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Abstract 
 

Ethnocentrism has a direct influence on consumer choices since ethnocentric buyers are more inclined to favor 
domestic goods over imports. By examining this mindset, companies can better comprehend the reasons 
behind customer preferences and adjust their marketing tactics to appeal to regional sentiments. Businesses 
can create more successful branding and marketing efforts by utilizing the information gathered from 
consumer ethnocentrism research. It is essential for businesses looking to enter foreign markets to 
comprehend ethnocentrism. Businesses, marketers, and legislators can gain important insights into consumer 
behavior by examining consumer ethnocentrism. The purpose of this study is to examine the influence of 
ethnocentrism on consumer behavior, specifically how ethnocentric buyers prefer domestic goods to imported 
products. This research aims to provide insights that can help businesses tailor their marketing strategies to 
regional preferences and better understand the factors driving consumer choices. A structured questionnaire 
survey was used to collect data from respondents in Albania. The study employed an exploratory factor 
analysis to identify the key elements that influence consumer ethnocentrism. Attitudes toward consumer 
ethnocentrism were measured using a seven-point Likert scale, ranging from "strongly disagree" to "strongly 
agree," to assess respondents’ levels of ethnocentric tendencies. The study identified three key factors that have 
the greatest impact on consumer ethnocentrism. These factors account for 61.192% of the total variance in 
consumer ethnocentrism within the Albanian context. The findings reveal important insights into the drivers 
of ethnocentric behavior and the preferences for domestic products over imports. The research concludes that 
ethnocentrism plays a significant role in shaping consumer preferences, particularly in markets like Albania. 
Understanding the key factors that drive ethnocentric attitudes can help businesses and marketers refine their 
strategies for targeting local consumers more effectively. The findings of this study have practical implications 
for businesses looking to operate in foreign markets, especially in Albania. By understanding the factors that 
influence consumer ethnocentrism, companies can develop more targeted marketing campaigns, improve 
brand positioning, and contribute to the growth of the national economy. The findings demonstrate how 
adding consumer ethnocentrism to case-based learning and policy simulations can greatly enhance the social 
science and business school curricula. Additionally, policymakers and businesses can use this information to 
promote domestic industries and foster economic growth. 
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1. Introduction 
 

William Graham Sumner, a distinguished professor of politics and social science at Yale University, 
coined the term ethnocentrism in the beginning of the twentieth century, yet it describes an old 
phenomenon (Kinder and Kam 2009). When Sumner (1906) noticed that people prefer their own group 
(the end group) over rival or opposing groups (the exo group) during his research, the term 
ethnocentrism was coined. Sumner referred to this inclination to view one's own group as superior to 
other groups and at the center of everything as "ethnocentrism." (Michener at al., 2005). Shimp and 
Sharma (1987), who, according to Acharya and Elliott (2003), were the first to incorporate the universal 
notion of ethnocentrism and extend it to the field of consumer behavior in the late 1980s, introduced 
the term “consumer ethnocentrism” to American consumers. By applying ethnocentrism to the study 
of marketing and consumer behavior, Shimp and Sharma (1987) were the first scholars to advance the 
CETSCALE.  

Consumer ethnocentrism, according to their definition, is the belief that purchasing goods from 
outside the country is appropriate and morally right. According to Shimp and Sharma (1987), 
ethnocentrism is the belief of American consumers on the appropriateness and acceptable ethics of 
purchasing non-domestic goods. The 17-item CETSCALE assessment, which uses a 7-point Likert scale, 
was started with a special collection of 180 articles that reached over 180 US consumers. In a preliminary 
study, this sample of customers answered the following question: "Explain your opinions on whether 
it is appropriate and right for American consumers to buy goods made in other countries." According 
to Schiffman et al., (2007), the use of CETSCALE can result in a successful technique for identifying 
clients who have a tendency to accept (or reject) non-domestic goods. Another group of academics 
proposes a link between ethnocentric conduct and the degree of development in their home nation. 
People from developed nations are known to have higher ethnocentric tendencies in their behavior 
(Herche, 1992; Elliot and Cameron, 1994; Ahmed et al., 2004). Ethnocentrism, according to Solomon et 
al., (2015), is the belief that one's own or one's ethnic group's products are superior than those of others.  
Consumer ethnocentrism, for instance, is the idea that products made in our nation are superior to 
those made in other nations. Additionally, consumers' perceptions that goods from their home country 
are superior to those from other nations. According to other authors, such as Green and Keegan (2020), 
ethnocentrism tendencies are associated with the perception that one's place of origin is superior to 
the rest of the world. Those nations that exhibit ethnocentric superiority and conceit are shown to be 
reluctant to pursue new commercial opportunities elsewhere. Wang et al., (2004) examined the 
relationship between Chinese customers' nation of origin-based product choices and their purchasing 
patterns. Their results showed that Chinese consumers of Western clothing labels have distinct 
lifestyles and shopping habits. According to research by Reardon et al., (2005), there are some 
conclusions about how ethnocentrism affects the development of brand awareness originating from 
various forms of advertising when considering developing economies. 

