behavior is influenced by eth-
nocentrism, and its effects can persist even after the initial dispute is resolved.

In summary, these findings highlight the consequences of consumer ethnocentrism on various aspects 
of consumer behavior, including brand equity, attitudes towards imported products, willingness to pay, 
brand preference, intention to purchase, repeat purchase, product judgment, and consumer boycott 
behavior. The studies indicate that ethnocentrism can shape consumers’ attitudes, preferences, and 
behaviors toward domestic and foreign products. However, the impact may vary depending on the per-
ceived economic threat, familiarity, perceived quality, and cultural contexts.

3.1.6.  Domains in consumer ethnocentrism research
Researchers across the continents have examined the concept of consumer ethnocentrism since its intro-
duction in 1987. The research on consumer ethnocentrism can be divided into four domains: consumer 
durables, non-durables, fast-moving consumer goods (FMCG), and services (refer to Table 5). In domestic 
versus foreign products and services, services have been studied less (Table 5). Only three of the 72 
papers focused on services (Lee & Mazodier, 2015; Sharma, 2012; Sharma & Wu, 2015). The studied 

Table 5.  Domains in Consumer ethnocentrism research.
Consumer durables Herche (1992); Watson and Wright (2000); Balabanis and Diamantopoulos (2004); Javalgi et  al. (2005); Elliot 

(2006); Evanschitzky et  al. (2008); Hsu and Nien (2008); Nguyen et  al. (2008); Bandyopadhyay et  al. (2011); 
Watchravesringkan (2010); Bi et  al. (2012); Cleveland et  al. (2013); Hamin et  al. (2014); Seidenfuss et al. 
(2013); Winit et  al. (2014); Deb and Chaudhuri (2014); Zolfagharian et  al. (2014); Mueller et  al. (2016); 
Balabanis and Siamagka (2017); Das & Mukherjee (2019); Teng (2019); Lee et  al. (2020); Sun et  al. (2021)

Non-durables Balabanis and Diamantopoulos (2004); Evanschitzky et  al. (2008); Bandyopadhyay et  al. (2011); Bi et  al. (2012); 
Carpenter et  al. (2013); Cleveland et  al. (2013); Guo (2013); Tong and Li (2013); Winit et  al. (2014); Deb and 
Sinha (2015); Mueller et  al. (2016); Balabanis and Siamagka (2017); Das & Mukherjee (2019); Karoui and 
Khemakhem (2019); Mainolfi (2020); Ortega-Egea & García-de-Frutos (2021)

FMCG Balabanis and Diamantopoulos (2004); Evanschitzky et  al. (2008); Nguyen et  al. (2008); Akram et  al. (2011); 
Qing et  al. (2012); Carpenter et  al. (2013); Cleveland et  al. (2013); Guo (2013); Kan et  al. (2014); Winit et  al. 
(2014); He and Wang (2015); Kipnis et  al. (2012); Li & He (2013); Fischer and Zeugner-Roth (2016); Ding 
(2017); Balabanis and Siamagka (2017); Das & Mukherjee (2019); Kim et  al. (2018); Rašković et  al. (2020); 
Shahabi Ahangarkolaee and Gorton (2020)

Services Sharma (2012); Sharma and Wu (2015); Lee and Mazodier (2015)

Figure 5.  Landscape of consumer ethnocentrism research.



Cogent Business & Management 15

products included Consumer Durables, high-tech products, Non-Durables, and FMCG goods. An interest-
ing study was centered on Facebook posts (Yii et  al., 2020).

3.1.7.  Landscape of consumer ethnocentrism research
The researchers employed word-cloud analysis as a visual tool to depict the frequently used keywords 
in consumer ethnocentrism research (Yun et  al., 2019). The keywords from articles published between 
1987 and 2021 were collected and analyzed, and the resulting word cloud is presented in Figure 5.

