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Abstract:

The objective of research is to examine the effect of cultural identity and consumer ethnocentrism on
brand preference. And also check their impact on the purchase intentions of consumers. And examines
their distinctive effects on brand preference and purchase intentions with respect to domestic and
imported apparel brands. Collecting data from 210 apparel consumers of Faisalabad, findings of this
study demonstrate that, both cultural identity and consumer ethnocentrism influence brand preference
and purchase intention of consumers. When the level of cultural identity and consumer ethnocentrism
high then consumers prefer domestic brands and when it is low then consumers prefer imported brand.
Results also show that brand preference partially mediates the relationship between cultural identity
and purchase intentions. This study also verify the moderation role of brand equity between these
variables. At the end managerial implication and theoretical contribution which are established on
results also provided.
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I. Introduction: Previously studies indicates that, customer
give more preferences to foreign apparel and
clothing brands on local and domestic brands (
Fischer & Byron, 1997; Patterson & Tai, 1991;
Phau & Siew-Leng, 2008). Actually due to
brand preference consumers mostly prefer to
buy foreign made apparel, clothing brand and
products rather domestic made apparel and
clothing brands (Phau & Siew-Leng, 2008).
Number of studies available with respects to the
attitudes which are involved in the purchase of
apparel and clothing brands. Previous studies
which compare the attitudes of consumers
towards domestic and foreign apparel brand
purchase found that consumer tend to prefer
foreign apparel rather than domestic apparel
brands if these are luxury and expensive
(Ahmad-Ur-Rehman, Hag, Jam, Ali, & Hijazi,
2010; Jam et al., 2011; Phau & Siew-Leng,
2008; Waheed, 2011b). So, brands play vital

International trade barriers has been broken
down due to increased globalization, and this
enable the brands to access the world market
easily and inspiring them to the globally
recognized existence. Now consumers have a
lot of variety and number of established
domestic and imported brands and now they are
experiencing them (Bandyopadhyay, 2014).
Previously studies show that, the domestic
markets considered themselves freely and
independent and they didn’t worry about their
foreign rivals. Due to globalization, now the
market of most of countries are open and show
no resistance towards foreign products and it
brings foreign products, brands and competitors
in front position, and providing the consumers
a wide range of quality and variety of products
and broad their choices (Kalicharan, 2014).
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role in preferences of consumers by making
their place in consumers mind.

Brand name enable a consumer to
distinguish a brand from other brands, it also
enable to choose it easily in this busy life.
Therefore companies give importance to create
awareness about their brands and try to recall
the brand name again and again to create
important place in the mind of consumer which
influence their selection and preference
(Shehzad, Ahmad, Igbal, Nawaz, & Usman,
2014). Firms use different ways like they give
unique name, design, symbol and sometime
blend of these to the product or brand to make
good perception in the mind of consumer about
a brand. So buying decisions influence by brand
equity, and it is a tool which helps to get
attention of consumers (Akhtar et al., 2016;
Farooq, Akhtar, Hijazi, & Khan, 2010; Mazhar,
Jam, & Anwar, 2012; Shahbaz et al., 2016;
Waheed, 2011a).

Due to branding people focus more on
quality products and in developing countries
where the income of the people rising then there
expectations regarding the products about its
quality and durability also increase (Joshi,
2013). Combination of private and public
attributes give motivation to buy local products
(Fernandez-Ferrin et al., 2015; Garcia-Gallego
et al., 2015; Onozaka & Mcfadden, 2011; Stere
& Trajani, 2015; Thilmany, Bond, & Bond,
2008) provoke cultural identity. Its helps to
accelerate and boost economy and generate
employment. Besides this, national bias
indicates the concept of ethnocentrism and it is
easy to explain then recognize. And as a word
its means that the feelings of group as centrality
and superiority. This concept was originally
gave by Sumner (Booth, 2014).

