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1. CONSUMER ETHNOCENTRISM

The general concept of “ethnocentrism” was introduced and used by Sumner in 1906 and remains a vener-
able concept in the fi elds of anthropology, sociology, and social psychology (Shimp 1984). Shimp (1984) 
and Shimp and Sharma (1987) developed a concept of consumer ethnocentrism. Consumer ethnocentrism 
is a concept that incorporates a cultural anthropologic outcome called ethnocentrism (Sumner 1906) into 
consumer behavior. Shimp and Sharma (1987) use the term “consumer ethnocentrism” to represent the be-
liefs held by American consumers about the appropriateness, indeed morality, of purchasing foreign made 
products. Looking back the history of consumer ethnocentrism research, we see that it initially focused on the 
normative purchase behaviors to protect domestic industries and job security, questioning why people chose 
to purchase domestic products over foreign products even though the foreign products were better in quality. 
Based on this concept, this paper defi nes consumer ethnocentrism as “negative consumer beliefs toward for-
eign products and brands in an attempt to protect the domestic economy.” From the perspective of consumer 
ethnocentrism, purchasing a foreign product is not desirable because it may hurt the domestic economy and 
result in unemployment. In addition, purchasing an imported product implies that the individual is not patri-
otic (Shimp and Sharma 1987).

This type of consumer ethnocentrism research has been conducted numerous times among consumers 
throughout the world ever since Shimp and Sharma (1987) at the University of South Carolina developed a 
17-item measurement scale called the consumer ethnocentric tendencies scale (CETSCALE). Also, previ-
ous studies conducted among consumers in 25 countries around the world have examined the reliability and 
validity of the CETSCALE, which is a standard measurement scale of consumer ethnocentrism. In addition, 
since the CETSCALE was positioned as a major and standard measure of consumer ethnocentrism, a number 
of international comparative studies have been conducted.
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The consumer ethnocentrism measure refl ects the macroeconomic conditions in the United States in late 
1980s. Considering factors such as the difference in macroeconomic conditions, the competitions and chang-
es in corporate environment due to the advancement of the global economy, and the gap in cultural values 
between the West and Asia, revision or reconstruction of the consumer ethnocentrism scale may be necessary.

Therefore, this paper looks at Developed countries( U.S., Japan) and Developing countries( China, Korea, 
Taiwan) and compares the CETSCALE of consumers in each country to examine its reliability and validity.  
I would also like to check the demographic and economic factors in each country, see their relationship with 
consumer ethnocentrism, and explain the similarities and differences in the consumer behavior mechanism 
in each country.

2. THEORETICAL BACKGROUND

2.1. Theoretical Discussions of Ethnocentrism

Before discussing consumer ethnocentrism, let us consider ethnocentrism theoretically. Ethnocentrism is 
an attribute of people who know only their own culture, and believe their culture to be the center of the world.  
As we can understand from the examples of the ancient Greeks who believed Greece to be the center of the 
world, or the meaning of the country name “China” (the People’s Republic of China) – the country at the 
center of the world –, ethnocentrism is a visceral tendency among humans (Triandis 2007 ).

China’s ethnocentrism is also refl ected in that among the ancient Chinese, people from countries such as 
Japan and Korea were referred to as the “Dong Yi,” – the “Eastern Barbarians” since they were situated to 
the east of China, the center of the world.

The concept of “ethnocentrism,” which became the theoretical basis of the consumer ethnocentrism ef-
fect, was defi ned by Sumner (1906), a prominent sociologist, in his “Folkways.” Later, Adorno (1950) was 
to develop empirical studies from a sociological perspective and proceed to his defi nition of the authoritarian 
personality.

Sumner (1906) defi ned ethnocentrism as, “a view wherein our group is the center of all things, and eve-
rything else is measured and assessed based on the relationship with us.” Each group believes that its own 
folkway  alone is correct, and feelings of contempt are generating upon noticing that another group has a 
different folkway. 

A social-psychological perspective can also explain ethnocentric tendencies. Generally, the stronger the 
sense of identifi cation with the group one belongs to (internal group), the more that the individual views 
themselves as the same as the group, and the greater the sense of attachment and loyalty. Similarly, behavior 
observed includes favoritism to other group members, judging all things according to the group’s norms, 
and conversely, frequent bias, stereotypical perceptions, and discriminative behavior are observed towards 
groups to which one does not belong (external groups). In short, the perception of boundaries between the 
internal group and external groups (categorization between groups) is believed to be the psychological basis 
for a variety of behavior between groups .