 
1.1 Purpose of the paper 
 
The purpose of this paper is to examine the impact of consumer ethnocentrism on purchasing behavior, 
specifically how it leads consumers especially in Albania to favor domestic products over imported 
ones. The study aims to use exploratory factor analysis to determine the main elements driving 
customer ethnocentrism. Recognize how these elements influence customer choices and motivate 
choices to support regional goods and to offer useful information to legislators, marketers, and 
businesses. 
 
2. Literature review 

 
Consumer ethnocentrism is the term used to describe people's opinions regarding the propriety 
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and the morality of buying goods manufactured abroad (Shimp and Sharma, 1987). Even when foreign 
products are more affordable or of higher quality, ethnocentric customers choose home alternatives 
because they believe that importing is destructive to the domestic economy and unpatriotic. Businesses 
entering new markets may face difficulties due to this mindset, which can have a substantial impact on 
consumer behavior (Balabanis and Diamantopoulos, 2004). Numerous studies have shown that 
consumer ethnocentrism influences the intention to purchase domestic products over foreign ones. 
According to Sharma at al., (1995), ethnocentric tendencies are often stronger in countries with 
developing economies, where there is a desire to support local industries and maintain national 
identity. In such contexts, ethnocentric consumers often perceive imported products as a threat to the 
local economy, jobs, and cultural values (Vida and Reardon, 2008). According to research by Akdogan 
and Altintas (2015), ethnocentric views are also strongly associated with feelings of national pride and 
anticipated economic dangers. Consumers favor home items as a result of these sentiments, frequently 
irrespective of perceived quality or price.  Consumer loyalty to local products can rise as a result of this 
behavior, which can also have a major impact on market share for international brands. The most 
popular instrument for assessing ethnocentric attitudes is still the Consumer Ethnocentric Tendencies 
Scale (CETSS), which was created by Shimp and Sharma in (1987). Likert-scale responses are used to 
gauge how much customers reject imports and favor homegrown goods.  To find the underlying aspects 
of consumer ethnocentrism, exploratory factor analysis is commonly employed in these kinds of 
investigations (Nguyen., at al., 2008). This method of measuring consumer ethnocentrism enables 
researchers to identify the reasons behind local product loyalty in the Albanian setting, where 
economic progress and national identity are important societal issues. The continuance of ethnocentric 
inclinations can significantly influence market dynamics as globalization expands product availability 
and variety (Hamin and Elliott, 2006). Stronger ethnocentric attitudes are fostered by the distinct 
socioeconomic conditions found in emerging economies like Albania. In response to national economic 
instability or attempts to forge a post-communist national identity, consumers in transitional 
economies often acquire a preference for homegrown goods (Watson and Wright, 2000). In the view 
of consumer, ethnocentrism among students (Zalega 2019) found that younger consumer (students) in 
Poland levels of ethnocentrism of students correlates with patriotism and domestic‑product bias. 
Another study of (Becic 2016) finds tha Bosnian students slightly more ethnocentric than Turkish ones; 
postgraduates more ethnocentric than freshmen. Consumer ethnocentrism was adversely correlated 
with Iranian students' quest for individuality, role-relaxed consumption, and status consumption, 
whereas interpersonal influence susceptibility was positively correlated.  variations by age and gender 
(Barari at al 2011). 