Many brands offer similar products with
little changes in the product specifications, due
to this consumers face difficulty and it is tough
for consumer to make choice. And consumer
brand preference can be influenced by brand
equity. Therefore brand equity is important
factor in purchase decision (Gunawardane,

2015; Khan, Jam, Shahbaz, & Mamun, 2018;
Waheed, & Kaur, 2019; Waheed, Kaur, Ul-Ain,
& Qazi, 2013). Purchase intentions is influence
by brand awareness because when consumer is
going to buy a product due to awareness that
brand name comes in his or her mind, if this
awareness is high then higher intentions to
purchase the brand and more loyalty and market
image. Therefore brand awareness also
influence purchase decision (Chi, Yeh, & Yang,
2009). Companies use strategies to establish
brands and infrequently use them as
representative and experiential means, by help
of this customers can associate themselves with
culture (Aaker & Biel, 2013; Hag, Ramay,
Rehman, & Jam, 2010; Khan, Akbar, Jam, &
Saeed, 2016; Waheed, 2010).

Identity is an important factor that’s plays
a central and important part in work on
nationalism and ethnic conflict (Horowitz,
1985; Ofcansky, 1996; Smith, 1991; Walter &
Snyder, 1999). Identity define as the concepts
of people’s about who they are, and what kind
of people, and how they relate to others
(Abrams & Hogg, 2006). Pakistani firms
infrequently use cultural identity to attract the
consumers, one reason behind this, is the
problem of low perceived quality of products
and brand equity of domestic brands as
compare to import brands in the mind of
consumers (Akhtar et al., 2016). So, this study
also elaborates weather or not such strategies
and positioning helpful in motivating Pakistani
consumers to buy national or domestic brands.
This study will explain and overcome deficit of
academic research how identity campaigns
effect Pakistani consumers on their purchase
intentions towards local and foreign products.
When we talk about individual identity with its
culture then it is important to distinguish
cultural identity concept from consumer
ethnocentrism concept. Consumer
ethnocentrism make reference to moral duty to
save the national companies from the
multinationals companies and foreign rivals
(Shimp & Sharma, 1987).
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2. Theoretical background

2.1 Cultural identity

Cultural identity is defined as the feeling and
identity of relating to a group, one's self-
concept and its own perception and is linked to
religion, nationality, ethnicity, generation,
locality, social class or any type of social group
that has its own different culture (Ennaji, 2005;
Fischer & Zeugner-Roth, 2017; Woyrtzen,
2016). If the consumers identify local traditions
and customs and shows respect for it is cultural
identity (He & Wang, 2017; Tu, Khare, &
Zhang, 2012). There are variety of groups and
different people belongs to different groups
(Zeugner-Roth, Zabkar, & Diamantopoulos,
2015). Previous studies indicate that consumers
tend to prefer to buy those products which
reflect their own national and cultural heritage
(Fournier, 1998; Sharma & Singh, 2017;
Stayman & Deshpande, 1989; Strizhakova,
Coulter, & Price, 2008).

Cultural identity also describes the
extent to which the importance of feelings of
people which they have to there norms and
positive feeling of affiliation towards their
culture and their attachment with it and also
identify the people because of their culture
(Fischer & Zeugner-Roth, 2017; Tajfel &
Turner, 2004). With the help of different set of
elements the cultural identity focus on a limited
central point and enable to identify and
distinguish the people in a culture (Clark, 1990;
He & Wang, 2017; Seegebarth, Behrens,
Klarmann, Hennigs, & Scribner, 2016).

Cultural identity is an important
element which is mainly vital for individuals of
aggregate societies, in light of this point and
fact that individuals frequently distinguish
his/her self-idea or self-plan in light of his/ her
links with others. Individuals from a similar
culture share their traditions, dialects,
rehearses, abilities and perceptions about world
that describe their group (Wang, Bristol,
Mowen, & Chakraborty, 2000).

2.2. Consumer Ethnocentrism:

The bias preference of consumers towards their
own country is consumer ethnocentrism (Al
Ganideh & Good, 2016). Ethnocentrism also
helps to secure the cultural norms, cultural
identity, cultural values and more importantly
own identity. It also protect and maintain group
survival (Jiménez & San-Martin, 2016).
According to the definition consumer
ethnocentrism shows individual self-concept
about the rightness and moral legitimacy of
buying and giving preferences of domestic over
imported products (Jam, Khan, Zaidi, &
Muzaffar, 2011; Jam, Mehmood, & Ahmad,
2013; Shimp & Sharma, 1987; Waheed,
Klobas, &  Ain, 2020). Consumer
ethnocentrism are the beliefs detained by the
consumer about the suitability and morality of
buying imported products and highly
ethnocentrism consumers would think that it is
unpatriotic and harmful for the domestic
products and economy to buy imported
products (Maison & Maliszewski, 2016; Shimp
& Sharma, 1987). Consumer ethnocentrism
refers to perception and views of consumers
that if they buy imported brands then it will hurt
local business and cause unemployment and it
is also unsuitable and immoral to buy imported
brands (Auruskeviciene, Vianelli, & Reardon,
2012).