Word clouds, called Tag Clouds, are visually captivating and valuable in identifying the most promi-
nent elements associated with a particular construct. These clouds transform qualitative data into an 
engaging and analytically informative format, facilitating swift interpretation. The word-cloud analysis 
revealed that international marketing, country of origin, animosity, and cosmopolitanism are integral 
components of ‘consumer ethnocentrism’ as they emerged as the most frequently used keywords. 
Consumer ethnocentrism studies have focused on developed and emerging markets, brands, and 
socio-cultural factors. Moreover, many of these studies have been conducted in the South-Asian region, 
with China specifically receiving considerable attention.

To understand the research landscape on consumer ethnocentrism, the researchers also identified 
the countries where the sample was drawn. Table 6 indicates where the sample was drawn from regard-
ing consumer ethnocentrism. Between 1987 and 2021, research on ethnocentrism was carried out in 43 
countries worldwide.

3.2.  How do we know about consumer ethnocentrism research?

3.2.1.  Theories utilized in published articles
Several theories have been used to explain consumer propensity to favor or not favor products from their 
own country (Table 6). The theory most commonly used is the social identity theory (Fischer & Zeugner-Roth, 
2016; Guo, 2013; Han & Nam, 2019; Zolfagharian et  al., 2014). In late 1970, Tajfel and Turner (1978) pro-
posed the social identity theory, which subsumes those circumstances when the social identity becomes 
more potent than one’s identity. This theory also explains how social identity could affect intergroup behav-
ior (Vinney, 2021). The other theories used for explaining the ethnocentric tendencies of people include the 
Theory of Reasoned Action, the Theory of Planned Behaviour, Intergroup contact theory, Attitude Theory, 
Schwartz values, Social Comparison Theory, Memory Theory, Optimal Distinctiveness Theory, Moral 
Foundation Theory, Realistic group conflict theory, Institutional Theory and Theory of Social Class Divide.

4.  Context

The circumstances under which the research is carried out are known as contexts (Jebarajakirthy et  al., 
2021: Lim et  al., 2021; Paul et  al., 2017). In congruence with previously published systematic literature 

Table 6. T heories used in consumer ethnocentrism research.
Theory Articles References

Theory of reasoned action 2 Kan et  al. (2014); Deb and Sinha (2015)
Intergroup contact theory 1 Kwak et  al. (2006)
Attitude theory 1 Josiassen et  al. (2011)
Theory of planned behavior 2 Qing et  al. (2012); Tomić Maksan et  al. (2019)
Schwartz values 1 Cleveland et  al. (2013)
The social identity theory 5 Guo (2013); Zolfagharian et  al. (2014); Fischer and 

Zeugner-Roth (2016); Han and Nam (2019); Rašković 
et  al. (2020)

Social comparison theory 1 Lysonski and Durvasula (2013)
Memory theory 1 Lee et  al. (2017)
Moral foundation theory 1 Prince et  al. (2019)
Realistic group conflict theory 1 Han and Nam (2019)
Institutional theory 1 Gammoh et  al. (2019)
The optimal distinctiveness theory 1 Ma et  al. (2020)
Theory of social class divide 1 Aljukhadar et  al. (2021)
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review articles, the researchers used countries, sampling units, and data collection platforms as contexts 
(refer to Table 7). It is observed that only 13 studies (18.1%) used students as a sample. The rest 59 
studies used general consumers as a sample. Four studies (5.6%) have collected data using online plat-
forms. Six studies (8.3%) used online and offline data collection platforms. At the same time, 62 studies 
(86.1%) collected data through offline platforms.

The highest number of studies were conducted in the USA (22), trailed by China (17) and India (11). 
The USA appears to be most consistently appear on the research map in research output for ethnocen-
trism studies (refer to Table 7).

5.  Methods

Table 8 brings the research context to the fore. As is visible in the table, most of the studies in the area 
of ethnocentrism have considered a general sample rather than a student sample (Cleveland et  al., 2009; 
Cleveland et  al., 2013; Deb & Chaudhuri, 2014; Fischer & Zeugner-Roth, 2016; Guo, 2013; Jin et  al., 2015; 
Kipnis et  al., 2012; Klein et  al., 2006; Kwak et  al., 2006; Lee et  al., 2020; Netemeyer et  al., 1991; Sharma 
& Wu, 2015; Tong & Li, 2013; Winit et  al., 2014). The most usual research method employed to collect 
data was the survey method, with online and offline tools used for collecting data. The other research 
methods used included experiments (Winit et  al., 2014), interviews (Ortega-Egea & García-de-Frutos, 
2021; Qing et  al., 2012), conceptual study (Shankarmahesh, 2006; Sharma, 2014; Shimp & Sharma, 1987;), 
literature review (Balabanis & Siamagka, 2021; Mueller et  al., 2016) and mixed-method (Lee et  al., 2020).