Furthermore, a similar concept to ethnocentrism is the self-reference criterion (hereinafter SRC). The SRC 
is where humans unconsciously make decisions that conform to their own cultural values. There is a tendency 
to judge things based on already accumulated knowledge, and this is true not only of the culture one was 
brought up in, but also of assessments of surrounding cultures (Lee, 1966). For example, it has been pointed 
out that for workers from overseas to depend solely on cultural values that refl ect working processes from 
their native country tends to invite confl ict with local staff .

Where these similar concepts to ethnocentrism differ greatly is in whether or not they affect the processes 
of consumer behavior. There is also the intensity of the pressure that social norms exert on individual con-
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sumer behavior. For example, even though some American consumers believe cars made overseas are better 
than those manufactured in the USA, due to the “Buy American” advertising campaign a social norm is 
evoked that they must buy domestically produced cars and so they buy American automobiles (Obermiller 
and Spangenberg , 1989). Below we will review the existing studies of consumer ethnocentrism.

2.2 The Findings of Studies of Consumer Ethnocentrism 

Prior research into consumer ethnocentrism can be organized according to the following points.Firstly, in 
terms of studies during the 1980s of consumer ethnocentrism and patriotism, fi rst was the work of Shimp, 
(1984) who can be dubbed the father of consumer ethnocentrism, followed by Shimp and Sharma’s (1987) 
CETSCALE and Han’s (1988) study which measured the effect of consumer patriotism. Among them, Shimp 
and Sharma’s (1987) CETSCALE became established as the standard scale for the measurement of consumer 
ethnocentrism to date.

Secondly, the reliability and validity of the CETSCALE has been verifi ed not only in the USA but also 
through focusing on consumers in 25 countries including Japan, Germany, Russia, China, Korea, Taiwan, 
Turkey, the Czech Republic, Greece, the United Kingdom, Canada, Poland, Indonesia, Spain, India, Kazakh-
stan, Slovenia, Israel, Bosnia, Herzegovina, New Zealand, Mexico, Hungary, and Hong Kong. As shown 
above, the reliability and validity of the CETSCALE has been verifi ed in many countries, and due to its 
recognition as a global standard scale of measurement, international research has been conducted actively. 
In addition to Netemeyer et al. (1991) who conducted a study focusing on consumers in the USA, Poland, 
Japan, and West Germany, international comparative studies have been conducted in many countries using 
the CETSCALE.

Thirdly, in relation to the items measured on the CETSCALE, although Shimp and Sharma (1987) initially 
established a CETSCALE to measure 17 items, because of the numerous questions in the one-dimensional 
CETSCALE, a ten item (Shimp and Sharma 1987), six item (Klein et al. 2006), and four item scale (Vida et 
al. 2008) of measurement were extracted from the 17 item CETSCALE which were used in actual surveys.

Fourthly, as the subjects of the surveys, just like many other consumer behavior research, this research uses 
students and general consumers as subject of survey.

In this way, in contrast to consumer behavior studies to date, it was confi rmed that many studies did not 
focus on students, but established their survey focus on the general consumer. Klein et al. (2006) focused 
their survey on both students and general consumers, and pointed out that although academic studies of mar-
keting commonly emphasize theoretical verifi cation, studies which link directly to decision making in global 
marketing such as the CETSCALE are problematic in many ways as they focus solely on students.

Fifthly, it was revealed that consumer ethnocentrism is infl uenced by demographic factors such as sex/
gender, age, family structure/size, and socio-economic/social strata factors such as income and educational 
level, political factors such as the collapse of communism/change to the political system and a history of 
oppression, macro-economic factors such as the development stage of the state economy and the balance of 
trade, psychosocial factors such as patriotism, global consumer orientation, nationalism, conservatism, and 
xenophobia, and cultural factors such as cultural similarity, collectivism, avoiding uncertainty, and long-term 
orientation.