Ethnocentric persons view themselves
as better to others groups. So, they see other
groups from their own point of view and accept
those things which resemble with them and
reject them which are different from them
views (Maison & Maliszewski, 2016). The
affinity of ethnocentrism is initiate high and to
be related with conventional and patriotic
consumers ( Jam et al., 2010; Khan, Bokhari,
Hussain, & Waheed, 2012; S. Sharma, Shimp,
& Shin, 1994; ). In other words, consumer
ethnocentrism tend to effect the behavior of
consumer to give preference to the domestic
brand over the import brands. The economic
and political environment factors effect that
consumer ethnocentric affinities. Besides these
demographic factors such as age, gender,
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education and income also effect consumer
ethnocentrism tendencies (Stere & Trajani,
2015).

2.3. Purchase Intentions

Consumer purchase intentions means try to
purchase a product (Diallo, 2012). Consumer’s
affirmative attitude and feelings about a brand
affect its purchase intentions (Diallo, 2012). It
may be affected by some basic reasons like a
need fulfillment, likeness satisfaction and
giving the consumer a superior place (Luo,
Chen, Ching, & Liu, 2011). It is also used as a
sign of predicting consumer actions (Wu, Yeh,
& Hsiao, 2011). Consumer purchase intentions
also refer to the chance of consumer’s
willingness of buying some definite products
(Dodds, Monroe, & Grewal, 1991; Jam, Donia,
Raja, & Ling, 2017; Waheed, Khan, Khan, &
Khalil, 2012; Waheed, Khan, & Ain, 2013;
Ponte, Carvajal-Trujillo, & Escobar-Rodriguez,
2015). If brand image is lower, then the
purchase intentions of consumer will also low.
And if the image of brand is perceived as high
quality then the purchased intentions will also
high (Wang, 2006). Previous research indicates
that the purchase intentions will be influenced
by high perceived value and quality. So, the
purchase intentions will be high if the perceived
value and quality is high (Monroe & Krishnan,
1985; Wang, 2006; Waheed, Klobas, & Kaur,
2017).

Cultural identity and consumer
ethnocentrism  also  influence  purchase
intentions of consumers in different ways.
When a shopper having high cultural identity
then it has a tendency to truly accept and like a
thing that is related with its cultural identity. As
per the cultural identity model of inspiration, a
customer's social self-personality is vital for the
interest and accomplishment of personality
related objectives in terms of one's social parts
(Oyserman, 2007). A good picture of one's own
national culture will influence its intentions of
purchase and behaviour of buying. It is
predictable that cultural identity will prompt an
inward attitude toward picking local over
import brands (Wang, Li, Barns, & Anh, 2012).

Consequently, following hypothesis are
produced.

HI: There is a relationship between
cultural identity and purchase intentions

Then again, for consumer ethnocentrism, it is
important to note that when it is moral
obligation for a consumer to buy a domestic
brand rather than an imported brand then the
relationship between brand preference and
purchase intentions are less constant and less
expectable because many other factors are also
influencing purchase intentions. So following
hypotheses are developed.

H2: There is a relationship between
consumer ethnocentrism and purchase
intentions

H3: There is a relationship between
brand preference and purchase
intentions

2.4. Brand preference

"Brand Preference is defined as the behavioral
affinities which subjective and conscious which
effect consumers tendency toward a brand"
(Mohan Raj, 2016). Brand with cultural
component will enhance identity ( Aaker,
Benet-Martinez, & Garolera, 2001; Matzler,
Strobl, Stokburger-Sauer, Bobovnicky, &
Bauer, 2016). Therefore, companies use
strategies to establish brands where consumers
can associate their identity with culture and
nation (Aaker et al., 2001. The knowledge of
consumers about a specific culture will effect
on their choice and preference to the brand and
liking for products which link with their
culture. Consumers who have solid sentiment
towards cultural identity and have well
knowledge towards tradition and norms then
these provides meaning and symbolic value of
individuals belonging to the other people of
same culture (He & Wang, 2015). So, following
hypotheses are developed.

