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Abstract 
 

This thesis comprises three separate yet interrelated research articles on product 

country image (PCI). Two theories from social science have provided underpinnings 

for the conceptual model of relationships investigated in this thesis: self-categorization 

theory provides a basis for consumers to categorize products as domestic or foreign, 

whereas social identity theory helps explain consumers‘ ethnocentrism. These theories 

have implications for the applicability of integrated marketing strategies to consumers 

located in nations with different cultures. 

 

Four antecedents of PCI were selected from the literature, namely, materialism (MAT), 

consumer ethnocentrism (CE), value consciousness (VC), and cosmopolitanism (COS), 

and their relationships with consumers‘ perceptions about home product country image 

(HPCI) and foreign product country image (FPCI) were investigated using a sample of 

young Pakistani respondents for the product category of clothing. This was examined in 

the first research article. 

 

The second research article tested the presence of the moderating effect of country 

familiarity (CF) on the relationships of the above-stated 4 antecedents with FPCI. 

The third research paper then investigated the relationship between PCI (including both 

HPCI and FPCI) with consumers‘ willingness to buy (WB) in the presence of the 
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moderating effect of their product experience (PE) from previously using foreign 

products. 

Data were collected through a questionnaire completed by university students in 

Lahore. Validated scales were used to measure the latent constructs mentioned above, 

and confirmatory factor analysis was done to verify that the indicators do load on their 

respective factors with the required loading strength. Thereafter, structural relationships 

between the above-stated latent constructs were tested using structural equation 

modeling. 

In the first article, consumers‘ COS was found to be positively related to not only HPCI 

but also FPCI, which is not unusual, as cosmopolitan consumers are likely to be more 

open minded about both home and foreign products. CE was found to be positively 

related to FPCI, which was unexpected considering findings reported in the literature. 

Consumers‘ MAT was found to be positively related to FPCI, which was intuitively 

commensurate with expectations and in line with the literature. Consumers‘ VC was 

found to be negatively related to FPCI but positively related to HPCI, which is 

understandable in a developing country with low purchasing power. 

The results of the second research article revealed that CF has a moderating effect only 

on the relationship between consumers‘ VC and FPCI and does not moderate the 

relationship between the other 3 antecedents and FPCI.  

The results of the third paper showed that FPCI is positively related to consumers‘ WB 

foreign products. Further, consumers‘ PE with foreign products was found to moderate 

the relationship between FPCI and WB. 

 

Thesis supervisor: Dr. Sohail Zafar 

Supervisor‘s Title: Dean of Business Administration  
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1. Introduction 
 

―The history of Product Country Image (PCI) lies in the concept of country of origin. 

This phenomenon has been widely studied in the literature. It was first studied by Ernest 

Dichter, the noted industrial psychologist at Harvard in 1962. This was initially termed 

―made-in‖ on product labels, and it was noted to influence consumer decision making. 

Schooler (1965) was the first to empirically test and confirm the notion expressed by the 

above quotes –that people have strong views of countries, their people, and their 

products. By 1982, there were about 25 published studies in this area, enough to warrant 

a review of the literature (Bilkey and Nes, 1982), where an insightful analysis on a topic 

of broad popular interest captured the imagination of many around the world and gave 

birth to the field of international marketing.  

Han and Terpstra (1988) and Han (1989) suggested the term PCI as a ―halo 

construct,‖ which means that ‗a country image is used to evaluate product about which 

people know little‘. Similarly PCI was also described as a ―summary construct,‖ that 

means ‗the knowledge about a country‘s product is abstracted into the image of a country 

itself‘. Later, Roth and Romeo (1992) operationalized the PCI construct.  

Marketer‘s attention to the recent phenomena of ―place image‖ or ―country image‖ 

have brought about major transformative changes in how firms present themselves 

globally. Such concepts have attracted considerable attention over a long period of time 

and have been commonly referred to with terms such as ―made-in,‖ ―country of 

origin,‖―brand origin,‖ and ―product-country image.‖ PCI refers to the place-based image 

with which a product is associated by buyers and/or sellers. Until about the early to mid-
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1990s, place-related issues in international marketing were virtually always examined 

from the demand perspective, with the key question being, ―what do buyers think of 

products made in or associated with various places?‖  

The original notion of ―made-in‖ or ―country-of-origin‖ (e.g., Schooler, 1965; Bilkey 

and Nes,1982) was expanded to refer to a product‘s ―place of association‖ rather than 

only of ―manufacture‖ through the notion of ―product-country image‖ (Papadopoulos and 

Heslop, 1993), and this was then coupled with the idea of place branding when 

competitive conditions helped to convince government and other officials that marketing 

plays a critical role in helping improve overall place welfare (Anholt, 2003). In this 

process, the field has been critiqued by various authors on miscellaneous grounds (e.g., 

Douglas and Craig, 1992; Usunier, 2006), which have been systematically countered and 

have helped establish the field as one of the most promising in international marketing 

research (e.g., Josiassen and Harzing, 2008; Papadopoulos et al., 2012)‖ 

Research in international marketing has shown great interest in consumers‘ beliefs 

and attitudes toward foreign countries and globalization. The aim of various researchers 

since the 1980s has been to better explain and deeply understand consumers‘ perceptions 

and their preferences for domestic and foreign products (Bilkey and Nes; 1982, Roth and 

Romeo 1992; Roth and Diamantopoulos, 2009; Cleveland et al., 2009; Diamantopoulos 

et al., 2017). Benefits of  such knowledge about these globalized markets can assist 

companies in better segmenting and targeting international consumers (Bartsch et al., 

2016; Fischer and Roth, 2017).  

 One‘s attitude toward his/her country plays a vital role in forming a perception 

toward that country‘s domestic product (Balabanis et al., 2001). Researchers took interest 
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in investigating whether such attitudes also enter in an individual‘s economic capacity 

and intentions to purchase. An enormous body of literature has focused on consumers‘ 

economic capacity; however, an in depth explanation regarding consumers‘ positive or 

negative dispositions toward domestic and foreign products is still lacking 

(Diamantopoulos et al., 2017; Bartsch et al., 2016; Fischer and Roth 2017). Explanation 

of such formation of consumer attitudes give rise to a new phenomenon called 

place/country branding.  

 

In 1970s and 1980s, research on country image or PCI was oriented to psychology 

before it entered into the domain of international marketing. Theories from this discipline 

have helped researchers understand the PCI phenomenon in depth. Such theories are i) 

social identity theory (developed by Tajfel, 1974, from classical psychology), ii) self-

categorization theory (developed by Turner et al., 1987, from classical psychology and 

later expanded to the field of international marketing by Lee and Ganash (1999)). The 

details and significance of these theories (with respect to the PCI literature) are given 

below: 

 

1.1 Social Identity Theory 

This theory defines in-group and out-group dynamics, which are defined as ―that part 

of an individual‘s self-concept which drives from his knowledge of his membership in a 

social group together with the value and emotional significance to that membership‖ 

(Tajfel, 1974, p.292).  

In-group dynamics are considered to form the identity of locals, whereas out-group 

dynamics are considered to form the identity of foreigners. This theory also explains how 
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individuals become unified into a group and how they are capable of engaging in 

collective behavior. Social identity is therefore based on a cognitive dimension (which is 

based on an individual‘s knowledge of membership in a group) and an affective 

dimension (which is based on the subsequent value that membership holds for the 

individual). 

It was quite interesting to investigate the effects of this theory on consumers, as  

consumers usually have strong preferences for actions that have been approved by their 

reference groups. Consumers are likely to be influenced by their peers and family 

members while forming opinions and perceptions. Therefore it is not unreasonable to 

expect that consumers desire to belong to the ―in-group‖ rather than the ―out-group‖ in 

order to be socially acceptable among their peers and other reference groups. 

 

1.2 Self-Categorization Theory 

Developed by Turner et al. (1987), this theory is known as ―self-categorization 

theory.‖ Later, Lee and Ganash (1999) explored its implications for the field of 

international marketing. This theory draws on the insights gained from classic 

psychological theories about group behavior, which describe and explain the important 

effects of group membership on social behavior and social stereotypes. The concept of 

PCI may be viewed as being based on self-categorization theory.  

This theory emphasizes one‘s self that is cognitively grouped as identical and 

interchangeable with other stimuli within a specific category. It provides an account of 

social influence on individual‘s behavior. Individuals adopt the norms, beliefs, and 

behavior of their fellow in-group members, and they distance themselves from the norms 
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and beliefs of out-group members. Such aspects and behaviors are highly relatable to the 

antecedents of PCI (mainly materialism and ethnocentrism). This theory has provided 

more knowledge about consumers‘ perceptions and attitudes in group settings.  

The theoretical framework of this study is shown in figure 1.1 (see appendix B) 

which highlights the contributions of all three papers in this thesis. In these three 

studies, the same sample size (i.e., 616) has been used because the theoretical 

framework contains mostly similar constructs with a few additional variables in each 

paper. The purpose of having the same methodology and sample size across all these 

three studies was to ensure that all three studies and their research objectives were 

linked with one broader topic (i.e., PCI), and each paper should be interrelated yet 

independent in its own way. All three studies have their own contribution to the 

existing literature. The significance and theoretical contribution is discussed in the 

―introduction‖ section of each paper.  

 

1.3 Research Questions 

The following research questions were investigated in the three papers.  

Study 1:  

a) Is there a (positive or negative) relationship of the four consumer antecedents of 

PCI, namely, materialism (MAT), consumer ethnocentrism (CE), value 

consciousness (VC), and cosmopolitanism (COS) with home product country 

image (HPCI) and with foreign product country image (FPCI)? 

Study 2:  
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b) Is there a moderating effect of country familiarity (CF) on the relationship of 

FPCI with its four antecedents, i.e., (i) MAT, (ii) CE, (iii) VC, and (iv) COS? 

Study 3:  

c) Is there a (positive or negative) relationship between HPCI and willingness to buy 

(WB) and between FPCI and WB? Is there a moderating effect of product 

experience on these aforementioned relationships? 

 

1.4 Research Objectives 

The following research objectives were investigated in the three papers.  

Study 1:  

a) To determine the empirical evidence of the relationship of four consumer 

antecedents of PCI, (materialism; MAT, consumer ethnocentrism; CE, value 

consciousness; VC, and cosmopolitanism; COS) with home product country 

image (HPCI) and with foreign product country image (FPCI). 

Study 2:  
 

b) To measure the moderating effect of country familiarity (CF) on relationship of 

FPCI with its four antecedents, i.e., (i) MAT, (ii) CE, (iii) VC, and (iv) COS. 

Study 3:  

c) To determine the extent of (positive or negative) relationship between HPCI and 

willingness to buy (WB) and between FPCI and WB. Also to find out the 

moderating affects of product experience on the abovementioned relationships. 
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2. Paper I: Antecedents of Product Country Image 
 

 

2.1 Introduction  

 Increased globalization has provided more opportunities to international 

marketers for expansion in domestic and international markets. Therefore certain new 

consumers trends are likely to be notable due to availability of  such opportunities.  As a 

result of deliberate global expansion of brands from developed world into the developing 

countries, consumers are more exposed to foreign products, and they can select from a 

wider range of foreign brands than ever. Marketers have thus shown growing interest in 

understanding the factors related to consumers‘ evaluation and selection of imported 

products. 

  

Prior studies on country of origin have explored the effect of different antecedents 

on evaluation of foreign and domestic products by consumers (Sharma 2011). Similarly, 

Jin et al. (2015) investigated different consumer-related antecedents of product country 

image (PCI). According to these studies, there are differences in consumers evaluation of 

foreign and domestic products  and these differences were reported to be related to 

consumer demographics and psychographics. Therefore it is safe to conclude that such 

factors may lead to differences in consumer attitudes toward foreign products, especially 

in developing markets (Cui and Liu 2001; Batra 1997; Fischer and Roth, 2017). In the 

aforementioned studies, the sample possessed certain personality traits on the basis of 

those traits  they selected their proposed consumer-related antecedents; however, such 

traits may also be applicable to Pakistani consumers.  



 Antecedents of  PCI 

 8 

The purpose of this study is to evaluate the consumer‘s perceptions about PCI. 

These consumers belong to different countries and have different cultures, for example 

eastern vs. western cultures. Variations in consumers across countries (Fischer and Roth, 

2017; Riefler et al., 2012; Shankarmahesh, 2006) have been intensively studied in the 

literature (Siamagka and Balabanis, 2015; Richin and Dawson, 1992), yet there is a need 

to investigate variations among consumers within a country (Cleveland et al., 2009). This 

study focuses on such variations in terms of product country image (PCI). In addition, 

this study tests four antecedents of PCI unlike the previous literature. In a previous study, 

Sharma (2011) empirically tested only three antecedents (Consumer Ethnocentrism (CE), 

Materialism (MAT) and Value Consciousness (VC)), and Jin et al. (2015) empirically 

tested only two antecedents (COS and CE). Therefore, this study makes a conceptual and 

contextual contribution to the existing literature. 

Many studies provide evidence that domestic and foreign product image and 

products‘ country-of-origin affects consumers‘ buying behavior (Lantz and Loeb, 1996). 