Sixthly, it was indicated that consumer ethnocentrism tendencies infl uence the purchase of domestic prod-
ucts (Shoham and Brencic 2003), the purchase of overseas products (Witkowski 1998), global brand at-
titudes, the perception of risk (Chakraborty et al. 1996), advertising attitudes, and brand attitudes (Reardon 
et al. 2005).
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2.3 Countries Studied (United States, China, Japan, Korea, and Taiwan )

This study will look at consumers in the United States, Japan and emerging east Asian Countries(China, 
Korea, and Taiwan). Asia’s Importance Growing in Global Economy(IMF 2010).  The economy of Asia 
comprises more than 4.2 billion people (60% of the world population) living in 46 different states. Asia is 
the world’s fastest growing economic region and the largest continental economy by GDP PPP. China is the 
largest economy in Asia and the second largest economy in the world. Moreover, Asia is the site of some of 
the world’s longest economic booms, starting from the Japanese economic miracle (1950-1990), Miracle of 
the Han River (1961-1996) in Korea and the economic boom (1978-2013) in China.

3. DEFINING HYPOTHESES

3.1 Geographical Factor

Regional characteristics are most common demographic factors used for analyzing the purchase behavior 
of consumers. Since the purchase manner and preference could differ by region, marketers often develop 
their marketing strategies based on regional characteristics. Geographical variables are criteria that are wide-
ly used for market segmentation; they are major criteria among census statistics. In the public sector where 
the authority of the government affects the resources, laws, and the factors that determine the success of their 
programs, geographical variables become an important issue. Aggregated product demand, orientation, and 
preference differ signifi cantly by region. It is necessary to understand that the cost and market potential in all 
markets change based on geographical locations . 

If we look at the research results by Shimp and Sharma (1987) who fi rst extracted the CETSCALE, which 
is a consumer ethnocentrism measurement scale, there were regional differences between Detroit (m = 68.58), 
Denver (m = 57.84), Los Angeles (m = 56.62), and Carolinas (m = 61.28). The difference is particularly large 
between Los Angeles and Detroit (Shimp and Sharma 1987).Based on the above, the following hypothesis is 
established (United States: H1a, China: H1b, Japan: H1c, Korea: H1d, Taiwan: H1e).

H1a, H1b, H1c,H1d, and H1e: Consumer ethnocentrism varies by study region.

3.2 Demographic Factors

Next hypothesis is defi ned by focusing on demographic factors that affect consumer ethnocentrism.In the 
fi eld of sociology, the term “gender” has come to be understood as social and cultural sex—as oppose to 
biological sex—and as masculinity and femininity that are acquired after birth. In a sense, gender phenomena 
that are different from sex have been “discovered” within various phenomena as gender came to be posi-
tioned as something social and cultural .

Previous studies have shown that the tendency consumer ethnocentrism is stronger among women than 
men (Han 1988). A study on age difference and consumer ethnocentrism conducted by Good and Huddleston 
(1995) among consumers in Poland and Russia deals with this issue. They studied 633 consumers in Poland 
and 314 consumers in Russia as their subjects. According to the results of the analysis on the relationship 
between age and consumer ethnocentrism obtained in this study, the tendency of consumer ethnocentrism in-
creased among Polish consumers as they aged. Likewise, relatively recent research results on the relationship 
between age and consumer ethnocentrism showed that the tendency of consumer ethnocentrism is stronger 
among older consumers than younger consumers in Turkey (Balabanis et al. 2001), Greece (Chryssochoidis 
et al. 2007), and the United States (Han 1988).
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In many cases, marketers segment the market based on income level because it has a large effect on con-
sumer behavior. The economic disparity indicators that are also most commonly used in global marketing 
are the GDP and average per capita GDP, which is the average per person. Previous studies on consumer 
ethnocentrism have also showed the relationship between consumer ethnocentrism and individuals’ income.

The results of a study among consumers in Turkey and the Czech Republic conducted by Balabanis et al. 
(2001) demonstrated that whereas the precursory factor of consumer ethnocentrism among Turkish consum-
ers is patriotism, it is nationalism among Czech consumers. Yet, the results also demonstrated that the ten-
dency of consumer ethnocentrism was stronger among low-income consumers than high-income consumers 
in both Turkey and the Czech Republic.

Education level presumably affects the decision-making process among consumers.  As the correlation be-
tween education level and income becomes stronger, the effect of education level on consumer behavior be-
comes stronger. A study that deals with the relationship between education level and consumer ethnocentrism 
had been conducted by Shimp in 1984 before he and his colleague proposed the CETSCALE. After analyzing 
the details obtained in open-end questions, he confi rmed that the tendency of consumer ethnocentrism was 
stronger among less educated consumers.