H4: There is a relationship between
cultural identity and brand preference
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Previous research on consumer
ethnocentrism indicates that the feelings of
ethnocentric not only motivate the consumers
to buy domestic brand as it’s their moral
obligation and duty, as well as an element of
product perceptions (Pecotich & Rosenthal,
2001; Smaiziene & Vaitkiene, 2013). When the
level on ethnocentrism is high in consumer then
ratting and preference of domestic products is
also high (Acharya & Elliott, 2003; Carpenter
et al., 2013). While in contrast the imported
products are treated as products with low
quality and less equity. (Shankarmahesh, 2006;
Saffu et al., 2010). Sometime the strong
feelings of ethnocentrism overestimate in the
marketplace the quality of domestic products
and underestimate the imported products
(SmaiZiene & Vaitkiene, 2014). If in a country
where consumer’s uses imported products and
have majority, ethnocentric consumer even can
exists there. (John & Brady, 2011). Many
studies confirmed that these consumers also
show their feelings and preference towards
domestic products (Cleveland et al., 2009;
Dmitrovic et al., 2009: Ferrin et al., 2015; Vida
et al., 2008).

H5: There is a relationship between
consumer ethnocentrism and brand
preference

Hé6: Brand preference mediates the
relationship between cultural identity
and purchase intentions

H7: Brand preference mediates the
relationship between consumer
ethnocentrism and purchase intentions

2.5. Brand equity

Brand equity consists of different components
like brand association, brand awareness, brand
loyalty and perceived quality in it and which are
attached to symbol brand name ( Aaker & Biel,
2013). Brand equity defined as, “it is the source
of brand worth and additional value to a product
or service in market” ( Aaker, 2009; Aaker &
Equity, 1991). The concept of brand equity has
important place between marketing research

topics. And brand equity has many notions and
models (Aaker, 2009; Aaker & Equity, 1991;
Farquhar, 1990; Feldwick, 1996; Keller, 1993;
Keller, Parameswaran, & Jacob, 2011). When a
brand gives exceptional performance due its
equity, and its equity is high then it can get high
profit, competitive cost, high market shares,
premium prices, inflexible price sensitivity and
successful extension to new product categories
(Masika, 2013) . To measure the precious assets
of brand equity researchers are observing
different ways, because the firms get financial
benefits from brand equity (Aaker & Equity,
1991; Chaudhuri & Holbrook, 2001; Keller,
1993; Shafir, Simonson, & Tversky, 1993).
Cultural identity comes from familiarity and
affection with the cultural. When an individual
is familiar with cultural then it preference is
also increases towards the domestic brand and
it will select the domestic brands over imported
brands. Its preference and intentions of
purchase also increases towards the brand who
has more brand equity than others. So brand
equity enhance brand preference and purchase
intention so moderation hypotheses are

H8: Brand equity moderates the
relationship between cultural identity
and brand preference

H9: Brand equity moderates the
relationship cultural identity and
purchase intentions

In a comparable manner, when the brand equity
of a domestic brand is high, than it will improve
the relationship between consumer
ethnocentrism and brand preference of
domestic brand and increase its intentions of
purchase. So hypotheses concerning about
contact between consumer ethnocentrism and
brand equity improve preference and purchase
intentions are developed.

H10: Brand equity moderates the
relationship between consumer
ethnocentrism and brand preference



727

Journal of Positive School Psychology

HI1 1: Brand equity moderates the
relationship between consumer
ethnocentrism and purchase intentions

3. Methodology

Data was collected from Faisalabad city,
Pakistan, through convenience sampling from
210 customers by using mall intercept survey.
The data was collected by visiting brands
outlets of selected apparel brand store. The
research designed was selected from Mohan et
al., (2013). The population was estimated on
the basis of seasonal and non-seasonal months.
In order to obtained the population size of
apparel brands interviews were conducted with
managers of the selected brands. And 316,800
is the six month population of 8 selected retail
apparel brands in Faisalabad. Which also
contained 3 seasonal and 3 off seasonal months.
For data analysis SPSS. 21 used. This study
selected eight apparel brands, four brand were
domestic and four were imported apparel
brands. These brands were famous apparel
brand and were easily available and also high
consumable. This study includes seven items of
cultural identity and four items consumer
ethnocentrism measured on 7-point Likert scale
and taken from Keillor et al. (1996). The
reported reliability of cultural identity is a=0.83
and consumer ethnocentrism is ¢=0.80 (He &
Wang, 2015). Four items of brand equity
adapted from Buil, Martinez, and de-

