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Abstract

With the advent of globalization consumers are increasingly
confronted with foreign products and services. But some negative
attitudes towards foreign products can arise from several factors
such as previous or ongoing political, military, economic, or
diplomatic events. Thus, both Consumer Ethnocentrism and
Consumer Animosity have become important constructs in
marketing. The purpose of this study is to investigate whether
Consumer Ethnocentrism and Consumer Animosity affect
Repurchase intent towards foreign products in India and whether
this impact is moderated by Customer Loyalty. The findings of
the research indicate that Consumer Ethnocentrism has significant
relationship with Consumer Animosity. The present study also
denotes that both Consumer Ethnocentrism and Animosity have
a negative impact on Repurchase Intent toward foreign products.
According to the results of analysis, Customer Loyalty may not be
an important moderating factor between Consumers’ Animosity
and Repurchase Intent. However, Customer Loyalty moderated the
relationship between Consumer Ethnocentrism and Repurchase
Intent. The value of future research is also acknowledged.
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I. Introduction

Ethnocentrism and Animosity as concepts associated with
Marketing Management and Consumer Behavior are fairly new.
Both Ethnocentrism and Animosity are variables associated
with the origin of a product. Ethnocentric consumers believe
that buying foreign products hurts the domestic economy and
national employment. Animosity refers to remnants of antipathy,
or hostility towards a country (Jimenez and San Martin, 2010:
34-45). Consumer Ethnocentrism and Consumer Animosity are
considered to have an influence on customers’ perception of the
goods and services offered. In fact, Consumer Animosity and
Consumer Ethnocentrism have a negative effect on customers’
repurchase intent to foreign products. But it is commonly known
that there is a positive relationship between Customer Loyalty
and Repurchase Intent. In this context, the goal of this study is
to investigate the moderating role of Customer Loyalty on the
relationships between Consumer Animosity and Consumer
Ethnocentrism, and Repurchase Intent toward Indian products.

IL. Literature Review

Shimp and Sharma (1987) apply Ethnocentrism to the study of
Marketing and Consumer Behavior. They defined Consumer
Ethnocentrism as a beliefheld by consumers on the appropriateness
and indeed morality of purchasing foreign-made products. Consumer
Ethnocentrism implies the normative belief that purchasing
domestic products is more beneficial than purchasing foreign goods.
In the minds of ethnocentric consumers, the purchase of foreign-
made products is wrong because it hurts the domestic economy,
causes loss of jobs, and is unpatriotic. Therefore, it is anticipated
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that ethnocentric consumers tend to be biased towards domestic
products (Evanschitzky et al. 2008: 9). Ethnocentric Consumers
will tend to reject people, symbols and values that are culturally
dissimilar, while intra-cultural objects will become recipients of
pride and attachment (Herche, 1994). Consumer ethnocentrism is
positively related but distinct from consumer animosity. Klein and
Ettensen (1999) suggest that consumer ethnocentrism contributes
to a consumer’s propensity to avoid buying foreign products in
general, while animosity is directed towards a specific country
(Rose et al., 2009: 331). However, there are limited numbers of
studies on consumer ethnocentrism and repurchase intent to foreign
goods and services in India.

Consumer Animosity refers to strong negative emotions toward
purchasing products from a disliked nation or group. The majority
of Consumer Animosity studies have examined the attitudes of
the members of one nation towards the products of another nation
(Rose et al., 2009: 330). Examples are numerous and range from
reports of Jewish consumers avoiding the purchase of German-
made products to the boycott of French products by Australian
and New Zealand consumers because of the recent nuclear tests
made by France in the South Pacific (Klein et al., 1998: 90). If
consumers think a foreign nation damages their own country, they
will be likely to show animosity towards that specific country. Both
Ethnocentrism and Animosity would probably have some influence
on consumer behavior which is preceded by cognitive and affective
aspects (Jiménez Torres and San Martin Gutiérrez, 2007).
Oliver (1997) defines Customer Loyalty as “a deeply held
commitment to re-buy or re-patronize a preferred product/service
consistency in the future, thereby causing repetitive same-brand
or same brand-set purchasing, despite situational influences and
marketing efforts having the potential to cause switching behavior.”
Customer Loyalty is a function of perceived product superiority,
personal fortitude, social bonding, trust, emotional attachment,
and their synergistic effects (Ogba and Tan, 2009: 135; Pitta et
al., 2006: 422). Moreover, Hwang and Wen (2009) suggest that
Customer Loyalty depends on positive word-of-mouth, a resistance
to switching, identification with the service, and a preference for
a particular service provider among competition. The benefits
of Customer Loyalty to a provider of either services or products
include lower customer price sensitivity, reduced expenditure on
attracting new customers; and improved organizational profitability
(Rowley, 2005: 574).