Since then, the results of studies conducted among consumers in Greece (Chryssochoidis et al. 2007), Po-
land (Good and Huddleston 1995), and Russia (Good and Huddleston 1995)  also showed that education level 
affected consumer ethnocentrism. In addition, study fi ndings on consumers in Canada (Bruning 1997), in the 
United States (Shimp 1984), and New Zealand (Watson and Wright 1999) demonstrated that the tendency of 
consumer ethnocentrism was weaker among highly educated consumers.

Based on the above, the following hypotheses are established (the United States: H2a, H3a, H4a, and H5a; 
China: H2b, H3b, H4b, and H5b; Japan: H2c, H3c, H4c, and H5c; Korea: H2d, H3d, H4d, and H5d; and 
Taiwan: H2e, H3e, H4e, and H5e).

H2a, H2b, H2c, H2d, and H2e: The tendency of consumer ethnocentrism is stronger among women than 
men. 

H3a, H3b, H3c,H3d, and H3e: The tendency of consumer ethnocentrism is stronger among older individuals 
than younger individuals.

H4a, H4b, H4c, H4d, and H4e: the tendency of consumer ethnocentrism is stronger among low-income con-
sumers than high-income consumers. 

H5a, H5b, H5c, H5d, and H5e:  The tendency of consumer ethnocentrism is stronger among less educated 
consumers than more educated consumers. 

3.3 Macroeconomic Factors and International Comparison

As a major consumer ethnocentrism scale, the CETSCALE has been examined for its validity and reli-
ability not only for U.S. consumers (Shimp and Sharma 1987), but also for consumers in other 25 countries 
including France, Japan, West Germany (Netemeyer et al. 1991), Korea (Sharma et al. 1995).

Since the CETSCALE was positioned as a major scale for measuring consumer ethnocentrism as de-
scribed, numerous international comparative studies have been conducted to confi rm that there are different 
consumer ethnocentrism effects and reactions by country. It is also conceivable that macroeconomic environ-
ment of each country affects consumers’ attitude toward foreign products.

The percentage of manufacturing workers in the United States, which was 26% of the total workers in 
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1971, declined to 13% by 2001. The GDP accounted by manufacturing also decreased to 13% by 2004 from 
19.2% in 1989. In spite of such a sharp decline of the labor force in the manufacturing industry, productivity 
increased rapidly. Outside of the United States, 22 million factory workers have lost their jobs in 20 major 
economic countries between 1995 and 2002. Such a global trend came about not because the manufactur-
ing industry itself has declined but because the number of employment in the manufacturing industry has 
decreased (Keegan and Green 2011). It is the increase in imported goods from abroad that caused the de-
cline in domestic manufacturing jobs. Table 1 below shows the trade balance of the United States, China, 
Japan,Korea, and Taiwan—the countries studied in this paper—at the macroeconomic level.

Table 1: Trade Balance of the Countries Studied

Unit: millions
Country 2009 2010 2011 2012 2013

United States ▲549,260 ▲690,690 ▲785,600 ▲789,830 ▲752,320 
Japan 30,169 77,337 ▲31,534 ▲86,989 ▲117,811 
China 197,620 182,070 156,330 231,160 260,277 
Korea 40,449 41,172 30,798 28,310 44,088 
Taiwan 29,304 23,364 26,820 30,708 35,544 

Prepared by the author based on Collection of 2014 World Census Figures

We can confi rm from this study result that while China, Japan, Korea, and Taiwan had sustained a trade 
surplus between 2009 and 2013, the United States had continued to have a huge trade defi cit. Consumer 
ethnocentrism among consumers in the United States, where the sharp decrease in the number of manufac-
turing workers and the increase in imports from abroad resulted in unemployment as described, differs from 
consumer ethnocentrism among consumers in China, Korea, and Taiwan where a trade surplus has been 
sustained. Based on the above, the following hypothesis is established.

H6a: Trade balance affects consumer ethnocentrism (The tendency of consumer ethnocentrism is stronger 
among consumers in the United States, which is a country with a trade defi cit, compared to consumers 
in China, Japan, Korea, and Taiwan, which are countries with a trade surplus). 