Similarly, in other studies, a framework of product category and consumer perceptions 

about country image were shown to have an impact on purchase decisions (Roth and 

Romeo, 1992; Chen et al., 2014; Ayyildiz et al., 2013). 

Empirical evidence indicates that some countries tend to be associated more with 

―a functional country‖ stereotype, whereas others are associated with an ―emotional 

country‖ stereotype (Herz and Diamantopoulos, 2013; Verlegh, 2007). For example, the 

country image of France communicates ―hedonism,‖ thus primarily reflecting ―an 

emotional country‖ stereotype. On the other hand, Germany is considered to be ―a 

functional country,‖ as it is traditionally associated with utilitarianism (Leclerc et al., 
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1994; Jaffe and Nebenzahl, 2006; Herz and Diamantopoulos, 2013). Similarly, Pakistan 

is likely to be considered as an emotional state since Pakistani people tends to show an 

emotional attachment towards their homeland and home products (ethnocentrism). This 

nation is also likely to be considered as an emotional nation in terms of ethnocentrism 

among Asian countries, thus providing a rationale to test the effect of consumer 

ethnocentrism on the image of the country‘s products.  

In this part of the world, a certain segment of consumers seeks pleasure and 

places more importance on their self-satisfaction, which they want to achieve at any cost. 

Hence, materialism and utilitarianism (value consciousness) are relevant factors for 

testing their PCI in this study (Jaffe and Nebenzahl, 2006). Similarly, hedonic consumers 

who are perceived to have grown up in the global era and believed to be globally 

connected (via the Internet) are less likely to be prone to the influence of local culture. 

Therefore, CE and COS were also empirically tested as antecedents of PCI in this study.  

Very few studies have compared developing and developed countries (Jin et al., 2015; 

Sharma, 2015).  In addition, few studies on developing markets, especially in South 

Asian markets such as Pakistan, have been conducted. Such research on South Asian 

consumers can nonetheless provide important managerial implications, as economic 

development experienced by this region in the last 2 decades and the technological 

revolution induced changes in consumers‘ behavior may influence consumers‘ PCI. The 

most important dilemma facing by international marketing managers is the degree to 

which marketing programs should be standardized globally or tailored toward local 

markets. The managerial implications of this study would help marketers better 
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understand consumer characteristics and make a standardized strategy for international 

markets where consumers four psychographics are similar to Pakistani consumers.  

 

2.2 Research Rationale 

Many studies have already addressed the concept of domestic versus foreign 

products and have reported findings about the image of domestic and foreign brands in 

the minds of consumers. However, the effect of the antecedents of PCI on perceptions of 

home  product versus foreign products requires further investigation with reference to 

consumers in a developing economy such as Pakistan. 

An immense body of literature has focused on country of origin, whereas very 

few studies have examined PCI. While these concepts were viewed as interchangeable, 

recent research shows that they significantly differ (Jin et al., 2015). It is quite evident 

from the existing literature that there have been three major forces (nationalism, 

patriotism, and globalization) that effect the perception of global consumers about 

product origin (Laroche et al., 2005; Diamantopoulos et al., 2017; Balabanis et al., 2001). 

Similarly, several studies have focused on antecedents of country of origin (Sharma et al., 

1994; Richin and Dawson 1992; Roth and Romeo, 1992; Bartsch et al., 2016), while few 

studies have focused on the antecedents of PCI. In the following, we discuss the 

formation of the constructs country of origin and PCI and their significance in this study. 

Bilkey and Nes (1982) discussed the importance of country of origin for 

consumers while they were forming a positive or negative perception about a product. 

Similarly, Shimp and Sharma (1987) discussed the importance of ethnicity and its 

relation with country of origin, and they developed a scale to operationalize CE with the 
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concepts of ―nationalism‖ and ―patriotism‖ in mind.  However, the literature suggests that 

further investigation is needed in this area. Later, Cleveland et al. (2009) discussed three 

more antecedents (consumer ethnocentrism, materialism, and cosmopolitanism) and their 

effect and outcomes for different product categories, whereas Balabanis and 

Diamantopoulos (2004) discussed domestic bias in terms of ethnocentrism. The latter 

study found that domestic bias does arise with respect to country of origin. Most studies 

nonetheless have been looking at ethnicity rather than  proposing to pay attention to 

consumers value consciousness and consumers materialism.  

Richin and Dawson (1992) developed a scale for the measurement of materialism 

and consumer value orientation. Later, Sharma (2011) discussed these three antecedents 

(consumer ethnocentrism, value consciousness and materialism) of country image. 

However, no study to date has tested the relationships of all these antecedents 

simultaneously with PCI. This state of affairs provide an opportunity to investigate 

influence of consumer characteristics (such as VC, MAT, COS, and CE) on PCI. 

However, the research objective of previous literature (as discussed above) has been 

limited to investigating  relationship of  country of origin with consumers‘ product 

evaluations (Laroche et al., 2005) and consumers‘ product judgments (Klein et al., 2006). 

Nonetheless, it can be concluded that such studies were first steps in the direction of 

investigating country branding.  

The inconsistency of opinions supported by empirical evidence in the literature 

has provided us with an opportunity for further investigation in the area of PCI. Although 

the literature has focused on the specific and boarder topic of country of origin, there is a 

need to dig deeper in the context of PCI. This study supports a similar argument by Suh 
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and Kwon (2002, p. 63): ―further investigation of different impacts of globalization 

among different cultures on buyer‘s attitudes and behavior should be brought into the 

research agenda.‖ 

There were very few studies that have empirically tested antecedents of PCI. Jin et al. 

(2015) empirically tested only two antecedents, cosmopolitism and consumer 

ethnocentrism. Sharma (2011) empirically tested only three antecedents (Ethnocentrism, 

Materialism and Value Consciousness), while Cleveland et al. (2009) tested 

cosmopolitanism, materialism, and ethnocentrism as antecedents of PCI. The contribution 

of this study is that it empirically tests all four antecedents (Consumer Ethnocentrism, 

Materialism, Cosmopolitanism, and Value Consciousness) together, as has rarely been 

done in the literature (Dimitrovic and Vida 2010). This study therefore makes a 

conceptual and contextual contribution to the existing literature. 

Only these four antecedents were selected because of cultural contextual 

applicability. The literature has suggested that psycho-graphical factors play a vital role 

in forming positive or negative perceptions of PCI. However, demographic antecedents 

have also varied considerably in such an environment, but such studies have already been 

conducted in the literature. In the following lines, we discuss the rationale for considering 

only these four antecedents of PCI (CE, COS, MAT, and VC) in this study.  

Cosmopolitanism was selected as an antecedent to examine its significance with 

respect to globalization strategy, which remains a topic of interest for both academicians 

and managers (Shimp and Sharma, 1987; Dimitrovic and Vida, 2010). Targeting 

cosmopolitan consumers may well represent an appropriate strategy for internally active 

companies (Rieflier et al., 2012). The nature of COS has been a subject of debate in the 
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literature. Some researchers focused on individuals' predisposition for the trait as a main 

element (Bartsch et al., 2017), while others treat it as a personality trait (Cannon and 

Yaprak, 2002). Yet, there is a need for further exploration of consumers‘ 

cosmopolitanism ‗s relationship with Product Country Image held by consumers.  

From the perceptive of increasing globalization, cosmopolitanism supports 

homogeneity, while consumer ethnocentrism is likely to be linked to heterogeneity 

(Rieflier et al., 2012; Cleveland et al., 2009).  Furthermore, COS and, in contrast, CE 

were selected as antecedents to examine cultural differences that depend not only on 

economic factors (Cleveland et al., 2009) but also on cultural orientation of consumers 

(Sharma, 2011). Studying these factors would help researchers better understand 

differences between developed and developing markets.  

Similarly, Balabanis and Diamantopoulos (2004) suggested that ethnocentrism 

and domestic product image are dependent on both country origin and product category. 

Moreover, some studies have shown a negative effect of consumer ethnocentrism on the 

evaluation of foreign products (Sharma, 2011). However, there is no consensus on the 

role of consumer ethnocentrism on PCI with respect to South Asian markets.  

This study also proposes two other antecedents, materialism and value 

consciousness, to understand the perception of consumers regarding home and foreign 

products. These antecedents are related to consumer characteristics and psychographics. 

Research has shown that not only can demographics affect consumer perceptions 

(Cleveland et al., 2009; Siamagka and Balabanis, 2015)  but also psychographics, 

especially consumers‘ value orientation and materialism can affect product and country 

image held by consumers (Richins and Dawson, 1992). 
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2.3 Literature Review and Development of the Hypotheses: 

Roth and Romeo, 1992 have investigated the effect country of origin on 

consumer perceptions of products emanating from different origins by trying to establish 

a match between product categories and products‘ country of origin. Similarly, Lantz and 

Loeb (1996) found that ethnocentric Canadians were more negatively disposed toward 

Mexican products and less so to American products.  

The literature provides numerous constructs for PCI that capture similar 

conceptual domains, but it often fails to theoretically and empirically discriminate 

between them.  Shimp and Sharma (1987) developed a consumer ethnocentrism scale, 

and later Sharma (2011) investigated the role of consumer ethnocentrism (CE), 

materialism (MAT) and value consciousness (VC) among consumers in developed and 

emerging markets. They found the relationships were influenced by the psychographics 

of consumers. Balabanis and Diamantopoulos (2004) investigated nationalism and 

patriotism as antecedents of CE.    Later, Laroche et al. (2005) defined country image not 

on demographics or psychographics dimensions, rather, it was defined to be dependent on 

a three-dimensional concept comprising cognition, affection, and conation. Their study 

stressed the strong influence of product beliefs held by consumers. In contrast, Her and 

Diamantopoulos (2013) offered a new perspective and reported that consumers intention 

to use origin information is conscious and controlled process. The question arises 

whether such conscious intentions are affected by some antecedents? Or such 

consciousness is affected only by consumers‘ demographics? There is a gap in literature 

pertaining to this area, which offers the opportunity to test such antecedents. 
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Another study by Shankarmahesh (2006) investigated consumer ethnocentrism 

and cosmopolitanism. This study showed that global consumers are affected by culture 

and openness of thoughts.  

Similarly, Cleveland et al. (2009) empirically tested antecedents of PCI. Only 

three antecedents (i.e., MAT, COS, and CE) were tested. However, Sharma (2011) also 

tested VC. The results showed that VC, MAT, and CE are influenced by consumers‘ 

psychographics. However, what if a consumer has a cosmopolitan perspective; will that 

affect his/her perception about foreign products? This creates a gap that has yet to be 

explored in the literature.  

Similarly, theoretical and empirically testing of all four antecedents of PCI has 

never been done before in the literature. There is thus a gap in the literature related to the 

PCI phenomenon and its antecedents in the context of increased globalization (Jin et al., 

2015; Dimitrovic and Vida, 2010). The aspect of cultural context is also very important 

here. Most studies have been conducted in developed markets, with very few focusing on 

developing markets. However, no study has been found about the South Asian market, 

especially Pakistan.  

 

In the following paragraphs, the hypotheses of this study driven by the existing 

literature are presented. While the relationships between all these antecedents 

(collectively) has not been empirically tested previously, the impact of these relationships 

has been predicted by researchers on theoretical grounds. 

Cosmopolitanism (COS): 
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The origin of cosmopolitanism lies in early classical periods of Greek, where it 

was stated as ―disdain patriotism, a desire for harmonious international relations and an 

emphasis on predominance of an individual‘s will‖ (Hill, 1988, p.171). In the 1950s, the 

sociology discipline studied this construct in detail. There was a considerable debate on 

the individuals who orient themselves outside their local community and deny their own 

traditions (Merton, 1957). Later, researchers defined this construct as a trait of an 

individual who thinks beyond his/her citizenship (Soysal, 1994; Thompson and Tambyah, 

1999). In 2007, Beck and Grande defined this construct as ―an elusive concept with a 

number of quite different connotations‖ (Beck and Grande, 2007,p.71). It was first 

operationalized by Cannon in 1994; however, Cannon‘s scale was found to suffer from 

dimensionality issues. The most recent and most usable scale was employed by 

Cleveland and Laroche (2007) and further modified by Cleveland et al. (2009). 

Cosmopolitanism (COS) refers to one‘s a tendency to regard himself/herself as a 

world citizen rather than a citizen of a specific country (Riefler and Diamantopoulos, 

2009; Riefler et al., 2012). COS has been defined as ―a conscious openness to the world 

and its cultural differences‖ (Skrbis et al., 2004, p. 117). Such an individual refers 

himself/herself to almost every part of the world. Such individual does not feel attached 

to any specific country or region. This describes one‘s openness to different cultures, 

values, and beliefs (Cannon and Yaprak, 2002).  

Many companies are aiming for globalization which inevitably involves 

interaction with different nations with different cultures. Hence, this area remains of 

significant interest to both academicians and practitioners and exploration of the attitudes 
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of such cosmopolitan consumers continues (Dimitrovic and Vida, 2010; Dimofte et al., 

2010; Shimp and Sharma, 1987).  