Repurchase intention (RI) is defined the individual’s judgment about
buying again a designated service from the same company, taking
into account his or her current situation and likely circumstances
(Hellier et al., 2003: 1764). RI is one of the most appropriate
dependent variable in any system of relationships designed to
develop management insight and improved strategic planning
and service delivery. Customers’ repurchase intent depends on the
value obtained in their previous transactions such as: appropriate
performance criteria (benefits), competition, cost considerations,
customer satisfaction (Olaru et al., 2008: 555), mood and past
experiences, affect and perceived value, convenience and customer
familiarity (Hume, 2008: 354).
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lll. Scope of the Study and Research Objectives
Asitisexplained above, this study is needed because the researches
relevant to the relationship between Consumer Animosity,
Consumer Ethnocentrism and Repurchase Intent are limited.
Therefore this study tries to examine the Repurchase Intentions
affected by Consumer Ethnocentrism and Animositywith the
moderating effect of Customer Loyalty. The research objective
is to examine the effects of Consumer Ethnocentric Tendencies
and Consumer Animosity on Repurchase Intent.

IV. Conceptual Model and Hypotheses
The following Conceptual Model is proposed for the study

of relationship between Consumer Animosity, Consumer
Ethnocentrism and Repurchase Intent.
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| Customer Loyalty |_’| Repurchase Intent

—

Fig. 1: Research Conceptual Model

| Consumer Ethnocentrism

| Consumer Animosity
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A. Hypotheses

HI1: Consumer Ethnocentrism will be negatively related to
Repurchase Intent.

H2: Consumer Animosity will be negatively related to Repurchase
Intent.

H3: Consumer Ethnocentrism will be positively related to
Consumer Animosity.

H4: Customer Loyalty will moderate the relationship between
Consumer Ethnocentrism and Repurchase Intent.

H5: Customer Loyalty will moderate the relationship between
Consumer Animosity and Repurchase Intent.

V. Research Design and Methodology

This research is Empirical and Correlation. The statistical
population consists of consumers in Karnataka. The research
sample involves 150 consumers between the age of 18 to 30
years were selected by Convenience Sampling Method among
the research population. The study uses Primary Data. The data
were collected by the author made Structured Questionnaire and
analyzed using Five-Point Likert Scale. To evaluate the reliability
of the questionnaire the factorial analysis was employed. The
results of Kayerz-Mayer and Bartelt tests showed that the factorial
analysis is justifiable. In this analysis the questions by less factorial
components were omitted and the final questionnaire consisting of
38 questions was analyzed. For survey on validity the Cronbach’s
alpha was calculated for each question.

Table 1: The Results of KMO, Variables Factorial Analysis and Alpha Coefficient

Variables KMO measure of Sampling Cumulative Extraction Sums of Cronbach’s
Adequacy Squared Loadings (%) Alpha
Consumer 0.881 78.300 0.941
Ethnocentrism
Consumer Animosity 0.866 80.276 0.945
Customer Loyalty 0.899 79.130 0.932
Repurchase Intent 0.851 80.301 0.936