Pereira et al. (2002) conducted an international comparative study among consumers in China, Taiwan, 
and India. As a result of surveying 109 Chinese students, 100 Taiwanese students, and 109 Indian students, 
they confi rmed that the CETSCALE is one-dimensional and reliable. In addition, they were able to confi rm 
that the tendency of consumer ethnocentrism was stronger among Chinese consumers than Indian and Tai-
wanese consumers.Based on these previous studies described above, the following hypothesis is established 
to be examined in the next section.

H6b: The tendency of consumer ethnocentrism is stronger among Chinese consumers than Taiwanese con-
sumers.

4. EXPERIMENTAL STUDY

As a preliminary investigation for this study, I have conducted a qualitative research among international 
students from the United States, China, Korea, and Taiwan who are enrolled in Waseda University at Japan. 
The preliminary research was conducted from September to October of 2009. I fi rst conducted interviews 
to verify the reality of consumer ethnocentrism. The main study was conducted between March in 2010 and  
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March 31 in 2011 among consumers in the United States, Japan, China, Korea, and Taiwan. The regions 
surveyed in each country were set as follows: 1,016 consumers in California,  Michigan, and South Carolina 
in the United States, 1,571 consumers in Beijing, Shanghai, Nanjing, Guangzhou, and Tianjin in China, 570 
consumers in Seoul and Busan in Korea, 442 consumers in Tokyo and Osaka in Japan, and  571 consumers 
in Taipei, Taichung, Kaohsiung in Taiwan.

The survey was conducted using a combination of an online survey via the Internet and a questionnaire 
survey among students. Because it is an international comparative study among consumers in fi ve countries 
and those consumers must be surveyed in the same manner, I chose the Internet as survey method. In addi-
tion, in order to ensure the reliability of the survey , I also carried out a local survey among college students.

4.1 Geographical Factor

In order to verify the difference in 17-item CETSCALE among consumers by surveyed regions in each 
country including the United States, Japan, China, and Korea, one-way ANOVA was conducted. Since the re-
sults indicated that U.S. consumers differed signifi cantly (F (2,1013) = 25.878, p < .01), H1a was supported.  
Table 2 shows the mean and standard deviation of the CETSCALE by region among U.S. consumers. This 
result indicated that the tendency of consumer ethnocentrism is stronger in Michigan  where traditional U.S. 
manufacturing companies such as GM’s headquarters are located compared to California.

Table 2: CETSCORE   of U.S. Consumers by Region

Region Area Mean SD
Michigan Northeastern 56.17 14.13 
California West 50.10 14.32 

South Carolina   South 48.79 14.52 

Since the results indicated that Chinese consumers differed signifi cantly (F (5,1565) = 14.773, p < .01), 
H1b was supported. This result indicated that the tendency of consumer ethnocentrism is stronger in Nan-
jing(40.61) compared to Guangzhou(32.59).  The city of Nanjing—where the present study was adminis-
tered—was the site of the horrifi c slaughter of 300,000 civilians by the Japanese in December, 1937, and Jan-
uary, 1938. Known as the “Nanjing Massacre.” it is considered a signifi cant event in contemporary Chinese 
history and plays a prominent role in geopolitical socialization throughout the China (Klein, Ettenson, and 
Morris 1998). As a result, Nanjing, where consumers were expected to have the highest degree of patriotism 
in China. Nanjing is more negative attitude to the foreign product than Guangzhou.  Table 3 shows the mean 
and standard deviation of CETSCALE by region among Chinese consumers.

Table 3: CETSCORE of Chinese Consumers by Region

Region Frequency Mean SD
Beijing 395 38.64 10.00

Shanghai 244 39.90 11.37 
Nanjing 243 40.61 12.80 
Tianjin 510 38.34 8.21 

Guangzhou 162 32.59 7.92 
Others 17 41.65 10.23 

Since the results indicated that Japanese consumers differed signifi cantly (F (1,441) = 15.712, p < .01), 
H1c was supported. This result indicated that the tendency of consumer ethnocentrism is stronger in Osa-
ka(39.23) compared to Tokyo(35.02).
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Since the results indicated that Korean consumers differed signifi cantly (F (1,568) = 23.338, p < .01), H1d 
was supported. This result indicated that the tendency of consumer ethnocentrism is stronger in Busan(39.23) 
compared to Seoul(35.02).

But,Taiwan consumers (F (5,565) = 1.169, p > .323) were not signifi cant, H1e were rejected. 