Chernatony (2013) and Yoo and Donthu
(2001), and reported reliability is o= 0.91 on a
7-point Likert scale (Zarantonello & Schmitt,
2013). Four items of brand preferences
measured on 7-point scale and taken from Chen
and Chang (2008) and reported reliability is
a=0.86 (Chen & Chang, 2008). purchase
intentions was measured with four items scale
adopted from Coyle & Thorson (2001).

4. Data Analysis and results:

The basic purpose of validity is to check
whether the tool which is used, is it or not
measure the data accurately (Kimberlin &
Winterstein, 2008). The validity is also define
as the scale or measures which are used
accurately represents the concept and data. In
social sciences the generally accepted modes
are face, content and construct validity
(Kimberlin & Winterstein, 2008). Following
table 4.1 presents the estimated values of
Cronbach‘s alpha of measures used in this
study, internal consistency and reliability of
measures also provide with its help. The values
of Cronbach‘s alpha fluctuate from 0.77-0.87,
which directs that each measure shows high
reliability. Measures which have alpha value till
.90 show very high reliability, and the range of
high reliability is between 0.70-0.90. The
reliability of Cultural Identity is (o = .87),
Consumer Ethnocentrism is (o = .87), Purchase
Intension is (a = .84), Preference is (o = .77),
and Brand Equity is (o = .81).

Table 4.1
Variables Cronbach's Alpha No. of items
Cultural Identity (CI): .87 12
Consumer Ethnocentrism (CE): 87 5
Purchase Intension (PI): .84 4
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Brand Preference (BP): 7 4
Brand Equity (BE): 81 4

The following table 4.2 results display the
correlation for each measure. There is
significant  relationship  between cultural
identity and consumer ethnocentrism (r = .634,
p < .01). There is a significant relationship
cultural identity and purchase intentions (r =
.343, p <.01).There is a significant relationship
between consumer ethnocentrism and purchase
intentions (r = .472, p < .01). There is a
significant  relationship  between cultural
identity and brand preference (r =.403, p <.01).
There is a significant relationship between
consumer ethnocentrism and brand preference

(r = .382, p < .01). There is a significant
relationship between brand preference and
purchase intentions (r =.179, p <.01). There is
a significant, relationship between cultural
identity and brand equity (r = .172, p <
.05).There is a significant relationship
correlation between consumer ethnocentrism
and brand equity (r = .210, p < .01). There is a
significant relationship between purchase
intentions and brand equity (r = .274, p < .01).
There is a significant relationship between
brand preference and brand equity (r = .551, p
<.01).

Table 4.2 Correlations

Cl CE PI BP BE
Cl 1
CE 634" 1
Pl 343" 47271
BP 403™ 382~ 179" 1
BE 172" 210% 274" 551% 1

«“x*_Correlation is significant at the 0.01 level (2-tailed)”.

“*_Correlation is significant at the 0.05 level (2-tailed).”

4.3 Simple Linear Regression:

From following table, R? value between
cultural identity and purchase intentions is .117
(p=.000) which means that 11.7 percent change
in purchase intension is occurred by the cultural
identity. So, the relationship between both

variable is also significant and positive. So,
there is significant positive relationship
between cultural identity and purchase
intentions. So following hypotheses s
accepted.
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H1: There is a relationship between cultural
identity and purchase intentions

From following table, RZ?value between
consumer  ethnocentrism and  purchase
intentions is .223 (p=.000) which means that
22.3 percent change in purchase intension is
occurred by the consumer ethnocentrism. So,
following hypotheses is accepted.

H2: There is a relationship between consumer
ethnocentrism and purchase intentions

From following table, RZ?value between
relationship of brand preference and purchase
intentions is .032 (p. 000) which means that 3.2
percent change in purchase intension is
occurred by the brand preference, so, the
relationship between both variable is also
significant and positive. So following
hypotheses is accepted.