VI. Analysis and Data Interpretation

The Correlation and Regression Analysis is criterion of acceptance
and rejection of the relationship between independent and
dependent variables in hypotheses. As a result the hypotheses
with negative correlation co-efficient were significant and they
were accepted. The conceptual model was evaluated according to
the research data and all 05 hypotheses were accepted. The results
are summarized in the following table. Moderated Hierarchical
Regression was used to test the hypotheses related to the constructs.
Initially, the block of control variables were introduced into the
model, followed by the appropriate independent and moderating
variables. The Variance Inflation Factors (VIFs) associated with
each regression coefficient (ranging from 1,121 to 2,879) was
all smaller than the suggested threshold of ten indicating that
multicollinearity is not a problem (Morrow-Howell, 1994). In
addition, correlations between variables ranged from 0.566 to
-0.378 and were significant at a minimum level of 0.01. Given
that none of the bivariate correlations was greater than 0.80, we
can assume that multicollinearity is not a problem in data (Grewal
et al., 2004).

To begin with the control variables were entered in the analysis.
The results suggest that the overall model was significant
(R2=0.122; p<0.01). That means that 12.2% of the variance in
Repurchase Intent was explained by the control variables. Next
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Consumer Ethnocentrism, Consumer Animosity and Customer
Loyalty were entered in the analysis. This was statistically
significant for Repurchase Intent (R2=0.459; p<0.01). As it can
be observed, the regression coefficients representing the main
effects of Consumer Ethnocentrism and Consumer Animosity on
Repurchase Intent are negative and significant. The result showed
that Consumer Ethnocentrism and Consumer Animosity were
significant predictors of Repurchase Intent. But Customer Loyalty
had a positive and significant effect on Repurchase Intent.

In the interaction effects on Repurchase Intent, the results showed
that the interaction of Consumer Ethnocentrism and Customer
Loyalty was positive and significant on Repurchase Intent. Thus,
H4 was supported. That is to say, Customer Loyalty moderated only
the relationship between Consumer Ethnocentrism and Repurchase
Intent. However, the interaction of Consumers Animosity and
Customer Loyalty had a positive but not statistically significant
effect on Repurchase Intent. Thus, H5 was not supported. Customer
Loyalty did not moderate the relationship between Consumer
Animosity and Repurchase Intent.
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Table 2: Correlation Analysis
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Variables Mean Std. Consumer Consumer Customer Repurchase
Deviation Ethnocentrism Animosity Loyalty Intent

Consumer Ethnocentrism | 3.20 0.81

Consumer Animosity 3.57 0.85 0.579**

Customer Loyalty 2.19 0.77 -0.411%* -0.553%*

Repurchase Intent 2.12 0.96 -0.578** -0.475%* 0.576**

** Correlation is significant at the 0.01 level (2-tailed).

VIL. Conclusion

This research investigated the impact of Consumer Animosity and
Consumer Ethnocentrism on Repurchase Intent. Previous studies
suggested that Consumer Ethnocentrism was positively related
to consumer animosity (Rose et al., 2009). In parallel with the
previous studies, we identified a significant and positive relation
between Consumer Ethnocentrism and Consumer Animosity.
However, both Consumer Ethnocentrism and Consumer Animosity
were found to be negatively related to Customer Loyalty. At the
same time, Consumer Ethnocentrism and Consumer Animosity
were found to be negatively related to Repurchase Intent toward
foreign products. The anticipated negative effect of attitude
towards foreign products was confirmed. This suggests that
foreign companies and multinational companies in India should
pay more attention to Indian nationalistic tendencies.Furthermore,
Customer Loyalty was found to be positively related to Repurchase
Intent. According to the results of regression analyses, Customer
Loyalty may not be an important moderating factor between
Consumers Animosity and Repurchase Intent toward foreign
products. However, the findings of this study show that Customer
Loyalty has a moderator effect on the interaction of Consumer
Ethnocentrism and Repurchase Intent. The overall results show
that Animosity and Consumer Ethnocentrism significantly affect
the willingness to purchase foreign products. That is, the findings
of this study suggest that when deciding on purchasing a product,
some Indian consumers are less likely to consider products and
services of foreign companies.

VIIl. Scope For Further Studies

Future research should test the effect of Perceived Quality on
the relationships between Consumer Animosity and Repurchase
Intent. Finally, it would be interesting to test the proposed model
in several product categories.
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