4.2 Demographic Factors

In order to confi rm gender difference and its relationship with consumer ethnocentrism in each country, 
one-way ANOVA was conducted. Since there was no gender difference in the CETSCALE among U.S. 
consumers (F (1,1014) = 2.169, n.s.), H2a was rejected. Since the results indicated signifi cant difference 
among Chinese consumers (F (1,1569) = 12.131, p < .01), H2b was supported.  This result indicated that the 
tendency of consumer ethnocentrism was higher among men than women among Chinese consumers.

Table 4: CETSCORE of Chinese Consumers by Gender

Gender Frequency Mean SD
Male 622 39.56 11.48

Female 949 37.73 9.26

Since there was no gender difference in the CETSCALE among Japanese consumers (F (1,441) = 1.422, 
n.s.), Korean consumers (F (1,568) = 0.33, n.s.), and Taiwanese consumers  (F (1,569) = 0.001, n.s.), H2c, 
H2d, and H2e were rejected.

In order to confi rm age difference and its relationship with consumer ethnocentrism, one-way ANOVA was 
conducted. Since the result indicated that consumer ethnocentrism signifi cantly differed based on age group 
among U.S. consumers (F (5,1010) = 7.689, p < .01), Chinese consumers (F (3,1567) = 14.814, p < .01), 
Japanese consumers (F (3,439) = 3.410, p < .05), Korean consumers (F (3,566) = 20.356, p < .01), and Tai-
wanese consumers (F (3,567) = 8.751, p < .01),H3a, H3b, H3c, H3d, and H3e were supported . Table 5 shows 
the mean and standard deviation of CETSCALE by age group among U.S. consumers. This result indicated 
that the tendency of consumer ethnocentrism was stronger among older individuals than younger individu-
als among U.S. ,Chinese, Japan, Korean, Taiwanese consumers. This result indicated that the tendency of 
consumer ethnocentrism was stronger among older individuals than younger individuals among consumers.

Table 5: CETSCORE of U.S Consumers by Age Group

Age Group Frequency Mean SD
10s 52 43.44 11.12 
20s 321 49.71 13.90 
30s 222 53.33 16.03 
40s 220 53.03 14.66 
50s 101 54.91 13.30 
60s 100 55.19 14.32 

In order to verify the accurate fi ndings of education level and income, were excluded the student sample 
for the level of education and income. In order to confi rm the relationship between income difference and 
consumers’ CETSCALE in each country, one-way ANOVA was conducted. The results indicated that there 
were signifi cant difference among U.S. consumers (F (5,884) = 5.149, p < .01) and the tendency of consumer 
ethnocentrism was the strongest among middle-income consumers; therefore, H4a was partially supported. 
Table 7 shows the mean and standard deviation of CETSCALE by income among U.S. consumers. This re-
sult indicated that the tendency of consumer ethnocentrism was stronger among individuals with more than 
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a certain level of income compared to individuals with a higher income.

Table 7:  CETSCORE of U.S Consumers by Income

Annual Household Income Frequency Mean SD
Less than $10,000 59 53.42 14.43 
$10,000 to $19,999 87 55.94 12.40 
$20,000 to $29,999 104 56.38 13.90 
$30,000 to $49,999 217 54.62 13.39 
$50,000 to $64,999 147 53.52 15.74 

$65,000 or more 276 49.79 14.99 
Total 890

Since there were no signifi cant differences in CETSCALE by income among Chinese consumers (F (5,723) 
= 1.178, n.s.), Japanese consumers (F (5,354) = 0.744, n.s.), Korean consumers (F (6,293) = 1.116, n.s.), and 
Taiwanese consumers (F (5,194) = 1.815, n.s.), H4b, H4c, H4d, and H4e were rejected.

In order to confi rm the relationship between education level and CETSCALE in each country, one-way 
ANOVA was conducted. Since the result indicated there was a signifi cant difference among U.S consumers 
(F (3,886) = 11.808, p < .01), H5a was supported.

Table 8 shows the mean and standard deviation of CETSCALE by education level among U.S. consum-
ers. This result indicated that the tendency of consumer ethnocentrism was stronger among less educated 
consumers than more educated consumers.