H3: There is a relationship between brand
preference and purchase intentions

From following table the direct relationship of
cultural identity with brand preference is
analysis. This relationship has .162 R?value

which means that 16.2 percent change in brand
preference is occurred by the cultural identity
and this value is significant as value of P=0.000
and is less than a= 0.05, so, the relationship
between both variable is also significant and
positive. So, there is significant positive
relationship between cultural identity and brand
preference and 16.2% change is occur in brand
preference due to cultural identity. So following
hypotheses is accepted.

H4: There is a relationship between cultural
identity and brand preference

From following table, R2value between the
relationship of consumer ethnocentrism and
brand preference is.146 (p =.000) which
means that 14.6 percent change in brand
preference is occurred by the consumer
ethnocentrism. So, there is significant positive
relationship between consumer ethnocentrism
and brand preference and 14.6% change is
occur in purchase intentions due to cultural
identity. So following hypotheses is accepted.
H5: There is a relationship between consumer
ethnocentrism and brand preference

Table 4.3

Variables Purchase intention

Brand preference

R? B P

Cultural identity 117 343 0.00
Consumer Ethnocentrism .223  .484 .000
Brand preference 032 .179 .009

RZ B P
162 403 .000
146 .382 .000

4.4 Mediation regression analysis: Baron
and Kenny:

Mediation I:

Mediation was check using Baron and Kenny
(1986) method. This study checks all the
conditions of defined by Baron and Kenny
(1986) before executing the mediation test. The
results shows that the value of R?change

approaches zero because it reduced from .333
to .005 which meets the first condition. And
(B=.582 and P=.210) it shows that R? change
value is insignificant which meets the second
condition. So, results reveals that there is partial
mediation and H10 is partially accepted which
states that brand preference mediates the
relationship between cultural identity and
purchase intentions.
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Table 4.5
Purchase Intentions
B R? R2Change P
Step-1 577 .333 .333 .000
Brand
Preference
Step-2 578° 334 .001 .586
Demographics
Step-3 .339 .005 210
Cultural Identity
.582¢

So, following hypothesis is partially accepted.
H6: Brand preference mediates the relationship
between cultural identity and purchase
intentions

Mediation 2:

After mediation analysis results shows that
value of B is not reduced and value of R?

change is also increased from .032to .223 and
that is not approaching to zero because it is
increasing so mediation first condition is not
fulfilled. And value of R? change is also
significant at (p=.472 and P=.000) so, second
condition for mediation is also not fulfilled
therefore there is no mediation and H11 is not
accepted which states that brand preference
mediates the relationship between consumer
ethnocentrism and purchase intentions

Table 4.6

Purchase Intentions

R? R2Change P
Step-1 .032 .032 .009
Brand Preference
Step-2 223 191 .000

Consumer Ethnocentrism

So, following hypothesis is rejected.

H7: Brand preference mediates the relationship
between consumer ethnocentrism and purchase
intentions

4.5. Moderation

Moderation | (Cl to BP)

From the following table the result show after
moderation analysis and they indicated that the
value of R square is changed from .402 to 423.
And change in R square is .021 and it’s occur
on significance level and which is 2.1%. This is
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great impact of brand equity on cultural identity
and brand preference.

Table 4.7

Relationships

Change

Model 1

Cultural Identity to brand Preference

Model 2

402 402 .000

423 021 .006

Cultural Identity, brand Preference and interactive term

So, following hypothesis is accepted, HS8:
Brand equity moderates the relationship
between cultural identity and brand preference

Moderation 2 (Cl to PI)

From the following table the result show after
moderation analysis and they indicated that the
value of R square is changed from .165 to .208.
And change in R square is .043 and it’s occur
on significance level and which is 4.3%. This is
great impact of brand equity on cultural identity
and purchase intention.

Table 4.8

Relationships R? R? P
Change
Model 1 165 165 .000
Cultural Identity to Purchase Intentions
Model 2 208 043 .001

Cultural Identity, Purchase Intentions and interactive term

So, following hypothesis is accepted, H9:
Brand equity moderates the relationship
cultural identity and purchase intentions

Moderation 3 (CE to BP)

From the following table the result show after
moderation analysis and they indicated that the
value of R square is changed from .378 to .370.
And change in R square is .001 and it’s occur
on significance level and which is .1%. This is
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little impact of brand equity on consumer
ethnocentrism and brand preference.