According to a research by Supphellen and Rittenburg (2001), political ideology, cultural legacy, 
and historical events all have an impact on ethnocentrism in post-socialist nations. Moreover, 
ethnocentrism in these marketplaces may be associated with cultural and emotional elements like 
patriotism, faith in domestic goods, or mistrust of foreign businesses in addition to economic ones 
(Bawa, 2004). Such attitudes are especially significant in Albania in industries with a long history of 
home manufacturing, such as food and consumer goods. Businesses looking to enter or compete in 
local markets must have a thorough understanding of ethnocentric behavior.  Brand image and 
customer loyalty can be improved by marketing methods that highlight cultural relevance, national 
identity, and support for the home economy (Han, 1988). Localizing branding and advertising becomes 
essential in ethnocentric markets, and companies that don't reflect local sentiments risk losing 
customers (Balabanis and Diamantopoulos, 2004). Furthermore, governments can use consumer 
ethnocentrism to inform campaigns that encourage economic nationalism, assist domestic producers, 
and promote national brands (Cleveland at al., 2009).  For companies operating in Albania, this entails 
coordinating marketing campaigns with patriotic appeals and highlighting the role that their goods 
play in the local economy. 
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3.  Methodology 
 
3.1 Theoretical Framework 
 
The study's problem was thoroughly investigated from a theoretical and practical standpoint in order 
to provide a solid methodological framework. The theoretical underpinnings were established by a 
comprehensive review of literature about consumer ethnocentrism, with a focus on the ways in which 
how the consumer ethnocentrism affect Albanian consumer behavior. Additionally, the theoretical 
foundation was reinforced by combining insights from literature on the factors influencing Albanian 
consumer ethnocentrism.  
 
3.2 Data Collection and Analysis 
 
A structured questionnaire served as the primary instrument for gathering primary data for the study. 
Respondents completed the questionnaire using the online survey method; their answers were 
combined to maintain anonymity. The questionnaire was completed by 337 respondents for the study. 
The data collection period for this study was Janary 2024 - September 2024. 

There were two primary sections of the questionnaire. General demographic data, including 
gender, age, and place of origin, as well as educational data, in the first part. A seven-point Likert scale, 
ranging from "strongly disagree" to "strongly agree," was used in the second section to gauge 
respondents' opinions regarding 17 statements in the questionnaire. When researchers have a large 
number of variables to evaluate and their data is collected via questionnaires, factor analysis is typically 
employed (Cania and Prendi 2024) and (Qafa et al., 2024). Factor analysis summarizes information 
from many variables, grouping them into a smaller number of variables or factors (Balla 2015). In order 
to determine the nature of each component, the original variables associated with the factor are 
examined (Howitt and Cramer 2011). A researcher can measure the behavior, preferences, intentions, 
opinions, and attitudes of participants by using a survey and a questionnaire (Hasrama 2024). The 
collected data was thoroughly analyzed using statistical tools such as SPSS software and Microsoft 
Excel. Descriptive statistical analysis was utilized to provide an understanding of respondents' opinions 
and to characterize the sample's characteristics. Additionally, exploratory factor analyses were 
conducted, and items were retained if their communality and factor loadings were greater than 0.50 
respectively. Exploratory Factor Analysis (EFA) is a statistical technique used mostly in marketing, 
social sciences, and other research fields to examine the underlying structure of a set of observed 
variables. It helps researchers identify the basic connections between variables and categorize them 
into factors so that they may comprehend the patterns of correlation in the data. The goal of EFA is to 
help explain the correlations or covariances between observed variables by using a condensed set of 
dimensions (called factors). These components are regarded as latent variables since they are deduced 
from the data rather than being explicitly observed.  
 
4. Results and Discussions 

 
4.1 Analyses of statistical results 
 
Here is a summary of the key findings: 
Kaiser-Meyer-Olkin (KMO) Measure and Bartlett's Test: 
KMO Measure of Sampling Adequacy: 0.917, indicating the data is suitable for factor analysis. Bartlett's 
Test of Sphericity: Significant (Chi-Square = 2226.383, df = 105, Sig. = .000), suggesting that the variables 
are correlated and suitable for factor analysis. 
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Table 1. KMO and Barlett’s Test 
 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .917 

Bartlett's Test of Sphericity Approx. Chi-Square 2226.383 

df 105 

Sig. .000 

 
 

(a) Communalities: 
Initial communalities are all set to 1.000. Communalities indicate the proportion of each variable's 
variance that can be explained by the extracted factors. The communalities after extraction are high, 
ranging from 0.520 to 0.737, suggesting that the extracted factors explain a substantial portion of the 
variance in each variable. 
 