6.  Lexicometric analysis

In the study, lexicometric analysis was performed. Lexicometry provides statistical indicators and visual 
representation of data that is corpus-driven. The analysis employs algorithms to analyze the textual 
material exhaustively. The findings from the analysis are presented through various indicators, including 
semantic classification, word clouds, density study, and similarity analysis, among other methodological 
approaches. And these indicators efficiently compress the information in large texts based on frequency 
and offer a perspective.

Table 7.  Contexts.a

Context Count Percentage Context Count Percentage

Sample Australia 2 1.3
Students 13 18.1 Lebanon 2 1.3
General consumers 59 81.9 Malaysia 2 1.3
Platform Tunisia 2 1.3
Online 4 5.6 Brazil 2 1.3
Offline 62 86.1 Belgium 2 1.3
Online & offline 6 8.3 Croatia 2 1.3
Countriesb New Zealand 1 0.7
USA 22 14.67 Vietnam 1 0.7
China 17 11.33 Chile 1 0.7
India 11 7.33 Sweden 1 0.7
United Kingdom 9 6.00 Hungary 1 0.7
Japan 8 5.33 Nigeria 1 0.7
South Korea 8 5.33 South Africa 1 0.7
Germany 7 4.67 Finland 1 0.7
France 5 3.33 Egypt 1 0.7
Russia 4 2.67 Ukraine 1 0.7
Taiwan 4 2.67 Slovenia 1 0.7
Spain 4 2.67 Austria 1 0.7
Italy 3 2.00 Denmark 1 0.7
Mexico 3 2.00 Slovakia 1 0.7
Thailand 3 2.00 Bosnia 1 0.7
Indonesia 2 1.33 Herzegovina 1 0.7
Turkey 2 1.33 Malta 1 0.7
Canada 2 1.33 Iran 1 0.7
Greece 2 1.33
aConceptual studies and literature reviews are not incorporated in this table.
bFew of the studies had samples collected from different countries.
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In the current study, the corpus subsumed the 72 texts that included 13516 text segments. There 
were 4,80,067 words, with an average of 6,576 occurrences per text. These occurrences were composed 
of 16186 forms which included 6,237 hapaxes (38.53% of forms, 1.30% of occurrences). Overall, 13,041 
active forms were used for analysis (refer to Table 9).

The similarity analysis aims to zero proximities between words through a graphical representation. 
This graphical representation is based on the chi-square of association. As is evident, the similarity anal-
ysis yields the principal node to be consumer ethnocentrism. There are five distinct clusters (nodes) – 
consumer ethnocentrism, country, product, brand, and purchase (refer to Figure 6).

The lexicometric analysis conducted by Reinert (1990) utilized factorial correspondence analysis 
(Hirschfeld, 1935) to identify the leading group of associations in the corpus. This analysis resulted in a 
dendrogram (Figure 7), representing a hierarchical grouping of words and a two-dimensional visualiza-
tion of word clusters (Figure 8).

Figure 8, the dendrogram, is a tree diagram illustrating the relationships between similar data sets, 
with data on clades and leaves. This enriched analysis offers a deeper understanding of the associations 
identified through lexicometric analysis and their significance within the studied corpus by providing a 
more detailed description of each class and its implications.

Among the identified classes, Class 4 (Culture) emerges as the most significant class (refer to  
Figure 7). This class comprises words that indicate various facets of culture, including social, cosmopoli-
tan, value, and individual. The prominence of Class 4 suggests that culture plays a crucial role in the 
associations present in the corpus.