Table 4.9

Relationships

Change

Model 1

378 378 .000

Consumer Ethnocentrism to brand Preference

Model 2

379 .001 .000

Consumer Ethnocentrism , brand Preference and interactive term

So, following hypothesis is accepted.

H10: Brand equity moderates the relationship
between consumer ethnocentrism and brand
preference

Moderation 4 (CE to PI)

From the following table the result show after
moderation analysis and they indicated that the
value of R square is changed from .255 to .276.
And change in R square is .032 and it’s occur
on significance level and which is 3.2%. This is
great impact of brand equity on consumer
ethnocentrism and purchase intention.

Table 4.10

Relationships

R? R? P

Change

Model 1

.255 .255 .000

Consumer Ethnocentrism to Purchase Intentions

Model 2

287 .032 .003

Consumer Ethnocentrism , Purchase Intentions and interactive term

So, following hypothesis is accepted, H11:
Brand equity moderates the relationship
between consumer ethnocentrism and purchase
intentions

5. Discussion and conclusion:

Collecting data from the apparel customers of
Faisalabad, this research uncovers that cultural
identity and consumer ethnocentrism have
various impacts on purchase intention of

apparel brands. Our observational outcomes
determine a few interesting findings that give
understandings on existing writing. To start
with, as foreseen, cultural identity was found to
enhance effect on the purchase intentions of
apparel brands (H1). The familiarity of
consumer with its culture and attributes of the
product effect and enhance its preference.
Cultural identity (H4) was found to enhance
effect on the brand preference. When the
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preference of a brand by cultural identity then it
tends the consumer to prefer that brand and
enhance its intentions of purchase regarding
that brand. Such results additionally exhibit that
cultural identity is a decent indicator for
purchase intentions of apparel brand because
when consumer is familiar with the brands and
it is symbolic attached with its culture then it
impact on consumer to prefer one brand which
is symbolic attached with its culture on the
other brand which is not linked with its culture,
therefore it enhance purchase intentions of
consumer regarding that brand (Faber, 2012).
Consumer ethnocentrism is found to effect on
brand preference (H5). The biasness of
consumer towards domestic product indicates
ethnocentrism (Ganideh & Good, 2016) When
the level of ethnocentrism is high then
consumer tends to prefer the domestic brands
(Carpenter et al., 2013). And when the level of
consumer ethnocentrism is low then consumer
tend to prefer the imported brand (Saffu et al.,
2010). Consumer ethnocentrism is found to
effect on purchase intention (H2). And even on
high prices (Drozdenko & Jensen, 2009).When
consumer ethnocentrism will high then the
purchase intensions of consumer regarding the
domestic products high. They give preference
to domestic products (Ferrin et al., 2015).
Therefore, it is identified that when the
consumer ethnocentrism is high the customer
tend to prefer the domestic brand and its
purchase intentions is enhance regarding
domestic brand. And it is found that the
consumers which have low level of consumer
ethnocentrism they tend to prefer imported
brand over the domestic (Maison &
Maliszewski, 2016). This study find out that
when the level of consumer ethnocentrism is
high the brand preference is also high towards
domestic brand and it also increase the purchase
intentions of consumer. Such outcomes propose
that consumer ethnocentrism prompts a high
inclination toward dismissing imported brands
in their expressed inclination, however it is not
necessary they really like domestic brands.
Because buying a domestic brand is not
indicating to hate or reject the imported brand.