Table 2. Communalities 
 

Communalities 

 Initial Extraction 

VAR00001 1.000 .547 

VAR00002 1.000 .567 

VAR00003 1.000 .595 

VAR00004 1.000 .606 

VAR00005 1.000 .685 

VAR00006 1.000 .681 

VAR00007 1.000 .737 

VAR00009 1.000 .520 

VAR00010 1.000 .534 

VAR00011 1.000 .616 

VAR00012 1.000 .676 

VAR00014 1.000 .624 

VAR00015 1.000 .544 

VAR00016 1.000 .648 

VAR00017 1.000 .599 

 
(c) Scree Plot 
According to table 3, the variables under study are grouped into three components, where as a rule, 
the eigenvalue is taken to be >1.00. In principal components analysis, one of the most relevant criteria, 
to facilitate the problem of component selection, is the criteria that evaluate the eigenvalue to be 
greater than 1.00, otherwise known as the Kaiser criterion (Kaiser 1960). 
Table 3. Scree Plot 
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 (d) Total Variance Explained: 
The analysis identified three components with eigenvalues greater than 1. The first component explain 
43.328% of the variance, second component explain 10.951% of the variance, third component explain 
6.913% of the variance, three components explain 61.192% of the variance. 
Table 4. Total Variance Explained 
 

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 6.499 43.328 43.328 6.499 43.328 43.328 

2 1.643 10.951 54.279 1.643 10.951 54.279 

3 1.037 6.913 61.192 1.037 6.913 61.192 

4 .833 5.554 66.746    

5 .685 4.563 71.309    

6 .626 4.171 75.480    

7 .564 3.761 79.242    

8 .506 3.376 82.617    

9 .480 3.200 85.817    

10 .418 2.788 88.604    

11 .394 2.626 91.231    

12 .380 2.534 93.765    

13 .345 2.298 96.063    

14 .301 2.008 98.072    

15 .289 1.928 100.000    

 
(e) Rotated Component Matrix 

The Rotated Component Matrix is a key output in Exploratory Factor Analysis (EFA), providing a clear 
and interpretable representation of the relationship between observed variables and underlying factors. 
The variables load on three components after rotation, with the components showing higher loadings, 
indicating these components explain a significant portion of the variance. 
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Table 5. Rotated Component Matrix 
 

Rotated Component Matrixa 

 Component 

1 2 3 

VAR00001 .694   

VAR00002 .669   

VAR00003 .756   

VAR00004 .746   

VAR00005   .796 

VAR00006   .730 

VAR00007   .770 

VAR00009 .531   

VAR00010  .520  

VAR00012  .708  

VAR00014  .728  

VAR00015  .681  

VAR00016  .662  

VAR00017  .580  

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.a 

a. Rotation converged in 6 iterations. 

 
(f) Principal Component Analysis: 

Extraction and rotation methods is used to identify the key components. The analysis reveals a clear 
structure of factors, with the highest factor loadings indicating the most influential variables for each 
component. 
 
Table 6. Results of analyses and names of factors 
 

 Factor 
Loading 

Eigen 
value 

Variance 
% 

Cumulative 
Variance 

% 

Factor 1: Economy Nationalism  6.499 43.328 43.328 

Albanian people should always buy 
Albanian-made products instead of imports. 

0.694    

Only those products that are unavailable in 
Albania should be imported. 

0.669 

Buy Albanian-made products. Keep Albania 
working. 

0.756 

Albanian products, first, last, and foremost. 0.746 

It is always best to purchase Albanian 
products. 

0.531 

Factor 2: Protectionism  1.643 10.951 54.279 

There should be very little trading or 
purchasing of goods from other countries 

unless out of necessity. 

0.520    

Curbs should be put on all imports. 0.708 

Foreigners should not be allowed to put 0.728 
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their products on our markets. 

Foreign products should be taxed heavily to 
reduce their entry into Albania. 

0.681 

We should buy from foreign countries only 
those products that we cannot obtain 

within our own country. 

0.662 

Albanian consumers who purchase products 
made in other countries are responsible for 
putting their fellow Albanians out of work. 

0.580 

Factor 3: Trade Barriers  1.037 6.913 61.192 

Purchasing foreign-made products is un-
Albanian. 

0.796    

It is not right to purchase foreign products, 
because it puts Albanians out of jobs. 

0.730 

A real Albanian should always buy 
Albanian-made products. 

0.770 

 
The analysis identified three components with eigenvalues greater than one, which are named; 
Economy Nationalism, Protectionism, Trade Barriers. 
 
4.2 Discussions 
 
The factor analysis conducted on the dataset revealed several critical insights. The Kaiser- Meyer-Olkin 
(KMO) Measure of Sampling Adequacy was 0.917, indicating a high level of suitability for factor 
analysis. Additionally, Bartlett's Test of Sphericity was significant (Chi-Square = 2226.383, df = 105, Sig. 
= .000), suggesting that the variables were sufficiently correlated for the analysis. Communalities after 
extraction varied, with most values ranging from 0.517 to 0.735, suggesting that the extracted factors 
explain a substantial portion of the variance in each variable. 