Class 2 (Effect) is the next most significant class, characterized by rational, positive, negative, moder-
ate, and significant words. These words highlight the influence and impact associated with the analyzed 

Table 8.  Research methods used in consumer ethnocentrism research.

Research methods # %

Sample type

Student Other

Survey 58 80.55 Fischer and Zeugner-Roth 
(2016); Rašković et  al. 
(2020); Netemeyer et  al. 
(1991); Klein et  al. (2006); 
Kwak et  al. (2006); 
Cleveland et  al. (2009); 
Cleveland et  al. (2013); 
Tong and Li (2013); Jin 
et  al. (2015); Kipnis et.al. 
(2012); Li & He (2013); 
Guo (2013)

Watson and Wright (2000); Hakan Altintaş 
and Tokol (2007); Akram et  al. (2011); 
Sharma (2012); Carpenter et  al. (2013); 
Hamin et  al. (2014); Lee and Mazodier 
(2015); Balabanis and Siamagka (2017); 
Prince et  al. (2019); Bizumic (2019); 
Mainolfi (2020); Sun et  al. (2021); 
Aljukhadar et  al. (2021); Herche (1992); 
Herche (1992); Caruana (1996); Steenkamp 
and Baumgartner (1998); Balabanis and 
Diamantopoulos (2004); Lu Wang and 
Xiong Chen (2004); Javalgi et  al. (2005); 
Klein et  al. (2006); Evanschitzky et  al. 
(2008); Hsu and Nien (2008); Nguyen 
et  al. (2008); Vida et  al. (2008); 
Bandyopadhyay et  al. (2011); Josiassen 
et  al. (2011); Watchravesringkan (2010); Bi 
et al. (2012); Kan et  al. (2014); Lee and 
Tae Lee (2013); Lysonski and Durvasula 
(2013); Seidenfuss et al. (2013); He and 
Wang (2015); Kipnis et  al. (2012); Nelson 
& Deshpande (2013); Zolfagharian et  al. 
(2014); Deb and Sinha (2015); Shan Ding 
(2017); Das & Mukherjee (2019); Kim et  al. 
(2018); Teng (2019); Karoui and 
Khemakhem (2019); Tomić Maksan et  al. 
(2019); Guo (2013); Lee et  al. (2017)1

Experiment 5 6.9 Winit et al. (2014); Sharma 
and Wu (2015)

Lee et  al. (2017)a; Ma et  al. (2019); Gammoh 
et  al. (2019); Shahabi Ahangarkolaee and 
Gorton (2020);

Mixed methods 3 5.5 Lee et  al. (2020); Deb and 
Chaudhuri (2014)

Yii et  al. (2020)

Literature review 2 2.7 Balabanis and Siamagka (2021); Shankarmahesh (2006)
Interview (Structured/

Semi-Structured)
4 5.5 Qing et  al. (2012); Kipnis et  al. (2012); Shahabi Ahangarkolaee and Gorton 

(2020)
Sun et  al. (2021)

aFew studies had utilized both experimental and survey methods.
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content. Class 2 suggests that effects or consequences are an essential aspect of the associations 
observed in the corpus.

Class 1 (Market Research) captures literature-related words, findings, limitations, studies, and future. 
This class represents the domain of market research, indicating the presence of research-related termi-
nology and concepts in the analyzed corpus. It suggests that the content revolves around studies, find-
ings, and future implications within the field of market research.

Class 3 (Researchers) appropriately clusters notable researchers such as Shimp, Sharma, Wang, 
Netemeyer, and Ettenson. The presence of this class indicates the relevance and contribution of these 
researchers to the analyzed corpus. It suggests that their work and perspectives plays a significant role 
in shaping the associations present in the data.

Lastly, Class 5 (Methodology) encompasses words such as questionnaire, survey, datum, collect, and 
sample. This class signifies the importance of methodological considerations and data collection tech-
niques within the corpus. It suggests that the methodology employed in the research and the process 
of gathering data are vital components of the analyzed content.