Consumers may not perceive their home brands as delivering high quality or status (Jaffe 

and Nebenzahl, 2001; Strizhakova et al., 2008) in a developing country such as Pakistan. 

However, this does not imply that they have a low or negative image of their domestic 

products or brands. Moreover, evidence has shown that such consumers buy local 

products or brands for their private use, since they are inexpensive. They nonetheless 

prefer expensive foreign products or brands for public consumption (Hu et al., 2008). 

Hence, consumers with a high cosmopolitan perspective may distinguish between 

homemade products and foreign products yet may have positive images of both types of 

products. 

H1: There is positive impact of Cosmopolitanism (COS) on Home Product Country 

Image (HPCI) in Pakistan.  

H2: There is positive impact of Cosmopolitanism (COS) on Foreign Product Country 

Image (FPCI) in Pakistan 

 

Consumer Ethnocentrism (CE): 

The origin of this construct is traced by the definition of ethnocentrism introduced 

by Sumner (1906). He stated ethnocentrism  is ―the view of things in which one‘s own 

group is the centre of everything, and all others are scaled and rated with reference to it‖ 

(Sumner, 1906, p. 13). Ethnocentrism emphasizes a ―we group‖ feeling for individuals. 

According to this concept, Sumner (1906) stressed that an individual‘s favorable attitude 
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toward his country is not necessarily associated with his negative feelings toward another 

country.  

Later, this construct was termed consumer ethnocentrism (CE) and shown to be a ―trait 

like property of an individual‘s personality and beliefs held by the consumers about 

appropriateness of purchasing foreign made products‖ by Shimp and Sharma (1987, p. 

280), who developed a scale to measure CE. Sharma et al. (1995) found that CE has three 

antecedents: collectivism, cultural openness, and patriotism. As Jaffe Nebenzahl (2001, 

p.77) stated, ―country image may vary by product category therefore it is likely that the 

degree of consumer ethnocentrism will also vary by product category.‖ This construct has 

been part of the international marketing field since 1987, while it was previously related 

to the field of psychology. 

 CE refers to three elements of consumer behavior that focus on consumer 

attitudes: cognitive, affective, and normative consumer behavior (Dimitrovic and Vida, 

2010; Roth et al., 2015; Roth and Romeo,1992). The basic definition in the literature 

states that CE is a consumer‘s positive belief about a domestic product and negative 

belief about a foreign product (Sahak at al., 2015; Wang et al., 2013). Consumers form a 

positive attitude toward homemade products and reject foreign products to satisfy their 

moral values (Shimp and Sharma, 1987; Manson et al., 2014).  

From this viewpoint, with the increasing trend of globalization and integration of 

consumer purchasing behavior, CE is likely to be connected to greater heterogeneity and 

thus it is likely to be  positively related to home country product image (HPCI) and 

negatively related to foreign country product image (FPCI) (Cleveland et al., 2009; 

Riefler et al.,2012). 
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H3: There is positive impact of Consumer ethnocentrism (CE) on Home Product Country 

Image (HPCI) in Pakistan (i.e., Pakistani consumers will have a positive HPCI if they are 

ethnocentric). 

H4: There is negative impact of Consumer ethnocentrism (CE) on Foreign Product 

Country Image (FPCI) in Pakistan (i.e., Pakistani consumers will have a negative FPCI if 

they are ethnocentric). 

 

Materialism (MAT) 

The term ―materialism‖ has been used since the 18
th

 century. It has been defined 

in the literature as ―nothing exists except matter and its movements‖ by Lange (1865; 

1925). Later, Rassuli and Hollander (1986, p. 10) defined it as ―a mind set of an 

individual in getting and spending‖ .    Materialism (MAT) was termed as ―consumer 

culture‖ by Rassuli and Hollander (1986) and Belk (1988). Many previous studies have 

identified the causes and consequences of MAT and have related this concept to 

personality characteristics and moral consideration (Belk, 1983).  A scale was developed 

by Belk in 1984 to measure the personality traits of an individual in the presence of 

materialism. However, this scale showed scale inconsistency and low scale reliability. 

Later, this scale was modified by Richins and Dawson in 1992, and a recent scale that is 

used by many researchers has been developed by Richins (2004).  

MAT has been discussed in many previous studies. According to the literature, it has 

two main essential components of consumer culture (Roberts, 2000). The first one refers 

to the way consumers associate personal happiness with buying material possessions, 
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while the second is related to satisfying of one‘s needs (materialistic needs) in an 

excessive manner (Roberts, 2000). 

Materialism was also defined as the importance a consumer ascribes to worldly 

possessions (Belk, 1985). It has been regarded as a personality construct with three 

characteristics: envy, possessiveness, and non-generosity (Belk, 1985). Materialists 

attempt to find pleasure and fulfillment through the possession and acquisition of 

expensive products. It can also be referred as a combination of one‘s principles in life 

pertaining to the priorities one places with respect to worldly belongings (Richins, 2004; 

Bushra and Bilal, 2014). 

Consumers with a materialistic approach are likely to have stronger and more 

positive feelings toward foreign brands in emerging markets, such as Pakistan. This is 

because of the high social premium attached to such foreign possession of imported 

goods compared with local goods (Eastman et al., 1997; Wong and Ahuvia, 1998). 

Materialistic consumers are likely to have negative attitudes toward their own local 

brands and products because such products are inexpensive. Such liking and disliking in 

purchase behavior helps materialistic consumers to enhance their social status (Burroughs 

and Rindfleisch, 2002).  

H5: There is negative impact of Materialism (MAT) on Home Product Country 

Image (HPCI) in Pakistan (i.e., less materialistic Pakistani consumers have higher HPCI 

than FPCI). 

H6: There is positive impact of Materialism (MAT) on Foreign Product Country 

Image (FPCI) in Pakistan (i.e., highly materialistic Pakistani consumers have higher 

FPCI than HPCI). 
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Value Consciousness (VC) 

This concept was conceptualized by Monroe and Petroshius in 1981. It was 

defined as a ratio between value and quality to price. Later, acquisition transaction utility 

theory was proposed by Thaler (1983), who further investigated the relationship between 

coupon proneness and the psychological construct ―value consciousness.‖This construct 

then became a part of the marketing field, which mainly focused on the behavior of 

individuals who paid lower prices. This phenomenon became popular in marketplace 

responses. In 1988, Zeithaml associated this concept with a ―give and get‖ phenomenon, 

and this construct was later on operationalized by Lihtenstein et al. (1993). Very few 

studies have explored the effects of price sensitivity on consumer evaluations of imported 

products (Sharma, 2011).  

Most emerging markets such as Pakistan have wide disparities in income and 

education levels. Individual with low income are likely to compromise on quality 

according to the price they pay for the product (Batra, 1997; Cui & Liu, 2001). They 

evaluate the utility of the product by a ―give and get‖ approach (Monroe and Petroshius, 

1981). Such consumers perceive the use of imported brands as a ―useless luxury‖ and 

―wasteful expenditure‖ because of the low utility value the imported brands offer in 

return for paying a handsome amount (Gong, 2003).  

Very few studies have focused on the effect of consumers‘ value consciousness 

(VC) and consumers‘ price sensitivity on their evaluation of PCI. Some studies have 

shown that consumers associate local products with better monetary value (Kinra, 2006). 

They focus more on the price of a product and choose cheaper and local brands for 
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private consumption, whereas expensive products are for public consumption – based on 

their quality and image (Hu et al., 2008). Therefore, value conscious consumers are likely 

to prefer cheap and local products from their homeland rather than expensive foreign 

products from different countries because of the higher perceived prices. 

Consumers who possess high price sensitivity and value consciousness are not 

likely to prefer to  buy foreign products despite their perceived high quality (Usunier, 

1994). Many consumers have unfavorable perceptions of products imported from other 

emerging markets (Ettenson, 1993; Huddleston et al., 2001). Due to the high prices of 

such foreign brands, consumers have lower preferences for such products compared with 

domestic products. They perceive such products to provide less value for their money. 

H7: There is positive impact of Value Consciousness (VC) on Home Product 

Country Image (HPCI) in Pakistan (i.e., if Pakistani consumers are more value 

conscious, then they would have higher HPCI). 

H8: There is negative impact of Value Consciousness (VC) on Foreign Product 

Country Image (FPCI) in Pakistan (i.e., if Pakistani consumers are more value conscious, 

then they would have lower FPCI). 
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2.4Theoretical Framework 

Our first conceptual framework (see figure 2.1) was derived from the existing 

literature (Sharma, 2011;Jin et al., 2015).  

 

 

 H2   + H3 +  

 H1  +  H4  -  

   

 H7 +    

 H5 - H8 - 

 H6 + 

 

 

Figure 2.1. Conceptual model of the antecedents of PCI 

 

2.5 Research Methodology 

Sample Criteria and Respondent Profile 

Consumers‘ perceptions of domestic and foreign goods are primarily dependent 

on certain consumer characteristics, such as age, income, lifestyle, and culture. 

Similarities in cognitive and behavioral cues have been found within certain age groups 

that possesses certain personality traits that give them a tendency to evaluate foreign 

brands in similar fashion (Allred et al., 1999; Knight et al., 2003; Pereira et al., 2005; 

Chung et al., 2016; Jang et al., 2015). Consumers with such traits are often of young age 

(20 to 30 years old) and of a certain financial background (high income group), which 

makes them more aware of foreign goods. This consumer segment is likely to be more 
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active and aggressive in their views and buying intentions with respect to foreign goods 

(Orbaiz and Papadopoulos, 2003; Bian and Forsythe, 2012).  

Such consumers are an important future market for foreign brands. There are 

several reasons for this: i) they represent a major consumer group for apparel products, ii) 

they are easily influenced by the styles of celebrities, iii) it is assumed that they have 

enough knowledge about luxurious foreign brands, and iv) they have a tendency to 

established life-long buying patterns and loyalties (later in their lives such as in old age) 

with such foreign brands (Bian and Forsythe, 2012). 

According to the statistics of  UNICEF, 63% of the total population* constitutes 

youth under the age of 25 in Pakistan. Further, youth represent 55% of the city Lahore**. 

Similarly, statistics provided by the World Bank show that Pakistan is ranked fourth in 

terms of value in the apparel sector, which accounts for 19% of its export. Awareness of 

this sector is primarily found among youth**. 

These facts show the significance of young consumers who are forming 

perceptions about domestic goods against foreign brands in the clothing category. 

In order to gain information about perceptions of foreign and domestic products, 

such consumers were contacted (by some researchers) in their universities (see Tables 2.1 

and 2.2). 

These consumers were contacted while they were in their colleges/universities 

rather than at different restaurants or cinema houses so that accurate information could be 

obtained. One of the reasons for selecting universities for this study was also that these 

consumers would feel comfortable completing the questionnaire. Individuals often get 

irritated if they are asked questions during their leisure time, such as family or friend 

* Website for this information can be found at http://www.ipripak.org//unicef//  **http://www.brecorder.com// 

http://www.ipripak.org/unicef/
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gatherings. This practice is quite common in the social science discipline, and it has been 

used by many scholars specifically in this research area (see Table 2.1). Similar samples 

of students have been employed by many scholars in such research (see Tables 2.1 and 

2.2). 