Therefore preference and intentions of purchase
is only due to ethnocentrism (Garcia & Mera,
2016). Brand preference is positively affected
by cultural identity and  consumer
ethnocentrism in direct relationships but brand
preference is not fully mediate the relationship
between cultural identity and consumer
ethnocentrism towards purchase intentions.
One mediation is partial accepted (H6) and one
is fully rejected (H7). Therefore, it seems that
brand preference has direct and strong link as
compared it as a mediator. Consumers have
high identity related to culture and
ethnocentrism then there intentions of purchase
regarding to brand enhance so at the level brand
preference don’t full mediate the relationship.
The outcomes of this study additionally show
the moderating effect of brand equity in the
above relationships. Interestingly, when a brand
is seen of high value, the effect of cultural
identity and consumer ethnocentrism is also
enhanced towards brand preference which
tends to increase its purchase intentions. The
brand which have good brand equity, customers
tend to prefer those brands. And the consumer
of both countries may likely to perceive them
as import brands. In the sense of consumer
ethnocentrism when reject an import brand may
be to protect the domestic industry and national
economy but this factor not show essential
reflection of one’s behaviour to prefer the
domestic brands (SmaiZziene & Vaitkiene,
2014).

6. Managerial Implications:

Contending in Pakistan and other developing
markets, the managers of the domestic brands
must comprehend the significance of the
symbolic meanings that are related with the
domestic brands by creating cultural identity
awareness to claim customer's sentiments. As
our outcomes proved, utilizing cultural identity
campaigns would be more successful in
developing customer’s inclination for local
brands than just motivating consumer
ethnocentrism to dismiss import brands.
Pakistani makers might be encouraged to utilize
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cultural identity and social way of life as a
promoting topic by adding Pakistani
components to item configuration keeping in
mind the end goal to get customers purchase
intentions toward domestic brands. Such an
accentuation on  Pakistani  components
encourage customers to purchase the domestic
brands. Consumer ethnocentrism also help
local producers it give them assistance if they
know about the needs of local consumer (Nadiri
& Tumer 2010). While international
manufacturers take an alternate approach, as
they will probably encourage imported brands
or "worldwide" brands, furthermore and they
have to deal with domestic or local brands. And
also face stiff competition with the local brands.
In the meantime, international manufacturers
wishing to be fruitful in winning sizable
customers in nations where sentiments of
cultural identity are solid may likewise consider
adjusting to nearby social components or
utilizing very much apparent national symbols
to attract nearby customers.

So, the organizations have to make
strategy to enhance cultural identity, which help
it to remain competitive over its competitors
and help it to make profits. Both domestic and
imported brands can use symbolic meanings to
enhance familiarity and symbolic meanings of
their brands. For example, National Foods is
one of most popular domestic brand related to
food items launched a campaign with slogan
"National ka Pakistan". This campaign is based
on sense of pride to prefer their domestic brand
over import brands and it also emphasize on
Pakistani cultural elements. This theme help the
customer to relate their feelings with the brand
and feel patriotic and the familiarity of
customer towards the brand is also increased.
Second example is of Gourmet food products
and beverages which also launched a campaign
based on cultural identity which differentiate it
from import brands also give newfound sense
of pride in their national culture with slogan
"Ahle Salam pa Salamti hu Ahle Pakistan pa
Salamti hu”. Consequently, there are many

brands which manufacturer in other countries.
(e.g. Nike in China and Levi's in Pakistan ).

7. Future Research direction and
Limitations:

This study uses apparel brands to investigate
the impact of cultural identity and consumer
ethnocentrism on brand preference and
purchase intention. This study uses brand
equity as moderator. It will intrigue and
important to additionally examine whether and
how product category may moderate the effect
of cultural identity and consumer ethnocentrism
on preference to buy domestic versus import
brands. This study uses apparel brands and
Pakistan is good in textile, it may be possible
that if the product category change it may
produce different results, like skin care
industry. So it is suggest to choose different
product category to check the effect on other
industries. Most important the perception of
consumers regarding the effect of country of
origin and country image of the product may
effect on consumer ethnocentrism and cultural
identity. So, it may be very interesting to see the
effect of country of origin.

This study selected only one industry
which was apparel industry and Pakistan is well
developed in apparel and textiles so the results
regarding other industries may produce
different results. This study should not be
generalized and the sample of this study was
also geographically limited. It is quite
interesting to evaluate the level and response of
respondents regarding other industries as
Pakistan is doing better in textile and apparel
but not in other industries as good as it is
performing in textile, therefore it is interesting
to check the impact of consumer ethnocentrism
on other industries Data collected in other areas
may produce different results. Participants had
time constraints. Since the survey was asked to
be completed and to be returned immediately,
so there is also the pressure of the short time.
The research was industry specific and it was
only conducts to those who were apparel
customers.
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