The axis represents the frames where words are grouped statistically in factorial correspondence anal-
ysis. The graphical representation also shows five classes of words as visible in the dendrogram. The axes 
are interpreted such that one axis contrasts Methodology and Outcome, and the other represents 
Construct and the Researchers. On the positive side, there are words related to methodology and culture. 
Towards 0 and the negative side, some clusters pertain to the researchers, market research, and effect.

7.  Future avenues for consumer ethnocentrism research

Several future research directions can be considered to advance the understanding of consumer ethno-
centrism. First, using memory theory, researchers may explore the influence of semantic and episodic 
memory on consumers’ animosity towards products from hostile nations. Additionally, Veblenian 
social-psychological theory can be employed to investigate the impact of consumers’ social and cultural 
backgrounds on their buying behavior.

In terms of context, conducting comparative studies across various developed and developing coun-
tries can contribute to the generalizability of findings (Lee et  al., 2017; Shukla, 2010). Examining countries 
with ideological differences is also suggested to gain insights into ethnocentric variations. Qualitative 

Table 9.  Descriptive statistics of lexicometric analysis.
Descriptions Statistics

Texts 76
Text segments 13516
Occurrences 480067
Average occurrences per text 6576.26
Forms 16186
Hapaxes 6237 (38.53% of forms, 1.30% of occurrences)
Active forms for analysis 13041

Figure 6.  Results of similarity analysis.
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research methods can provide a deeper understanding of consumer ethnocentrism by capturing rich and 
nuanced perspectives.

Regarding characteristics, future research should focus on examining the influence of consumers’ eth-
nocentrism on their buying behavior. Furthermore, exploring the relationship between political leader-
ship, perceived product quality, and consumer ethnocentrism can shed light on additional factors shaping 
consumer attitudes.

Figure 7.  Dendrogram with named classes of the whole corpus.

Figure 8.  Clusters of the whole corpus.
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In terms of methodology, a combination of mixed research methods, including qualitative and exper-
imental approaches, can be employed to uncover unique antecedents and consequences of consumer 
ethnocentrism. (Baber et  al., 2022; Bengtsson, 2016; Harding & Whitehead, 2016; Hoepfl, 1997; Mojtahed 
et  al., 2014; Van’t Riet et  al., 2001). This comprehensive approach may contribute to a more nuanced 
understanding of this phenomenon and provide valuable insights for marketers and policymakers alike 
(Table 10).

Table 10 presents prepositions for the future research directions.

•	 Using memory theory, explore the influence of semantic and episodic memory on consumers’ ani-
mosity towards products from hostile nations.

•	 Employ Veblenian social-psychological theory to investigate the impact of consumers’ social and cul-
tural backgrounds on their buying behavior.

•	 Examine countries with ideological differences to gain insights into ethnocentric variations.
•	 Focus on examining the influence of consumers’ ethnocentrism on their buying behavior.

8.  Theoretical and practical implications

This study holds significant academic implications as it comprehensively evaluates consumer ethnocen-
trism research, tracing its evolution. The authors conducted a thorough literature assessment, examining 
the latest developments and discussing influential articles in the field. Through this process, it became 
evident that consumer ethnocentrism research has evolved since its inception. Building upon this foun-
dation, the authors developed an integrative conceptual model, addressing the antecedents, mediators, 
moderators, and consequences of consumer ethnocentrism. The antecedents were categorized into three 
key factors: socio-psychological, political, and demographic. This categorization summarizes the various 
variables explored in consumer ethnocentrism research, further enhancing our understanding of this 
phenomenon. Overall, this study contributes to the body of knowledge on consumer behavior by pro-
viding a comprehensive assessment, highlighting the evolutionary nature of consumer ethnocentrism, 
and presenting a structured conceptual model.

This systematic literature review has highlighted previously neglected areas within consumer ethno-
centrism research. The authors have put forth insightful suggestions for future investigations in this field. 
Despite the substantial impact of globalization on international marketing practices, consumer ethnocen-
trism has shown little change over time. However, the factors influencing consumer ethnocentrism and 
its implications have undergone shifts. Consequently, there is a growing demand for further research to 
delve deeper into consumer ethnocentrism. Exploring these unexplored avenues may contribute to a 
better understanding of this phenomenon. Ultimately, this study significantly contributes to the existing 
knowledge of consumer behavior, specifically within international marketing.