Table 2.1: Content analysis of previous literature for respondent type and sample 

Authors  Product type   Country 

Alex &Abraham (2015) Alcoholic beverages Denmark, Germany, India 

Baumann, Chong &Hanna (2015) Automobiles and shampoo Unknown 

Parts & Vida (2015) Alcoholic products, clothes, furniture  Unknown  

Orbaiz &Papadolous (2003) Unknown  Spain, France 

Verlegh (2015) Unknown  Unknown 

Heslop et al. (2004) Unknown  Unknown 

Ahmed &d‘Astous (2007) Unknown  Canada, USA, Germany,Japan 

Shamra (2011) Cars, skin care products, computers USA, UK, China,India 

Wang at al. (2013) Unknown  Japan 

Parameswara&Pisharodi (1994) Cars, blenders Germany, Korea 

Badri, Davis &Davis (1995) Automobiles, household electronics USA, Japan, Germany, England  

Shaffer &O'Hara (1995)  Lawyers USA 

Chung (1995)  Cars USA 

Ahmed & d'Astous(1995) Computer systems, fax machines,  Canada, Mexico, Japan 

Harrison-Walker (1995)  Ophthalmologists USA, India, Japan, Spain 

Lantz &Loeb(1996)  Computer mouse pads USA, Canada, Mexico 

Häubl (1996)  Automobiles  Germany 

Agarwal &Sikri(1996)  Trucks, bicycles, rackets Japan, France, Germany, Korea 

Niss(1996) Foodstuffs and dairy produce Denmark 

Zhang, Y. (1996)  Shirts, televisions USA, Japan, South Korea 

Zhang, Y. (1997)  Personal computers, luggage sets USA, Mexico, Japan, Taiwan 

Zain, O.M. and Yasin, N.M. (1997) Cars, dresses/shirts, pants, shoes Russia, Turkey, USA, China 

Lim, J.-S. and Darley, W.K. (1997) Televisions Japan, Mexico 

D'Astous, Ahmed, S.A. (1999)  Videocassette recorders Belgium, Brazil, Canada, France,  

Leonidou et al. (1999) Foodstuffs, household cleaning  Japan, Hong Kong, Singapore 

Knight, G.A. (1999)  Microwave ovens and dishes USA, Japan 

Lee, D. and Ganesh, G. (1999)  Televisions and video cassettes  Canada, Mexico 

Silva Davies, Naude (2001) Textiles/clothing UK, Portugal 

Klein, J.G. (2002)  Cars Japan, South Korea, USA 

Kleppe, I.A., Iversen, N.M. and Seafood Norway 

Lim, K. and O‘Cass, A. (2001)  Fashion clothing brands Unknown 
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Parts and Vida (2015) alcoholic products, clothes, furniture  Unknown  

Orbaiz and Papadolous (2003) Unknown  Spain, France 

Verlegh (2015) Unknown  Unknown 

Shamra (2011) Cars, skin care products, computers USA, UK, China, India 

Wang at al. (2013) Unknown  Unknown 

 

 

Table 2.2: Content analysis of previous literature for respondent type, sampling 

technique, and sample size 

 

Studies Respondent type Technique Sample size 

Heslop et al. (2004) Consumers Random sampling 312 

Mittelstaedt et al. (2004) Students Convenience sampling 338 

Papadopolous (1986) Consumers Cluster sampling 247 

Verlegh (2001) Consumers Convenience sampling 204 

Nebenzahl et al. (2003) Households Quota sampling 4200 

Ittersum et al., (2003) Households Convenience sampling 130 

Knight et al. (2003) Students Convenience sampling 488 

d'Astous and Boujbel (2007) Students Snow ball sampling 174 

Reierson (1967) Students Quota sampling 441 

Pereira et al., (2005) Students Convenience sampling 135 

Watsons Dunn (1987) Students Snow ball sampling 252 

Brijis (2006) Students Convenience sampling 616 

Allred et al., (1999) Students Convenience sampling 214 

Woodside and Lysonski (1990) Students Random sampling 210 

Alex and Abraham (2015) Students Convenience sampling 300 

Baumann, Chong and Hanna (2015) Students Random sampling 219 

Parts and Vida (2015) Students Stratified sampling 532 

Orbaiz and Papadolous (2003) Consumer Random sampling 198 

Verlegh (2015) Consumers Judgmental sampling 278 

Heslop et al. (2003) Students Convenience sampling 312 

Ahmed and d‘Astous (2007) Students Judgmental sampling 512 

Shamra (2011) Students Convenience sampling 550 

Wang at al. (2013) Students Snow ball sampling 1000 

Parameswaran, R. and Pisharodi, 

R.M. (1994) Students Convenience sampling 678 

Badri, M.A., Davis, D.L. and 

Davis,D.F. (1995) Adults Convenience sampling 499 

Moeller (1997) Students Judgmental sampling 415 

Huabl (1996) Consumers Quota sampling 313 

Kuhn (1993) Students Judgmental sampling 499 
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Pre selection of Country and Product Type through Focus Groups 

Before the questionnaire was distributed, two focus groups were conducted. The 

purpose for conducting the focus group was to select a particular foreign country and a 

product type, as every respondent might have a different ―foreign country‖ or ―product 

type‖ in his/her mind while completing the questionnaire. Moreover, another reason for 

conducting two different focus groups and getting responses from two different groups 

was to test the robustness of the results and to avoid bias and variations in the responses. 

These two focus groups were conducted in Lahore School of Economics (a university 

located in Lahore city).  

The purpose of conducting these focus groups was to keep a foreign product and a 

foreign country fixed in the minds of consumers while they were completing the 

questionnaire so that there is consistency in their responses. For example, when a 

respondent is completing the questionnaire, he/she will have one product category in 

mind and associate that product with one particular foreign country while answering the 

questions. The next respondent will then do the same. This method helps keep the 

respondent‘s perception (for a product category and a foreign country) constant while 

completing the questionnaire. In addition, it helped minimize ambiguity related variations 

in responses from different respondents, which could lead to biased results. For example, 

one respondent could perceive ―car‖ as a product type and associate it with ―Germany‖ as 

the foreign country while completing the questionnaire. Then, another respondent could 

perceive ―chocolate‖ as the product type and associate it with ―Belgium‖ as the foreign 

country. The responses from these two respondents (on the same questionnaire) based on 
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their perception would be entirely different due to the difference of perception of their 

respective product type and foreign country. This is the reason that there was a need to 

fix one product type and a foreign country throughout the data collection procedure. This 

method is well aligned with the existing literature (see Table 2.1). For example, Sharma 

(2011, p. 272) preselected a fictitious brand of car and computer. Moreover, in that study 

he preselected four countries: USA, UK, China, and India (see Table2.1).  

Similarly, Aurier and Fort (2007) preselected cheese and canned meat; Auger et 

al. (2010) preselected AA batteries and athletic shoes; and Part and Vida (2013) 

preselected clothes and furniture as foreign product categories. A similar research 

methodology as used in the previous literature for selecting foreign products was also 

used in this study. Thus, the research methodology is well linked with existing 

methodologies used in this domain (see Table 2.1). 

There are advantages and disadvantages of the pre selection approach. Evidence 

have been reported in the literature (see Table 2.1) in support of pre selection. Many 

researchers have selected a particular foreign country and a product category for 

investigating their research question, particularly in this area of research. Doing so made 

their findings more understandable.  

Much of the research on PCI has been conducted by using a similar approach 

(Bilkey and Nes, 1982; Papadopoulous and Heslop, 2003; Verlegh and Steenkamp, 1999; 

Verlegh, 2007). However, there has been criticism by Jin et al. (2015) of such an 

approach. According to these authors, the selection of a country in advance creates an 

incomplete understanding of a particular country. Moreover, they argued that an 

assumption in this method of pre selection is that the respondents have sufficient 
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knowledge about the preselected country and that they are able to judge that foreign 

country to be important to them. However, they admitted that many studies have used this 

pre selection approach and that there is a strong justification for using this methodology 

(Sharma, 2011; Aurier and Fort, 2007). 

The appropriateness of the use of this approach is dependent on the type of 

research objectives that a researcher wants to pursue. For example, the aim of Jin et al. 

(2015) was to test the relationship between antecedents of PCI with the moderating role 

of country‘s development status. Applying a different procedure to calculate the 

moderating effect of a country‘s developmental status allowed them to assume that all 

respondents would at least be familiar with one significant foreign country. This 

approach is no different from the approach used in this study. As stated by Jin et al. 

(2015, p. 385), ―We asked respondent to pick the country from the list with which they 

were most familiar with. The purpose here was to ensure that respondent[s] had a specific 

country image when considering a repeated PCI image scaling question. By allowing 

consumers to select the most familiar foreign countries from the list we were able to test 

the foreignness effect.‖ 

Similarly, for this study, focus groups were used to ensure that a specific country 

image was fixed in the minds of consumers while completing the questionnaire. However 

no list was provided to them; instead, they were asked to pick the name of a foreign 

country that come to mind in order to develop their own understanding of the word 

―foreignness‖ and to list the name of the countries that give them a feeling of foreignness. 

After a majority of responses related to one foreign country and product type was 
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obtained, this country and product type were included in the questionnaire. Further 

discussion of this procedure is given below. 

 

Discussion of the Focus Groups 

The first focus group consisted of nine students who mainly belonged to a BBA 

program, and discussion in this group lasted for one hour and 15 minutes. The second 

focus group consisted of eleven students who belonged to MBA and BBA programs; 

discussion in this group lasted for one hour and 35 minutes. All participants (in both 

focus groups) were taken from Lahore School of Economics. Their ages ranged from 20 

to 25 years. The sample groups consisted of both genders. Respondents were selected 

from the same age group and of the same respondent type (students) to have consistency 

in the results in terms of their perceptions while they were completing the questionnaire, 

as this questionnaire was distributed to the same age group. While the participants in 

these focus groups do not represent all of Pakistani youth, the results of these focus 

groups can give us an idea about how this specific segment of respondents perceives a 

―product type‖ and ―a foreign country.‖In addition, the main purpose of conducting the 

focus groups was to establish a specific product type and specific foreign country for later 

use in the questionnaire. Thus, these groups can give us an approximation of how youth 

within a particular age bracket perceives the selected foreign country and its products. It 

is also evident from the literature (see Table 2.2) that researchers have used the same type 

of respondents (students) to gather data for similar research objectives. However, the 

generalizability of the results, especially in this research area, is also quite debatable. This 

is because research on foreign products or a foreign country can only be investigated 
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from respondents who are privileged in terms of financial resources and/or who have a 

certain level of exposure to foreign products or foreign countries. Thus, consumers‘ 

perception of domestic and foreign goods primarily depends on certain consumer 

characteristics, such as age, lifestyle, financial background, and culture. Similarities in 

cognitive and behavioral cues have been found within certain age groups that possess 

certain personality traits that give them a tendency to evaluate foreign brands (Allred et 

al., 1999; Knight et al., 2003; Pereira et al., 2005; Chung et al., 2016; Jang et al., 2015). 

Discussion in these focus groups merely relied on the identification of the name 

of a product type and a foreign country. Discussion in both focus groups started with an 

open-ended question related to the name of a foreign country. The participants were 

asked to think and then respond about what they understand by the word ―foreignness.‖ 

Later, they were asked to come up with the names of foreign countries that they can 

easily associate with the term ―foreignness/foreign country.‖The majority of respondents 

in both focus groups associated ―foreignness‖ or ―foreign country‖ with the USA and/or 

the UK (see Table 2.3). However, there were some other responses (which are 

categorized as ―others‖ in Table 2.3). These responses included Germany in the first 

focus group and Canada in the second focus group). However, the majority of 

participants (8 of 9 respondents in first focus group, and 10 of 11 in second focus group) 

associated a foreign country or the word ―foreignness‖ with two countries, the USA or 

UK. These countries were named by the equal number of participants in both focus 

groups. These countries were thus used to form a perception of a foreign country so that e 

it could be used interchangeably in the questionnaire. It would be incorrect for us to have 

included only one country‘s name (e.g., USA only) in the questionnaire. It was evident 



 Antecedents of  PCI 

 32 

from the responses of both focus groups that participants equally treated images of UK 

and USA as a foreign country (see Table2.3).  

 

Table 2.3 Results of the focus groups for the pre selection of country 

 

 

 

 

 Similarly, after preselecting the foreign country, the next step was to preselect a 

product type. This was done again in the same focus groups. When participants were 

asked about the product type (first product that comes to their mind), they came up with 

different product categories, such as cars, food items, clothing, and shoes (see Table 2.4).  

In the second phase of the focus groups, participants were asked to relate ―A 

foreign country such as the USA or UK with a product type. In both focus groups, the 

majority of participants associated the product type ―Clothes‖ with these 2 foreign 

countries. Few participants responded with cars as the product category (see Table 2.4). 

Finally, after going through this process, USA/UK was selected as a foreign country, and 

―clothing‖ was selected as a product category for this study. Later, the names of these 

foreign countries and the selected product category were used in the questionnaire to 

collect data from the sample of respondents (see appendix A). 

 

 Table 2.4: Results of the focus groups for the pre-selection of product category 

 

 

 

Country No. of responses from 

first focus group 

No. of responses from 

second focus group 

USA 

UK 

4  

4 

5 

5 

Others 1 1 

Product categories No. of responses in 

First focus group  

No. of responses in 

Second focus group  

Clothes/textiles 6 7 

Cars 2 3 

Cosmetics, skin care products 1 1 
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Data Collection from the Survey Method 

Pretesting of the questionnaire  

To avoid biased results, the questionnaire was pretested. The same respondents 

from both focus groups were asked to answer questions on a seven-point Likert scale. 

After completing the questionnaire, each respondent was asked about the difficulty of 

understanding the words or the concepts that were used in each question. The majority of 

them were satisfied and were familiar with the words used in the questions. They were 

able to relate to the concepts and were able to answers the questions appropriately. Each 

respondent took 40-45 minutes (on average) to complete the whole questionnaire.  

Pilot Study 

Later, the same questionnaire was distributed to 80 respondents. These 

respondents were students of Lahore School of Economics from the BBA Program. The 

sample size for this pilot study has been taken from the previous literature (Jin et al., 

2006; Jin et al., 2015; Sharma, 2011). An analysis was run to extract results, and the 

results showed similar relationships of constructs as found and reported in the existing 

literature.  

Selection of the Actual Sample of Respondents 

For the selection of respondents, purposive sampling was used. This type of 

sampling is quite common in this area of research (see Table 2.2). For data selection, a 

university was selected on the basis of its student enrollment size. The sampling 

technique was selected on the basis of the student enrollment size for each university to 

include all respondents from universities of all sizes in order to make the sample more 

representative of the students‘ population. Students were selected as the sample because 
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these consumers have the traits that they are often of young age (20 to 30 years old) and 

of a certain financial background (high family income group), which makes them more 

aware of foreign goods. Such consumer segments are likely to be more active and 

aggressive in their views and buying intentions of foreign goods (Jin et al., 2015; Orbaiz 

and Papadopoulos, 2003; Bian and Forsythe, 2012). These sampling  criteria are in line 

with the existing literature (see Table 2.2).  