Table 8: CETSCORE of U.S Consumers by Education Level

Education Level Frequency Mean SD
High school graduate or lower 162 57.57 13.91 

Some college education, college dropout, etc. 302 54.74 13.38 
College graduate 311 50.87 14.52 

Graduate school or higher 115 49.28 16.68 
Total 890   

Since there were no signifi cant differences in CETSCALE by education level among Chinese consumers 
(F (5,723) = 0.848, n.s.), Japanese consumers (F (3,356) = 0.347, n.s.), South Korean consumers (F (3,296) 
= 1.189, n.s.), and Taiwanese consumers (F (4,195) = 1.903, n.s.), H5b, H5c, H4d, and H5e were rejected.

4.3 Macroeconomic Factors and International Comparison 

In order to verify the relationship between trade balance—a macroeconomic environment—and consumer 
ethnocentrism, one-way ANOVA was conducted on CETSCALE and the countries included in this study. 
The results showed that the effect of country was signifi cant (F (4, 4166) = 281.23, p < .01).  The mean and 
standard deviation of CETSCALE by country are shown in Table 9 as follows.
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Table 9: Mean and Standard Deviation by Country

Frequency Mean SD
United States 1016 51.95 14.65

China 1571 38.45 10.23
Japan 443 44.41 10.97
Korea 570 36.12 9.30
Taiwan 571 39.53 9.91

Based on the above results, it became clear that U.S. consumers had the highest CETSCALE;  therefore 
H6a was supported. The results of multiple comparisons of countries are shown below in Table 10.

Table 10: Multiple Comparison Results

(I) Country (J) Country Mean Difference 
(I – J) SE p-value

United States China 13.50 0.46 0.00 
Japan 7.54 0.65 0.00 
Korea 15.83 0.60 0.00 
Taiwan 12.42 0.60 0.00 

China United States -13.50 0.46 0.00 
Japan -5.96 0.61 0.00 
Korea 2.33 0.56 0.00 
Taiwan -1.08 0.56 .525 

Japan United States -7.54 0.65 0.00 
China 5.96 0.61 0.00 
Korea 8.29 0.72 0.00 
Taiwan 4.88 0.72 0.00 

Korea United States -15.83 0.60 0.00 
China -2.33 0.56 0.00 
Japan -8.29 0.72 0.00 

Taiwan -3.41 0.67 .000 
Taiwan United States -12.42 0.60 0.00 

China 1.08 0.56 0.00 
Japan -4.88 0.72 0.00 
Korea 3.41 0.67 .000 

The above survey results showed that the tendency of consumer ethnocentrism was strongest among U.S. 
consumers, followed by Japanese consumers, compared to Taiwanese, Chinese, and Korean consumers. 
Based on this result, H6b was rejected. In other words, although Pereira et al. (2002) verifi ed that the ten-
dency of consumer ethnocentrism was stronger among Chinese consumers compared to Indian and Taiwan-
ese consumers, this study demonstrated the opposite that Taiwanese consumers had a stronger tendency of 
consumer ethnocentrism than Chinese consumers.

4.4 Examination Results

Based on the above results of examining hypotheses, the following fi ndings were obtained. First, the re-
sults of this study also verifi ed that the CETSCALE, which is a major scale of consumer ethnocentrism, was 
reliable and valid among consumers in the United States (Shimp 1984; Shimp and Sharma 1987; Netemeyer 
et al. 1991), China (Klein et al. 2006; Pereira et al. 2002), Japan (Netemeyer et al. 1991), Korea (Sharma et 
al. 1995), Taiwan (Pereira et al. 2002).

Second, the study confi rmed that consumer ethnocentrism varied among U.S., China, Japan, Korea con-
sumers by region (Shimp and Sharma 1987). In addition, it became clear that regional difference does not 
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affect consumer ethnocentrism in Taiwan.
Third, Prior research confi rmed that the tendency of consumer ethnocentrism was stronger among female 

consumers than male (Han 1988; Good and Huddleston 1995; Balabanis et al. 2001). However, Chinese 
Male consumers more consumer ethnocentric than female consumers. Also, there was no gender difference 
in consumer ethnocentrism in the U.S., Japan, Korea, and Taiwan.

Fourth, it demonstrated that the tendency of consumer ethnocentrism is stronger among older individuals 
than younger individuals in the United States, China, Japan, Korea, and Taiwan (Balabanis et al. 2001; 
Chryssochoidis et al. 2007).