The analysis identified three components with eigenvalues greater than one, as described in the 
above table, which together accounted for 61.192% of the total variance. The first component alone 
explained 43.328 % of the variance, underscoring its significant influence. The variables loaded 
differently on these three components, as the rotated component matrix showed; the variables that 
had the highest loadings were the most important for each component. The components became easier 
to interpret as a result of this rotation, which made the structure and relationships between the 
variables clearer. 

The use of Principal Component Analysis (PCA) for both the extraction and rotation techniques 
strengthened the conclusions' resilience. The study showed a distinct factor structure, with the most 
important variables within each component indicated by the highest factor loadings. This thorough 
process not only confirmed that the data was appropriate for factor analysis, but it also gave a thorough 
grasp of the underlying dimensions in the dataset, opening the door for more complex interpretations 
and uses of these results in future studies or real-world applications. Overall, the factor analysis was 
successful, showing a clear structure in the data and identifying key components that explain a 
significant portion of the variance. 
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Figure 1. Key factors of Consumers Ethnocentrism 
 
5.  Conclusions and Recommendations 

 
The findings indicate a high level of factor extraction, as the three factors together explain 61.192% of 
the variation. "Economy Nationalism" is the main component and the most important factor, 
accounting 43.328% of the variance. Other factors, including "Protectionism" and "Trade Barriers" are 
also important in defining the consumer ethnocentrism. First factor with the high variance highlights 
the significance of promoting Albanian-made goods, emphasizing job development, local economic 
progress, and national pride. Second factor emphasizes the idea that buying goods created elsewhere 
is wrong for Albanian workers and the country's economy and is not Albanian. Third factor focuses on 
policies that restrict imports and give priority to domestic production by enforcing limits on foreign 
goods and promoting a market that is self-sufficient.  

The results also imply that consumer ethnocentrism in Albania is a complex phenomenon 
impacted by protectionist, economic, and patriotic sentiments rather than a single idea. The reasons 
why customers favor domestically produced items and are resistant to foreign ones can be better 
understood thanks to these characteristics. Stakeholders looking to support regional brands or create 
trade regulations that reflect public opinion will find this information useful. 

It is important to emphasize the value of local economic support and national pride when 
developing policies. People might choose goods or services that support regional companies and the 
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expansion of the country, it implies. Businesses and governments could emphasize local economic 
advantages and national identity to encourage customer loyalty. Nationalism-minded consumers may 
prefer products that support national interests, particularly if those products are viewed as "patriotic." 
This may indicate that, despite their higher price, consumers will choose products from regional or 
national brands. In order to shield domestic sectors from outside competition, laws that restrict 
imports may be supported by protectionism, which seems to be a major factor. This could help 
safeguard national security interests, industries, or jobs. 

From an academic perspective, the findings indicate that economic education should educate 
trade policy, market dynamics, and local economic development using the factors of protectionism and 
economic nationalism.  Students can use a Trade Policy Simulation as a teaching tool to explain how 
protectionist sentiment (based on facts) affects actual trade agreements and economic decisions. 
Additionally, students will be given the task of arguing for or against protectionism using both 
theoretical and empirical evidence in a data-driven debate that compares free markets versus 
protectionism. Economic nationalism and trade barriers are used in marketing education to investigate 
national branding, consumer psychology, and brand positioning. Patriotic Branding Workshops, in 
which students examine regional brands that prioritize national identity, are one example of an 
effective teaching strategy. Students use consumer behavior analysis to build consumer segments (such 
as "Ethnocentric Buyers" and "Global Consumers") by interpreting the factor matrix.  After that, 
students create several marketing plans for every market niche. 

The findings demonstrate how adding consumer ethnocentrism to case-based learning and policy 
simulations can greatly enhance the social science and business school curricula. Based on these 
findings (three different factors: economic nationalism, protectionism, and trade barriers), we suggest 
some options for case-based activities, role-plays, and educational materials that promote critical 
thinking regarding regional economic development and national branding.  In a teaching context, 
professors can make use of; 

• Ground theory in real world, local data. 

• Encourage interdisciplinary dialogue on identity, economy, and ethics. 

• Foster analytical and empathetic reasoning among students. 
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