The first step was to randomly select the universities. For this purpose, all private- 

and public-sector universities recognized by the Higher Education Commission (HEC) of 

Pakistan were considered. The list of universities on the HEC website consists of three 

categories based on the strength of the students enrolled in each university. These 

categories are labeled ―large university,‖ ―medium university,‖ and ―small university.‖ 

According to this criterion, large universities have student enrollment greater than 7,000, 

whereas medium-sized universities have student enrollment between 3,000 and 7,000, 

and small universities have student enrollment of less than 3,000 students*.  

The second step was to identify public and private universities from each size 

category that are located in the city of Lahore, Pakistan. There are four large public and 

private universities, five medium-sized universities, and eight small universities [in 

Lahore city (see Table2.5).  

Table 2.5: Sample selection 

 

 

 

 

* Website for this information can be found at https://www.paked.net/higher_education/hec_university_rankings.htm# 

Sample   Usable 

Total 

distributed 

Large university  210 300 

Medium university  201 300 

Small university 205 300 

Total sample size 616 900 

Response rate  68.40% 
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Later, the names of all these public and private universities that are located in Lahore 

were written on a piece of paper, and one university from each size category was 

randomly selected in order to ensure that each public and private university had an equal 

chance to be selected. The University of Lahore was randomly selected in the large size 

category, the University of Central Punjab was randomly selected in the medium size 

category, and Beaconhouse National University (BNU) was randomly selected in the 

small size category. All of these are private universities located in Lahore. There was an 

equal chance for public universities to be selected in the sample, but all the universities 

that were randomly selected turned out to be private universities by chance. However, the 

random selection of private universities was beneficial for this study, as respondents 

belonging to private universities (in this part of the world) are perceived to be more 

aware of and more exposed to foreign products. This is because of their higher family 

income level, which supports characteristics required to be present in the respondent 

profile for this study (as discussed earlier).  

Three hundred questionnaires were distributed in each university (see Table 2.5). 

Two hundred and ten complete questionnaires with no missing values were received from 

the University of Lahore (response rate 70%), 201 responses were received from the 

University of Central Punjab (response rate 67%), and 205 were received from BNU 

(response rate 68.3%). The total number of usable responses for this study was 616 from 

the three selected universities (see Table 2.5). The questionnaire was self-administered, 

and were randomly distributed. Every student from their respective (three) university had 

an equal chance to be selected for the sample. The questionnaire was distributed to every 
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student who was passing the main gate between 11:00 am to 1:00 pm. The respondent 

consisted of both genders, and their ages ranged between 20 and 30 years.  

 

Constructs and Measurement 

PCI is a multidimensional construct, therefore many studies on PCI have devised 

multidimensional scales; however, the size of the effect may vary across products, 

consumers, and situations. Nonetheless, ―the impact of PCI is real, pervasive, and 

measurable‖ (Heslop et al., 2004, p. 1178).  

Items of all constructs used in this study were taken from the existing literature. 

These items were measured on a seven-point Likert scale ranging from 1 = strongly 

disagree to 7= strongly agree. Following are the constructs with respect to its items: 

Table 2.5b. Measurement of the constructs 

Constructs No. of items Sources 

Cosmopolitanism (COS) 5 items Cleveland et al.(2009) 

Consumer Ethnocentrism (CE) 6 items Shimp and Sharma (1987). 

Value Consciousness (VC) 4 items Lichtenstein et al. (1990) 

Materialism (MAT) 8 items Richin (2004) 

Home Product Country Image 

(HPCI) 

4 items Roth and Romeo (1992) 

Foreign Product Country 

Image (FPCI) 

4 items Roth and Romeo (1992) 

 

The questionnaires distributed to the respondents did not list the names of the 

variables that were being measured. Each questionnaire comprised 4 questions on 



 

 37 

demographics. It was presented in simple English language, and on average, respondents 

took 40-45 minutes to complete the questionnaire. 

 

2.6 Empirical Results  

Data Analysis Tools and Techniques 

Data were coded into SPSS software, checked for data entry errors and missing 

values (which were deleted case-wise).  Coded data were used in AMOS Graphics 18.0 to 

estimate the measurement models and structural models. 

Harman’s One-Factor Test 

Harman‘s one factor test was conducted in order to analyses the presence of 

common method variance in the data. If a single factor reports most of the variance (more 

than 50% of the variation), then common method variance exists (Podsakoff et al., 2003). 

In the current study, such bias was not present because 19.55% of the variance was 

explained by the first component (see Table 2.7). These factors were extracted in SPSS 

software using principal component analysis. 

 

Table 2.7: Common method variance test 

Component  

Total % of 

variance 

Cumulative 

% 

1 6.060 19.550 19.550 

2 2.521 8.131 27.681 

3 1.969 6.351 34.032 

4 1.804 5.819 39.851 

5 1.680 5.418 45.269 

6 1.322 4.264 49.532 
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Measurement Model: Confirmatory Factor Analysis 

The above model was a reflective model (not formative), so confirmatory factor 

analysis (CFA) was used. This analysis confirmed that each item of questionnaire loaded 

on the respective construct as proposed in the literature. Similarly, the composite 

reliability and validity of each constructs was also tested and the latent factors 

compositions were found to confirm that the result reported in the existing literature, and 

the extracted factors were found to be in line with those expected based on the findings 

reported by  previous researchers. 

The two-step approach suggested by Anderson and Gerbing (1988) was used in 

this study to test the measurement model. The measurement model for factor extraction in 

the factor analysis was tested before testing for the structural model. CFA gave the 

standardized factor loadings of each item of these latent constructs. Then, the reliability 

(composite) and validity (convergent and discriminant) of the latent constructs were 

tested. The goodness of fit of the observed and implied model was tested in order to 

ensure that the two covariance matrices, actual and implied by model, were not 

significantly different. Calculating regression coefficients by running regression paths 

simultaneously is a new and upcoming statistical technique for results analysis. Many 

researchers have used this data analysis tool (Jin et al., 2015; Laroche et al., 2005), as it 

helps the researcher calculate the factor loadings of dependent and all independent 

7 1.184 3.819 53.352 

8 1.035 3.338 56.690 

9 1.005 3.242 59.932 
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variables collectively. Moreover, it helps check the construct reliability and validity 

simultaneously in the model.  

 The items with a standardized factor loading of less than 0.5 were deleted to 

ensure that the scale used in this study reflects a well-structured dimensionality scale 

(Segars and Grover, 1998). The literature has shown the deletion of constructs (if their 

loadings are less than 0.5) to be a common practice. For reflective constructs, it is 

permissible to drop indicators that do not load strongly (loading above 0.5) on the 

respective factor (Segars and Grover, 1998). Generally, if a factor is left with one or two 

indicators, it is permissible to use it (Hair et al., 2006).   According to Hair et al. (2006), 

researchers should use a single item to measure a construct, as a construct does not offer 

more items for explanation.  

Initially, MAT consisted of eight items in the questionnaire (see appendix A); 

however, the loading of four items were below 0.5, so these items were deleted. 

Similarly, three items of COS and two items of VC,HPCI, and CE were deleted. Only 

one item of FPCI was deleted, as the rest of the items loaded on this construct (with 

weights greater than 0.5) (see Table 2.9). 

Table 2.8: Model fit summary (CFA model fit) 

 

 

The overall fit indices demonstrated a good fit with the data (χ² = 200.7, df =104, 

CFI = 0.96, TLI = 0.95, RMSEA = 0.04). These indices demonstrated the parsimony of 

the measurement model, as the Chi-square value to degrees of freedom ratio (χ²/df = 

1.91) was less than the cut off value of 3, as suggested by Bagozzi and Yi (1988), Segars 

and Grover (1998), and Carmines and McIver (1981). This means that the implied and 

  CMIN/DF NFI IFI TLI CFI RMSEA 

Model 1.91 0.92 0.96 0.95 0.96 0.04 
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observed covariance matrices were not significantly different from each other; hence, the 

model was a good fit of actual data. 

Further, the normed fit index (NFI), incremental fit index (IFI), Tucker-Lewis 

coefficient (TLI), and comparative fit index (CFI) were greater than 0.9, which indicates 

good model fit because the values are above or close to 0.85 (Segars and Grover, 1998). 

In addition, the root mean square error of approximation (RMSEA) value should be less 

than 0.10 (Hair et al., 2006). This measures the average difference between the observed 

covariance and the implied model covariance. In this study, the value was less than 0.10, 

indicating good model fit. 

Table2.9: Standardized factor loadings, composite reliability, and convergent 

validity  

Construct Items Estimates* Reliability  

Convergent 

validity 

(AVE) 

Consumer Ethnocentrism CE2 0.68 0.80 0.50 

 

CE3 0.65 

  

 

CE4 0.79 

  

 

CE6 0.67 

  Cosmopolitanism COS4 0.72 0.70 0.53 

 

COS5 0.73 

  Value Consciousness VC2 0.69 0.71 0.56 

 

VC4 0.80 

  Materialism M3 0.64 0.75 0.50 

 

M4 0.63 

  

 

M5 0.71 

  

 

M6 0.62 

  Home Product Country 

Image 
HPCI1 0.85 

0.74 0.60 

 

HPCI3 0.67 

  Foreign Product Country 

Image 
FPCI1 0.65 

0.71 0.50 

 

FPCI2 0.68 

    FPCI3 0.69     

*The heading Estimate refers to factor loading of respective items 
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Before conducting the path analysis, this study examined the reliability and 

validity of all constructs. Table 2.9 shows the composite reliability, average variance 

extracted (AVE), which measures convergent validity, and standardized factor loadings 

for each item of the constructs. 

Each construct had reliability values equal or greater than 0.7 (minimum 

requirement, Bagozzi and Yi, 1988), indicating that multiple measurement items were 

highly reliable for measuring each latent construct (Bagozzi and Yi, 1988; Hair et al., 

2006). The range of reliability for the constructs was from 0.70 to 0.80 (see Table 2.9).  

Similarly, convergent validity measured by AVE was examined for each factor 

(Hair et al., 2006). All the AVE values were greater than 0.4, with a range from 0.50 to 

0.60. These values were above the minimum requirement indicated by Bagozzi and 

Phillips (1982), Phillips (1981), Coudounaris and Kvasova (2001), and Verhoef et al., 

(2002). Therefore all latent factor had convergent validity. 

Discriminant validity of each latent factor was also assessed by comparing the 

AVE value of each latent construct  with the values of the squared covariance between 

the constructs (Fornell and Larcker, 1981). If the AVE value of a construct was greater 

than all the covariances squared of that construct with other constructs then the construct 

had discriminant validity.   (Fornell and Larcker, 1981). In this study, each AVE value 

was greater than the squared covariance of its corresponding inter-construct covariance, 

hence confirming discriminant validity for each construct (see Table 2.10). 
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Table 2.10: Discriminant validity 

Constructs   Covariance Discriminant validity         AVE 

CE COS 0.62 0.39                                      0.50     
CE VC -0.11 0.01                                 
CE MAT 0.08 0.01   
CE HPCI -0.15 0.02   
FPCI CE -0.11 0.01                                     0.50   
COS VC 0.00 0.00   
COS MAT 0.13 0.02                                    0.53   
COS HPCI -0.02 0.00   
FPCI COS -0.02 0.00                                    0.50   
VC MAT 0.02 0.00                         
VC HPCI -0.15 0.02                                    0.56   
FPCI VC 0.22 0.05   
MAT HPCI 0.27 0.07       
FPCI MAT 0.11 0.01                                    0.50   
FPCI HPCI -0.03 0.00   
HPCI represents home product country image, FPCI represents foreign product country image, COS represents 

cosmopolitanism, CE represents consumer ethnocentrism, MAT represents materialism, and VC represents value 

consciousness. 

 

Path Analysis (Structural Equal Modeling) Hypothesis Testing 

For the hypothesis testing, structural equation modeling (SEM) was used after 

analyzing the measurement model. The path analysis used a simultaneous maximum 

likelihood estimation procedure to examine the hypothesized relationships among all 

endogenous (dependent) and exogenous (independent) constructs. The fit indices of the 

study are shown in Table 2.11. 

Table 2.11: Model fit summary (Path analysis model fit) 

  CMIN/DF NFI IFI TLI CFI RMSEA 

Model 1.90 0.90 0.94 0.93 0.96 0.04 

 

The overall fit indices demonstrated a good fit with the data (χ² = 200.1, df =137, 

CFI = 0.96, TLI = 0.93, RMSEA = 0.04). These indices demonstrated the parsimony of 

the structural model, as the Chi-square value to degrees of freedom ratio  (χ²/df = 2.20) 
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was less than the cut off value of 3 (Bagozzi and Yi, 1988; Segars and Grover, 1998; 

Carmines and McIver, 1981).  

