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Research 

The recent developments in the global economic environment have exposed vulnerability of many economic giants, especially in 
the developed nations. Many worried marketers and consumers alike are turning 'pseudo-patriotic' by resolving to buy made-in-
country products and services. Alternatively the established global brands are struggling to find 'new' consumers in previously 
unattended territories. The Indian market is also exploding with foreign products and heightened competition. However, 
understanding the attitude of Indian consumers towards foreign and domestic products is essential for marketers to develop 
successful strategies and increase their competitive advantage. Consumer ethnocentrism means '…the appropriateness, indeed 
morality of purchasing foreign made products.' In context of consumer psychology, 'consumer ethnocentrism' was studied and 
measured by Shimp and Sharma in 1987 using CETSCALE (Consumer Ethnocentric Tendencies Scale). Previous research 
hypothesizes that ethnocentric consumers consider it their duty to purchase domestic products in order to increase commerce 
within their country and to boost their country's economy. Hence, understanding consumer ethnocentrism is essential in the 
Indian market where fierce competition between domestic and foreign products exists. The primary goal of this study is to assess 
the level of ethnocentricity of Indian consumers and its influence on Indian consumers' attitudes towards foreign products vis-à-
vis domestic products. A structured, non-disguised questionnaire was constructed using shorter 10-item CETSCALE suggested 
by Shimp and Sharma (1987). The data was collected using random sampling and 148 complete questionnaires were obtained. 
The results indicate that the shorter 10-item CETSCALE is not uni-dimensional when used in Indian context and hence may be 
refined by future researchers. Also, Indians are ethnocentric and their CETSCORE is similar to that obtained by other researchers 
in comparable research studies as well as the studies done in developed countries. The consumers were asked to mention the 
brands, of specific product categories, that they were likely to buy in future. When influence of ethnocentrism on likely buying 
behaviour was analyzed, it was found that the low and high CETSCALE scorers did not have significantly different preferences. 
This study will provide guidance to marketing managers of multinational organisations as well as Indian companies to promote 
their products appropriately and contribute to increasing the sales of their products in the Indian market. Also, this study will 
contribute to the theoretical development of a less-researched determinant of consumer behaviour.
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With population of approximately 1.2 billion, India presents a lucrative market and growth opportunity for multinational 
organizations. India is also a member of the World Trade Organisation (WTO) and consequently the Indian government is 
committed to systematically reduce barriers to trade. This is in line with the global trend of markets becoming borderless 
and integrated. 'Global' products and services are accessible to consumers everywhere. As a result, the marketers are 
struggling to comprehend the behaviour of their ever changing consumers. The consumers are also getting influenced by 
real time information available on different media like TV, internet, smartphones, etc. Because of the changing dynamics of 
the environment, the erstwhile stable indicators of consumer behaviour i.e. beliefs, values and customs (constituents of 
culture) are also undergoing change. Culture is becoming increasingly deterritorialized and penetrated by elements from 
other cultures, resulting in cultural contamination, cultural pluralism and hybridization (Craig and Douglas, 2006). It is 
becoming more difficult to study culture as it is becoming diffused. At the same time, it is becoming more important to study 
it because of its pervasive influence on consumer behaviour (Craig and Douglas, 2006). 
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