Fifth, it verifi ed the previous studies indicating that the tendency of consumer ethnocentrism was stronger 
among less educated consumers in the United States (Chryssochoidis et al. 2007; Watson and Wright 1999). 
However, I was not able to confi rm differences in consumer ethnocentrism by education level among con-
sumers in China, Japan, Korea, and Taiwan.

Sixth, I found that income affected the tendency of consumer ethnocentrism among U.S. consumers. How-
ever, I was not able to confi rm differences in consumer ethnocentrism by income level among consumers in 
China, Japan, Korea, and Taiwan.

Seventh, the results confi rmed that the tendency of consumer ethnocentrism was stronger among U.S. 
consumers compared to Chinese, Japanese, Korean, and Taiwanese consumers, indicating that macroeco-
nomic environment variables such as trade balance were also necessary precursory factors for consumer 
ethnocentrism. Based on these results described above, some strategic implications for consumer behavior 
and marketing studies were obtained. First, In terms of education level and income, the heterogeneity of U.S 
consumers and the homogeneity of Chinese, Japan, Korean, and Taiwanese consumers became clear in terms 
of global consumer behaviors. In particular, the homogeneity of consumers in China where the land is vast 
and the population is large is a notable fi nding.

Despite of the study result indicating that the tendency of consumer ethnocentrism was stronger among 
Chinese consumers than Taiwanese and Indian consumers (Pereira et al. 2002), I found that the tendency of 
consumer ethnocentrism was stronger among Taiwanese consumers than Chinese consumers. Based on this, 
it seems necessary to survey attitudinal change among consumers in China where economy has been growing 
rapidly and to incorporate the fi ndings into global marketing strategies.

5. SUMMARY

This study verifi ed that the CETSCALE, which is a major scale for measuring consumer ethnocentrism, 
was also reliable and valid in the United States, China, Korea, and Taiwan. Under the macroeconomic envi-
ronment, the study confi rmed that the tendency of consumer ethnocentrism was stronger among U.S. con-
sumers than Chinese, Japanese, Korean, and Taiwanese consumers, indicating that macroeconomic environ-
ment variables such as trade balance were necessary as precursory factors for consumer ethnocentrism.

In addition, the comparative analysis of consumers in the United States, China, Japan, Korea, and Taiwan 
confi rmed that while consumer ethnocentrism among U.S. consumers is affected by consumers’ individual 
factors, such as income, and education level, and environmental factors, those factors had a little effect on 
consumers in China, Japan, Korea, and Taiwan. Thus, it revealed the heterogeneity of U.S. consumers and the 
homogeneity of Chinese, Korean, and Taiwanese consumers in terms of consumer behaviors. In particular, 
the homogeneity of consumers in China where the land is vast and the population is large is a notable fi nding.

Based on these results described above, some strategic implications for consumer behavior and marketing 
studies were obtained. Despite of the study result indicating that the tendency of consumer ethnocentrism 
was stronger among Chinese consumers than Taiwanese and Indian consumers (Pereira et al. 2002), I con-
fi rmed that it was stronger among Taiwanese consumers than Chinese consumers. Based on this, it seems 
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necessary to survey attitudinal change among consumers in China where economy has been growing rapidly 
and to incorporate the fi ndings into global marketing strategies.

Furthermore, as a global marketing and communication-type of implication, it was confi rmed that the 
“Buy American” campaign among U.S. consumers was effective.

As future research tasks, it is probably necessary to conduct a variety of quantitative and qualitative stud-
ies, such as student survey and focus group interview, in each country in order to verify the reliability of 
online survey and overcome its limitation in studying global consumers. In addition, it is probably necessary 
to also consider the relationship with animosity research which has been drawing attention in recent years, 
particularly economic animosity.

In order to systematically study consumer ethnocentrism, explaining its relationship with attitude and 
behavior by using structural equation modeling may be valuable. In addition, comparative studies that 
include Japanese consumers will also be essential.

Finally, as the results of this study clearly indicated, the consumer ethnocentrism scale is a measurement 
that refl ects the U.S. macroeconomic situations in the late 1980s. Considering factors such as the difference 
in macroeconomic conditions, the competitions and changes in corporate environment due to the advance-
ment of the global economy, and the gap in cultural values between the West and Asia, developing a new 
consumer ethnocentrism scale that better fi t Asian consumers might also be a valuable research .
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