Further, the NFI, IFI, TLI, and CFI were greater than 0.9, indicating good model 

fit since the values are above or close to 0.85 (Segars and Grover, 1998). In addition, the 

RMSEA value should be less than 0.10 (Hair et al., 2006). This measures the average 

difference between the observed covariance and the implied model covariance. These 

values indicate that the structural model provides a reasonable explanation of the 

observed covariance among the constructs of interest (see Table 2.11).  

 

The results of the structural model are shown in Table 2.12. The latent construct 

Materialism (MAT) was found to have a significant, positive effect on Foreign Product 

Country Image (FPCI) (β = 0.10, p < 0.05), so H6 is accepted. However, MAT did not 

have a significant relationship with Home Product Country Image (HPCI) (β = -0.03, p > 

0.01); hence, H5 is rejected. It is likely that more materialistic consumers have more 

positive perceptions about foreign brands and products than about local brands. 

Acquisition of such foreign products helps them find pleasure and confidence (see Table 

2.12) 

Value conscious consumers (VC) were found to have a significant negative 

relationship with FPCI (β = -0.24, p < 0.01), so H8 is accepted. We can conclude that 

value conscious consumers were found more likely to have a negative image of foreign 

products. These consumers would evaluate their investment against the benefits that they 

can get from acquiring such expensive foreign products. Similarly, VC was found to have 

a significantly positively effect on HPCI (β = 0.10, p < 0.05), so H7is accepted. Such 
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price conscious consumers were more likely to have a positive image of home country 

products. They perceive home products to give more worth (value) for their money; 

hence, value conscious consumers were found likely to have a positive attitude toward 

such products. 

Cosmopolitanism (COS) was found to have a significant, positive relationship 

with FPCI (β = 0.28, p < 0.01), so H2 is also accepted. In addition, COS was found to 

have a significant, positive relationship with HPCI (β = 0.51, p < 0.01). These results 

indicate that cosmopolitan consumers have positive perceptions about both domestic and 

foreign products. They therefore seem to be open to experiencing new products from 

different parts of the world.   H1 and H2are thus accepted. 

Consumer Ethnocentrism (CE) was found to be positively related to FPCI (β = 

0.23, p <0.01). This result indicates that consumers who consider themselves to be high 

on ethnocentrism are more inclined to prefer foreign products, so H4 is not supported. 

Surprisingly, the relationship between CE and HPCI was not significant, so H3 is also not 

accepted (see Table 2.12).  

Table 2.12: Results of the path analysis  

Path analysis Hypothesis Coefficient C.R. p-value 

HPCI <--- MAT H5 -0.03 -0.66 0.51 

HPCI<--- VC H7 0.10 2.34     0.02** 

HPCI <--- CE H3 0.07 1.29         0.19 

HPCI <--- COS H1 0.51 4.99       0.00*** 

FPCI<--- MAT H6 0.10 1.95      0.05** 

FPCI <--- VC H8 -0.24 -4.54 0.00*** 

FPCI <--- CE H4 0.23 3.56 0.00*** 

FPCI<--- COS H2 0.28 3.33 0.00*** 
***Significant at 0.01  

   **Significant at 0.05  

   HPCI represents home product country image, FPCI represents foreign product country image, COS represents 

cosmopolitanism, CE represents consumer ethnocentrism, MAT represents materialism, and VC represents value 

consciousness. 



 

 45 

Robustness of the Results  

As the literature has suggested using bootstrap sampling to test the robustness of results, 

therefore bootstrap sampling was done to check the robustness of results reported above. 

AMOS software originally estimated the structural coefficients as reported in Table 2.12 

above by using maximum likelihood method. Thereafter Bootstrap re-sampling, which is 

offered in AMOS (Arbuckle, 1997), was one potential solution for estimating model test 

statistic, p values, and implied parameter standard errors to double check the robustness 

of these results. This ensured that the regression results were accurate for all the models 

(Nevitt and Hancock, 2001; Arbuckle, 2009).Thus, for this study, bootstrap sampling was 

performed in AMOS Graphics 18.0. With this bootstrap sampling approach, 1,000 

bootstrap samples were generated (Yuan and Bentler, 1998; Arbuckle and Wothke, 1999; 

Bollen and Long, 1993; Arbuckle, 2009). 

According to the results of boot strapping , there was no difference in the 

estimated regression coefficients generated by boot strapping (reported in Table 2.13 

below) and those estimated originally and reported in Table 2.12.  

Table 2.13: Robustness of the results of the path analysis by using bootstrapping 

(1,000 bootstrap samples were used) 

Path analysis Hypotheses Coefficient C.R. p-value 

HPCI <--- MAT H5 -0.03 -0.75 0.46 

HPCI<--- VC H7 0.15 3.44     0.00*** 

HPCI <--- CE H3 0.13 1.35         0.19 

HPCI <--- COS H1 0.53 5.21       0.00*** 

FPCI<--- MAT H6 0.13 2.32      0.02** 

FPCI <--- VC H8 -0.25 -4.41 0.00*** 

FPCI <--- CE H4 0.14 2.12 0.03** 

FPCI<--- COS H2 0.25 2.95 0.00*** 
***Significant at 0.01       

   **Significant at 0.05  

   HPCI represents home product country image, FPCI represents foreign product country image, COS represents 

cosmopolitanism, CE represents consumer ethnocentrism, MAT represents materialism, and VC represents value 

consciousness 
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2.7 Discussion of the Results 

Over the last two decades, there has been growing interest among the researchers 

about the difference in PCI effects for developing markets. A considerable amount of 

literature has focused on developed markets; however, changing trends and their impact 

on PCI in developing countries has received relatively less attention of researchers. The 

objective of this study was to investigate the relationship of the antecedents of PCI and to 

test hypotheses regarding their interrelationships within a developing country. The aim 

was to test the effect of the four antecedents of PCI (i.e., MAT, CE, VC, and COS) on 

HPCI and FPCI. These four antecedents were latent constructs and were first extracted by 

factor analysis (i.e., a measurement model); HPCI and FPCI were also latent constructs.  

The results of this study show that materialistic respondents were more inclined to 

find pleasure and fulfillment through the possession and acquisition of foreign products. 

This was evident from the finding of a positive association between materialism and 

perception of foreign product country image (H6). This finding is consistent with 

previous findings reported by Jaffe and Nebenzahl (2001) and  by  Strizhakova et al.         

(2008). One of the reasons behind this positive association between materialism and 

positive FPCI could be the fact that Pakistani consumers prefer using/wearing such 

expensive imported clothing products because they feel good and confident about 

themselves by doing so. Such purchasing behavior might help them think that if they use 

such foreign brands, they could build a positive self-image, which could eventually boost 

their social status. Similarly, the literature has suggested that the congruence between 

consumers‘ self-image and their material possessions plays a vital role in selecting a 

product originating from a certain country (Belk, 1985).  
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From this finding one can make a plausible conclusion that Pakistani consumers 

are more concerned about displaying their image and status by using products that have 

an image of being a foreign product, and such display in their relevant social groups may 

be important for such materialistic consumers. It is likely that the possession of products 

depicting FPCI is taken by them as demonstration of their higher levels of material 

achievements.    Kilbourne et al (2005) have proposed that materialistic consumers tend 

to create a perception about themselves which in their view gives a positive impression 

about them to others.  One can argue that  it t would be appropriate to describe these 

highly materialistic consumers as ―deficient with internal resources‖(i.e., a clear sense of 

inner self and a positive self-regard). One can further argue that this is why they require 

―external motivation‖ (perhaps as an escape from negative consequences of 

introspection) to gain satisfaction by demonstrating materialistic achievements (Reeves et 

al., 2012; Bushra and Ahmed, 2014). The positive relationship found in this study 

between MAT and FPCI may have basis in all or some of the above stated psychological  

explanations.  Determination of exact reasoning needs further research about this 

relationship.  

On the other hand, cosmopolitan consumers were found to show a preference for 

both foreign products and domestic products (H1 & H2). The image of a foreign country 

(UK or USA) among Pakistani cosmopolitan consumers was found likely to create a 

positive perception about foreign products, but at the same time, these cosmopolitan 

consumers were also likely to be open minded about home products. These findings are 

consistent with previous studies (Caldwell et al., 2006; Craig and Douglas, 2006; Skrbis 

et al., 2004). Further research is needed to investigate whether this lack of preference 
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between foreign and home country products found among cosmopolitan consumers is 

true across all product categories and all foreign countries or is it limited to apparels 

perceived to have USA/UK origin.  

Generally, it is believed that acceptance of differences in cultural values across 

the globe help build a cosmopolitan outlook among certain individuals. Such individuals 

have been found to be open in their beliefs and more open toward sharing culture values 

(Cannon and Yaprak, 2002; Craig and Douglas, 2006). The result of such perspective is a 

tendency to experience new cultures and values other than their own (local) culture 

(Caldwell et al., 2006; Skrbis et al., 2004). The same was found in case of Pakistani 

consumers. Individuals scoring high on cosmopolitanism showed a positive attitude 

toward clothing products that have image of being foreign as well those clothing products 

that have an image of being local.  These findings are consistent with the findings of 

Cannon and Yaprak (2002) and Steenkamp and de Jong (2010). The likely explanation 

behind this result could be that many multinational companies are entering this domain 

(region) and managers are able to fulfill cosmopolitan Pakistani consumers‘ needs. This 

shows that such consumers have a positive perception of, and openness toward, both 

foreign brands and local brands (Sharma et al., 2008). 

Generally, value conscious consumers are price sensitive. While very few studies 

have focused on the relationship between value consciousness and product country 

image, some of these studies have shown that value conscious consumers prefer local 

products because they perceive that local products offer better value for their money 

(Kinra, 2006). Therefore, it was hypothesized that value conscious consumer would 

prefer cheap and local products from their homeland rather than expensive foreign 
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products. The negative relationship between value consciousness (VC) of consumers and  

their liking for products having an image of being foreign product (FPCI) found in this 

study substantiates such claims (H8). 

Value conscious consumers were found likely to prefer products that have image 

of being local products (HPCI); and that means hypothesis (H7)  was not rejected. These 

findings are consistent with the findings of Ailawadi et al. (2001), Batra (1997), Cui and 

Liu (2001), and Strizhakova et al. (2008). In the present study, Pakistani consumers who 

were more value conscious were found to be less likely to buy foreign products; though 

generally in the developing countries motion of high quality is attached with the foreign 

products originating from developed countries. (Usunier, 1994). Many of these 

consumers were thus likely to have an unfavorable perception of imported products 

(Ettenson, 1993; Huddleston et al., 2001). It is possible that due to the high prices of such 

foreign brands, value conscious consumers showed a lower preference for the foreign 

products. One can make a plausible conjunction that price dominated the other attributes 

when such value conscious consumers formed their perceptions (Brouthers and Xu, 

2002). Nonetheless further research is needed to explore in more detail the reasons for the 

preference of home products among value conscious consumers. 

A significant negative relationship between consumer ethnocentrism and liking for 

products that have an image of being foreign (FPCI) was found in this study. Generally 

ethnocentric consumers are perceived as more conscious about homemade products than 

imported products.  Such consumers perceive themselves to be loyal and patriotic toward 

their homeland to that extent that they have a strong preference for local brands (Shimp 

and Sharma, 1987; Vida and Reardon, 2008). The findings of this study contradict 
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previous findings, as Pakistani consumers scoring high on ethnocentrism were found to 

be likely to have a positive perception about the clothing products originating from 

USA/UK, thus (H4)  was rejected. This means that their ethnocentrism did not pose a 

hurdle when they formed perceptions about foreign products. 

Interestingly, a positive but non-significant relationship was found between 

ethnocentrism and image of home country product (HPCI). The literature, on the other 

hand, has suggested that ethnocentric consumers are likely to have a positive attitude 

toward homemade products and are also likely to reject foreign products (Shimp and 

Sharma, 1987; Strizhakova et al., 2008). Hence, a perception that the product is of 

domestic origin compared with foreign origin is more valuable to such consumers. 

However, in the case of the young and affluent Pakistani consumers sampled in the 

present study, this widespread belief was not confirmed; rather, it was contradicted (H3 is 

rejected). Pakistani consumers who were ethnocentric showed a positive perception for 

the products that were coming from foreign countries.    Similarly, Kamwendo et al. 

(2014) also found a positive relationship between ethnocentrism and foreign product 

image. DE Rum et al (2012) have proposed that  reason behind this anomalous behavior 

was perceived difficulty / inability of ethnocentric consumers in differentiating foreign 

products from domestic products. Mensah et al., 2011 have also argued on the similar 

lines. Following the above state reasoning one can hypothesize that positive relationship 

between consumers ethnocentrism and preference for products having image of 

foreignness might be due to  Pakistani consumers inability to differentiate between 

foreign products and local products; but making such statements necessitates doing 

further research across multiple product categories and multiple foreign countries.  
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2.8 Theoretical and Managerial Implications 

 

This study focused on certain unplugged gaps in the literature on PCI, and provides 

empirical evidence about relationships of antecedents of PCI. In addition, it was quite 

interesting finding that responding consumers reported to have strong preferences for 

their actions to be approved by their reference group. Consumers opinions and 

perceptions about brands were likely to be influenced by their peers and (or) family 

members. It is likely that responding consumers wanted to belong to an ―in-group‖ rather 

than an ―out-groups‖ in order to appear as a socially acceptable citizen. Marketing 

managers could develop strategies to attract such consumers, as well as their family 

members and peers.  