Table 10.  Future research directions.
Theory development •	 Researchers in the future may use memory theory to examine the 

influence of semantic and episodic memory on consumers’ animosity 
towards products of a hostile nation.

•	 Veblenian social-psychological theory may be used to explore the 
influence of consumers’ social and cultural backgrounds on their 
buying behaviour.

Context •	 Scholars are suggested to study consumer ethnocentrism in various 
developed and developing countries for generalisation purposes.

•	 The countries with ideological differences can be examined as a way 
of studying ethnocentric differences.

•	 More qualitative researches may be carried out on consumer 
ethnocentrism.

Characteristics •	 In the future, researchers should study the influence of consumers’ 
ethnocentrism on buying behaviour.

•	 Future research may examine whether political leadership and 
perceived quality influence consumer ethnocentrism.

Methods •	 mixed research methods, qualitative, and experimental methods may 
be utilized in future research to discover a few unique antecedents 
and consequences of consumer ethnocentrism
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This literature review offers valuable suggestions for organizations and marketing managers operating in 
international markets. International marketing practitioners can gain insights into their relative relevance by 
identifying the factors that influence consumer ethnocentrism and categorizing them into socio-psychological 
and political factors. Incorporating these aspects into entry tactics can produce positive outcomes in over-
seas markets. Furthermore, analyzing trends reveals the growing influence of consumer ethnocentric ten-
dencies. To address competition from domestic marketers in international marketplaces, overseas marketers 
should explore new techniques to mitigate ethnocentrism’s impact on consumer behavior. It is worth not-
ing that the study’s reproducibility adds credibility, provided that researchers adhere to the same inclusion 
criteria and methodology. However, one notable limitation of the study is the deliberate selection of a 
specific bracket for inclusion, which may restrict the generalizability of the findings.

9.  Conclusion

Although research on consumer ethnocentrism has been conducted in the past, the previous articles were 
antiquated and consequently didn’t contain the existing academic literature on consumer ethnocentrism and 
thus were unsuccessful in delivering the present contemporary literature. As a result, the researchers tried to 
answer the three research objectives by synthesizing the consumer ethnocentrism review of literature through 
the TCCM framework: "what do we know about consumer ethnocentrism research?", "how do we know about 
consumer ethnocentrism?" and "what are the future avenues for consumer ethnocentrism research?" Researchers 
have reviewed 72 journal articles on consumer ethnocentrism available through ABDC (A* and A category) and 
proposed recurrently tested sets of antecedents, consequences, moderators, and mediators examined with con-
sumer ethnocentrism. Concerning the first research question, we observed that consumer ethnocentrism 
research emerged in the late 1980s and experienced an exponential rise in subsequent years, particularly after 
2007. Due to appropriateness and importance, consumer ethnocentrism research has been published in top-tier 
marketing journals, including the Journal of Business Research, International Marketing Review, Journal of 
Consumer Marketing, Asia Pacific Journal of Marketing and Logistics, Journal of the Academy of Marketing 
Science, and Journal of Consumer Behaviour.

Additionally, created on the analysis, the authors have developed a conceptual framework that dis-
plays that several antecedents that are, socio-psychological, political, and demographic antecedents influ-
ence consumer ethnocentrism and consumer behavior concerning local/internationally marketed 
products/services, which in turn influence intention to buy and repeat purchase, willingness to pay, 
brand preference and product judgment. Regarding the second research question, the researchers found 
that the social identity theory was the most frequently used, followed by the theory of planned action 
and the theory of reasoned action. At the same time, researchers primarily used empirical research meth-
ods in consumer ethnocentrism research. While answering the third research question, the authors have 
identified critical gaps in consumer ethnocentrism research. As a result, authors have offered a few 
insightful directions for future avenues for research to improve understanding of consumer ethnocen-
trism. The evolving shape of the modern world will shift the global economic order, and the study brings 
ethnocentrism research up-to-speed at a very relevant hour.
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