It was found that those consumers  who exhibited stronger materialistic tendencies, 

were more likely to form a positive perception about foreign country products. This is so 

probably because consumers have to feel socially accepted among their peers and family 

members. Marketers can identify such consumers and can attempt to target them by 

creating an image of their products as a ―foreign product‖ and by showing in their 

advertisements and other promotional campaigns that people who use their products have 

a certain social status.  Such campaigns are likely to attract materialistic consumers.  

By looking at the findings of this study, Pakistani consumers use individuals who 

match their social status and social standing as a reference group.  It is likely that the 

influence of social stereotypes were operating on consumers.  As materialistic consumers 

were found to prefer buying imported brands and did not prefer to buy local brands, 

therefore marketers should tactfully address such types of consumers. This could be done 

by focusing more on product aesthetics, endorsements from celebrities, and building a 
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foreign brand image to reinforce the foreign image of a brand so that the brand matches 

with the social status of such consumers.  

This study provides interesting insights about Pakistani consumers‘ perceptions 

about foreign products and brands. The concept of ―foreignness‖ is very popular in this 

part of the world. Interestingly, consumers who perceived themselves as loyal citizens 

and exhibited high patriotism were still likely to prefer foreign products. This finding 

indicates that in Pakistan, individuals are more concerned about the origin of the country 

before they form a positive or negative perception about a product or before they  

purchase a product. This is in line with the concept of ―country of origin ‖ , as according 

to this concept consumers categorize products into local and foreign categories. Therefore 

implications of the Self Categorization Theory are applicable to this emerging market. 

According to this theory, individuals categorize a ―country‘s product image‖ before they 

form a perception or attitude about a product.  Such consumers like to categorize 

products according to their country of origin. For this reason, managers of multinational 

companies operating in this region should capitalize on their country‘s name (origin) in 

their advertising campaigns. This could help them influence the perceptions and 

eventually purchase decisions of such consumers.  

Marketing managers operating internationally  face the choice about the degree to 

which marketing programs should be standardized globally or tailored to local markets. 

The managerial implications of this study may help marketers to better understand the 

characteristics of consumers and devise a standardized strategy for international markets 

that have psychographics similar to those of Pakistani market. 
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Similarly, Pakistani consumers showed some tendency of openness to experience 

new cultures and values other than their own (local) culture. The likely explanation 

behind this finding could be that international firms are entering in the region rapidly. 

Intensive marketing campaigns have slowly nudged consumers in this region to shift 

from their conservative thinking to more open minded thinking, and managers of 

international firms may want to implement global marketing strategies in the region, as it 

would help them reduce marketing costs that are needed for tailor made campaigns. 

Previously, such international companies have modified their promotional campaigns 

according to the cultural and traditional values of the countries they target for entry. This 

practice was used by the marketers in order to ―fit‖ in the local communities and to 

become ―acceptable‖ so that consumers in local communities would perceive such 

international brands as ―local brands‖ and easily relate to them.  

Moreover, foreign marketers can offer their customers discounts, coupons, 

seasonal sales, or any other sales promotion in order to satisfy consumers who show price 

sensitivity toward foreign products.  Such sales promotions can help marketers form a 

positive perception of their brands and help increase their sales because this study found 

that value conscious consumers had a preference for foreign brands. 

 

2.9 Limitations and Future Directions 

This study has focused only on one developing market, Pakistan. In other words, 

the scope of this study and its finding are limited to a developing South Asian market, 

which may reduce the generalizability of the results. The findings of this study 

nonetheless theoretically contribute (as mentioned earlier) to the existing literature. 
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Therefore, future researchers may want to focus more on South Asian markets and 

investigate comparisons between consumers of different South Asian markets to elucidate 

the similarities and differences in consumer characteristics present in different South 

Asian countries.  

This study has certain methodological limitations. For instance, the sample is 

drawn from students only. For future studies, the sample could be taken from a more 

broadly defined population.    A subsequent comparative analysis on different respondent 

types would enable researchers to predict differences in perceptions of different age 

groups, between genders, among geographic areas, among ethnic groups, among 

educational levels, etc. 
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2 Paper II: Antecedents of PCI and the Moderating Effect of 

Country Familiarity (CF) 

 

3.1 Introduction 
 

 Research on country of origin and product country seeks to elucidate consumers‘ 

perceptions about products emanating from a particular country (Roth and Romeo, 1992). 

The PCI phenomenon is the mirror image of the global marketplace‘s increasing 

complexities in terms of the changing behavior of global consumers.  

Numerous studies have discussed the impact of various consumer antecedents and 

their influence on PCI, such as cosmopolitanism, consumer ethnocentrism (Jin et al., 

2015), value consciousness and materialism (Sharma, 2011; Sharma, 2015). However, 

many findings of such antecedents primarily focus on developed markets and are 

inconclusive with regard to developing countries (Jin et al., 2015; Roth and 

Diamantopoulos, 2009; Sharma, 2011). Jin et al. (2015, p. 381) stated:―Thus there is a 

major gap in literature relating to PCI and its antecedents in the context of globalization.‖  

Similarly, research on the effect of country familiarity (CF) as a moderator of the 

relation between the antecedents of PCI and the perception of a foreign country is also 

lacking in the literature. However, the literature offers evidence from empirically testing 

the effect of foreign countries (d‘Astous et al., 2008; Ahmed and d‘Astous, 2008). 

Current research has attempted to examine how consumer perceptions about products 

from another country (foreign country) change if they (consumers) are familiar with that 

country. 

Product Country Image (PCI) is defined as a country‘s image in terms of buyers‘ 

attitudes and behaviors toward its products (Sharma, 2011). This phenomenon is one of 
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the most researched topics in the discipline of international marketing and international 

business (Tan and Farley, 1987; Peterson and Jolibert, 1995). Many countries have 

different images in consumers‘ minds, which affects loyalty building among consumers 

(Papadopoulos and Heslop, 2002). The effect of PCI is much stronger than the effect of 

brand image or other attributes that have been studied for a variety of products and types 

of buyers (Jin et al., 2015). 

Country Familiarity (CF) has gained much importance with respect to PCI 

(Orbaiz and Papadopoulos, 2003). The notion of country image is very much dependent 

on individuals‘ familiarity with their country, as well as with any foreign country that can 

affect their perceptions. The moderating effect of this construct with respect to PCI is 

likely to have significant impact; however, it has not been previously tested as a 

moderator in the literature. Thus, in examining the moderating role of CF, this study 

offers a contextual and conceptual contribution.  

Consumers in this part of the world exhibit particular behavior toward the products of 

foreign countries. They often look for ―made in‖ tags before they purchase products. A 

consumer who feels familiar with a country tends to be more inclined to evaluate that 

country positively with respect to its products (Ahmed and d‘Astous, 2008; Orbaiz and 

Papadopoulos, 2003). In this study, all the four antecedents (COS, CE, VC, and MAT) of 

PCI were included in the analysis to test the moderating effect of country familiarity 

(CF). The CF concept has been associated with PCI (d‘Astous et al., 2008) and 

empirically tested as an antecedent of country of origin in the existing literature (Orbaiz 

and Papadopoulos, 2003); however, it seems more relevant to test its moderation effect 

rather its direct effect. The reason behind this is that familiarity alone cannot predict the 
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relationship between consumer perceptions and attitudes unless consumer characteristics 

are not associated with it.   

The literature has stressed the importance of country familiarity with respect to the 

formation of perceptions about a country‘s product image (Jin et al., 2015; Ahmed and 

d‘Astous, 2008). In this study, country familiarity was empirically tested as a moderator 

in order to investigate whether it changes the effect of the antecedents of PCI on 

perceptions of foreign products. Will consumers feel more or less familiar with a foreign 

country? Will their perceptions regarding FPCI change? All four antecedents were tested 

with respect to their direct relationship with FPCI in study 1 (paper I). In contrast, in 

study 2, (paper II), these relationships were tested through the moderating effect of CF.  

 

3.2 Literature Background and Development of Hypotheses 

Research has often contrasted consumers‘ reactions to product evaluations and 

products originating from different countries. Much empirical evidence has shown that 

consumer preferences primarily rely on products whose origin is considered to be from a 

―developed‖ market. Hong and Wyer (1989) manipulated country favorableness by the 

extent to which a country was perceived to be familiar and to produce high quality 

products. Similarly, d‘Astous et al. (2008) stressed the familiarity effect on purchase 

intentions. The importance of a product‘s origin for consumers has been studied to a great 

extent in the literature (Bilkey and Nes 1982; Shimp and Sharma,1987; Sharma,2015). 

However, the interaction effect between country familiarity (CF) and the antecedents of 

PCI has yet to be explored. 
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The relevance of country familiarity research becomes even more salient when 

one considers the increasing trend toward importing products and the high pace at which 

national economies are turning global (Laroche et al., 2005).  

The image of a country as the origin of a product is one of many extrinsic cues 

that may become part of a product‘s total image. Past research has demonstrated that 

consumers tend to regard products that are made in a given country with consistently 

positive or negative attitudes (Bilkey and Nes, 1982; Eroglu and Machleit, 1989). Such 

familiarity seems to exist for developed and developing markets. Given the gap in the 

literature and the importance of a product‘s origin, there was a need to further investigate 

and test the effect of country familiarity as a moderator in the relationship between FPCI 

and the antecedents of PCI.  

The aim of this study was to test the effect of country familiarity while consumers 

feel ethnocentric toward their home products. Similarly, do value conscious consumers 

change their perceptions if they have prior knowledge or are aware of foreign country? 

What will happen to the perceptions of a materialistic and a cosmopolitan consumer if he 

knows about the ―made in‖ label of a product and is familiar with it foreign country of 

origin?  

The country associated with a product also is thought to influence consumer 

perceptions about product quality. Previous research has found that evaluations of foreign 

products affect consumer perceptions about the country producing a product. The concept 

of product evaluations has been widely studied; however, familiarity with the country of 

an individual needs to be investigated further. The literature has suggested that the image 

of manufacturing nations has a substantial impact on perceptions about product quality 
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(Bilkey and Nes, 1982; Han 1988; Hong and Wyer, 1989). The following discusses the 

relationship between FPCI and the antecedents of PCI with respect to the moderating 

effect of country familiarity.  

Cosmopolitan consumers prefer to be a part of almost every country because they 

want to experience new things such as new cultures, traditions, and values (Caldwell et 

al., 2006; Jin et al., 2015). Such consumers do not feel attached to any specific country or 

region; rather, they perceive themselves as global consumers, which means that they do 

not associate themselves with any particular area, as they feel that they belong to every 

part of the world.  

The literature has proposed direct segmentation efforts strategies based on 

consumer characteristics rather than country characteristics (Riefler et al., 2012). 

Consumers‘ degree of cosmopolitanism (COS) has been suggested a powerful 

segmentation base. The managerial implication is that internationally active companies 

can develop appropriate strategies based on the identification and representation of COS 

(Riefler et al., 2012). 

The literature suggests that cosmopolitan consumers who are more familiar with a 

country tend to be more inclined to evaluate that country with respect to its products 

(Ahmed and d‘Astous, 2008).Hence, if such consumers feel familiar with a specific 

country, they will have more a positive FPCI with respect to that country. It would thus 

be interesting to test whether knowledge about a country can change one‘s attitude 

toward domestic and foreign brands. 

H9: There is a moderating effect of Country Familiarity on the positive relationship 

between Cosmopolitanism (COS) and Foreign Product Country Image (FPCI). 
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 Consumer Ethnocentrism refers to an individual‘s patriotism, which is the passion 

(love) one holds for his home country (Roth et al., 2015). However, antecedents of 

ethnocentrism have been discussed as nationalism, patriotism, and internationalism in the 

literature (Balabanis et al., 2001). It is evident from the literature that patriotism and 

nationalism have a significant impact on consumer ethnocentrism (Balabanis et al., 

2001). 

Perceptions of domestic products compared with foreign products are more 

valuable to highly ethnocentric consumers. They refuse to buy products that are imported 

from foreign countries due to their patriotism (Strizhakova et al., 2008). Such consumers 

have strong ethnocentrism and thus have favorable perceptions for home products rather 

foreign products (Kipnis et al., 2012; Samiee, 1994; Wang and Chen, 2004). Thus, if 

ethnocentric consumers are so patriotic and loyal toward their homeland, they will have 

low preferences for foreign country products. However, what if the product is from a 

known (foreign) country? Will this change their perception?  

H10: There is moderating effect of Country Familiarity on the negative relationship 

between Consumer Ethnocentrism (CE) and Foreign Product Country Image (FPCI. 

  

The congruence between one‘s self image and the material possession of products 

plays a vital role in consumers‘ selection of brands or country brands (Belk, 1985). 

Consumers with such congruence are more concerned about displaying their image and 

status through these acquired imported products. Such behavior (of consumers) helps 

them create a positive self-image in their relevant social groups (Kilbourne et al., 2005).  
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Richins and Dawson (1992) conceptualized consumer value. They divided this 

concept into three components, namely, acquisition, centrality, and acquisition, as the 

pursuits of happiness. Consumers with a materialistic approach tend to spend more on 

themselves than on others. Similarly, they tend to be more conscious about and greater 

emphasize financial security than interpersonal relationships (Richins and Dawson, 

1992).  

Familiarity with a foreign country affects the magnitude of consumers‘ preference 

for imported products. This relationship enabled us to understanding the moderating 

effect of country familiarity on the relationship between materialism and foreign country 

image. 

It would be interesting to test whether this positive relationship holds when a 

consumer is familiar with the foreign country.  

H11: There is a moderating effect of country familiarity on the positive relationship 

between materialism (MAT) and Foreign Product Country Image (FPCI). 

 

Value conscious consumers believe that the utility of a product should be higher 

than the acquiring price of that product (Batra, 1997). This means that the satisfaction 

level of such consumers mainly has a monetary basis (Zeithaml, 1988).  

Every country has different trends based on their economic conditions and 

cultural values. Consumers living in developing countries (such as Pakistan) are more 

concerned about their value for the money compared with consumers from developed 

countries. The main reason behind this lies in the purchasing power and economic 

conditions of consumers living in developing countries. These types of consumers tend to 
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be more value conscious and price sensitive (Brouthers and Xu, 2002). Thus, price may 

have a greater influence on their purchase decisions than product quality or brand image 

(Batra, 1997; Cui and Liu, 2001; Verlegh, 2007). It would be interesting to investigate 

whether such value conscious consumers have a lower FPCI if they are familiar with the 

foreign country producing a product. 

H12: There is a moderating effect of country familiarity on the negative relation between 

Value Consciousness (VC) and Foreign Product Country Image (FPCI). 

 

3.3 Theoretical Framework 

 

   

 H1 +  H9 +   

 H2 +   

 H3 +  

  H4 -                     H10 - 

  H5 - H11 + 

    H6 +           H7 +   H12 - 

 H8 - 

 

 

Figure 3.1. Conceptual model of the antecedents of PCI moderated by CF 
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3.4 Research Methodology   

The research methodology of study 2 is same as discussed for study 1. The 

respondent profile, sample criteria, and method to collect data for the survey have been 

discussed in detail in study 1.  

In all three studies in this work, the same sample size (i.e., 616) has been used 

because the theoretical framework contains a few similar constructs with a few additional 

variables in each paper. The purpose of having the same methodology and sample size 

across all three studies was to ensure that all three studies and their research objectives 

can be linked with one broader topic (i.e., PCI) and that each paper can be interrelated but 

independent in its own way. All three studies make their own contributions to the existing 

literature. The significance of each paper and the theoretical contributions are discussed 

in the ―introduction‖ section of each paper.  

Respondent Profile 

The sample size for this study was 616. Respondents consisted of both genders, 

and their age ranged between 20 and 30 years. They were university students selected 

from Bachelors and Masters programs. All respondents were selected in one city, Lahore, 

Pakistan. Participation was voluntary.  

Data Collection and Sampling Procedure 

 The sampling technique used for the survey was purposive sampling (the procedure 

has been already discussed in chapter 2, study 1). The University of Lahore was 

randomly selected in the large size category; the University of Central Punjab was 

randomly selected in the medium size category, and Beaconhouse National University 

(BNU) was randomly selected in the small size category. All of these universities are 
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private universities situated in Lahore. In all, 300 questionnaires were distributed in each 

university. The total number of usable responses for this study was 616 from the three 

selected universities. The questionnaires were distributed to every student passed the 

main gate between 11:00 am and 1:00 pm. 

Constructs and Measurement 

 The questionnaires distributed to the respondents did not list the names of the 

variables that were being measured on a seven-point Likert scale ranging from 1 = 

strongly disagree to 7= strongly agree. 

Table 3.1 Measurement of the constructs 

Constructs No. of items Sources 

Cosmopolitanism (COS) 5 items Cleveland et al.(2009) 

Consumer Ethnocentrism (CE) 6 items Shimp and Sharma (1987) 

Value Consciousness (VC) 4 items Lichtenstein et al. (1990) 

Materialism (MAT) 8 items Richins (2004) 

Home Product Country Image 

(HPCI) 

4 items Roth and Romeo (1992) 

Foreign Product Country 

Image (FPCI) 

4 items Roth and Romeo (1992) 

Country Familiarity (CF) 3 items Orbaiz and Papadopoulos 

(2003) 
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3.5 Empirical Results  

Harman’s One-Factor Test 

In the current study, common method bias was not present, as 18.36% of the 

variance was explained by the first component (see Table 3.2). The components were 

extracted in SPSS software by using principal component analysis. 

Table 3.2: Common method variance test  

Component 
 

Total 
% of 

Variance 

Cumulative 

% 

1 6.24 18.36 18.36 

2 2.58 7.58 25.94 

3 2.24 6.60 32.54 

4 1.93 5.67 38.20 

5 1.70 5.00 43.20 

6 1.49 4.37 47.58 

7 
1.38 4.06 51.64 

8 1.12 3.29 54.93 

9 1.05 3.08 58.00 

 

Measurement Model: CFA 

The items that had standardized factor loadings of less than 0.5 were deleted to 

ensure that the scale used in this study reflected a well-structured dimensionality scale 

(Segars and Grover, 1998). Initially, MAT consisted of eight items, but the loading of 

four items was below 0.5; hence, these items were deleted. Similarly, three items of COS 

and two items of VC, HPCI, and CE were also deleted. Only one item of FPCI and 

Country Familiarity (CF) was deleted, as rest of the items loaded on this construct with 

weights greater than 0.5 (see Table 3.4). 

The overall fit indices demonstrated a good fit with the data (χ² = 254, df =148, 

CFI = 0.96, TLI = 0.95, RMSEA = 0.03). These indices demonstrate the parsimony of the 
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measurement model, as the Chi-square value to degrees of freedom (χ²/df = 1.72) was 

less than the cut off value of 3, as suggested by Bagozzi and Yi (1988), Segars and 

Grover (1998), and Carmines and McIver (1981). This indicates that the implied 

covariance and observed covariance are not significantly different from each other. 

Hence, the model is a good fit. 

Further, NFI, IFI, TLI, and CFI were greater than 0.9, which indicates that the 

model fits well, since the values were above or close to 0.85 (Segars and Grover, 1998). 

In addition, the RMSEA value should be less than 0.10 (Hair et al., 2006). In this study, 

the value was less than 0.10, indicating good model fit (see Table 3.3).  

Table 3.3: Model fit summary (CFA model fit) 

 

 

Table 3.4 shows the composite reliability, AVE, which measures convergent 

validity, and standardized factor loadings for each item of the constructs. 

Each construct had a reliability value equal to or greater than 0.7 (minimum requirement: 

Bagozzi and Yi, 1988), indicating that multiple measurement items were highly reliable 

for measuring each construct (Bagozzi and Yi, 1988; Hair et al., 2006). The range of the 

reliability values for the constructs was from 0.70 to 0.79 (see Table 3.4).  

 

Table 3.4: Standardized factor loadings, composite reliability, and convergent validity  

Construct Items Estimates 
Composite 

reliability  

Convergent 

validity 

(AVE) 

Consumer Ethnocentrism CE2 0.67 0.79 0.50 

 

CE3 0.65 

  

 

CE4 0.79 

  

 

CE6 0.67 

  Cosmopolitanism COS3 0.65 0.72 0.50 

 

COS4 0.67 

  

 
CMIN/DF NFI IFI TLI CFI RMSEA 

Model 1.72 0.92 0.96 0.95 0.96 0.03 
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COS5 0.67 

  Value Consciousness VC2 0.70 0.74 0.60 

 

VC4 0.79 

  Materialism M3 0.64 0.75 0.51 

 

M4 0.64 

  

 

M5 0.71 

  

 

M6 0.62 

  Home Product Country 

Image 
HPCI1 0.83 

0.71 0.60 

 

HPCI3 0.69 

  Foreign Product Country 

Image 
FPCI1 0.65 

0.74 0.50 

 

FPCI2 0.68 

  

 

FPCI3 0.69 

  Country Familiarity CF1 0.62 0.70 0.50 

 

CF3 0.67 

   

Similarly, for convergent validity, all the AVE values were greater than 0.4, with a range 

from 0.50 to 0.60. These values are above the minimum requirement indicated by 

Bagozzi and Phillips (1982), Phillips (1981), Coudounaris and Kvasova (2001), and 

Verhoef et al., (2002). Each AVE value was greater than the squared covariance of its 

corresponding inter-constructs, hence confirming discriminant validity for each construct 

(see Table 3.5). 

Table 3.5: Discriminant validity 

Constructs Covariance 

 

Discriminant 

validity 
AVE 

CE 0.60 COS 0.36 0.50 

CE -0.10 VC 0.01  

CE 0.06 MAT 0.00  
CE -0.14 HPCI 0.02  
CE -0.11 FPCI 0.01  
CF -0.02 CE 0.00  

COS 0.01 VC 0.00                                0.50 
COS 0.05 MAT 0.00  
COS 0.01 HPCI 0.00  
COS -0.06 FPCI 0.00  
CF -0.03 COS 0.00 0.60 
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HPCI represents home product country image, FPCI represents foreign product country image, COS represents 

cosmopolitanism, CE represents consumer ethnocentrism, MAT represents materialism, and VC represents value 

consciousness. CF represents country familiarity 

 

Moderating effects of Country Familiarity (CF): 

Country of origin plays a vital role in creating perceptions (positive or negative) 

about a product. Consumers often look for ―made in‖ tags before they purchase a product. 

If consumers feel familiar with a place or country, their intention to purchase that product 

increases (d‘Astous et al., 2008; Ahmed and d‘Astous, 2008). For this purpose, the 

moderating effect of country familiarity was tested in model 1 (see figure 2.1).  

Study 2 enabled us to check whether there is moderation effect on the relation 

examined in study 1 (see Table 2.12). Table 3.6 shows the results for model 2, which is 

similar to model 1but with the addition of a moderating factor (Country familiarity). It is 

clear from the results that model 2 significantly improved the explanatory power of 

model 1, which was discussed previously.  

To examine the moderation effect, the product indicator approach was used. This 

approach was implemented by calculating interaction effect of all possible pair 

combinations of the indicators of latent predictors of the interaction term in the structural 

model. All standardized items were used to calculate the product indicator terms of 

interaction effects. The interaction terms of latent independent variables were regressed 

VC 0.02 MAT 0.00  
VC -0.13 HPCI 0.02  
VC 0.22 FPCI 0.05  
CF -0.04 VC 0.00 0.50 

MAT 0.26 HPCI 0.07  
MAT 0.11 FPCI 0.01 0.51 
CF 0.03 MAT 0.00  

HPCI -0.03 FPCI 0.00 0.50 
CF -0.07 HPCI 0.00  
CF 0.05 FPCI 0.00  
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with the interaction term of the moderating variable (all standardized values) and the 

interaction term of the dependent variable. The effect of multi collinearity was eliminated 

with the use of a standardization method and a mean subtraction method. These methods 

remove the multi collinearity produced by interaction effects (Frost, 2013). 

Model fit summary (path model) 

 

 

 

 

Table 3.6: SEM with the moderating effect of CF 

   
Hypotheses Estimate C.R. P 

FPCI <--- VC H8 .151 3.81 *** 

FPCI <--- VC x CF H12 .102 2.57 .01*** 

FPCI <--- CF  .058 2.47 .10 

FPCI <--- MAT H6 .148 3.79 *** 

FPCI <--- CE H4 -.087 -1.82 .07 

FPCI <--- CE x CF H10 -.009 -.18 .85 

FPCI <--- MAT x CF H11 .026 .63 .52 

FPCI <--- COS H2 .087 1.81 .07 

FPCI <--- COS x CF H9 .079 1.60 .11 
 ***Significant at 0.01 

 **Significant at 0.05 

 

HPCI represents home product country image, FPCI represents foreign product country image, COS represents 

cosmopolitanism, CE represents consumer ethnocentrism, MAT represents materialism, and VC represents value 

consciousness. CF represents country familiarity, 𝐶𝑂𝑆 ∗ 𝐶𝐹 represents interactionrepresents the interaction effect of 

cosmopolitanism and country familiarity, 𝐶𝐸 ∗ 𝐶𝐹 represents interactionrepresents the interaction effect of consumer 

ethnocentrism and country familiarity, 𝑀𝐴𝑇 ∗ 𝐶𝐹 represents interaction represents the interaction effect of 

materialism and country familiarity, and 𝑉𝐶 ∗ 𝐶𝐹 represents interactionrepresents the interaction effect of value 

consciousness and country familiarity. 

 

 

Materialism (MAT) was found to have a significant, positive effect on FPCI (β = 

0.15, p < 0.01) when the moderating variable was added to the model. This means that 

country familiarity strengthens the positive relationship between MAT and FPCI. 

Previously (in Table 2.12), MAT was found to have a significant effect on FPCI without 

a moderation effect (β = 0.15, p < 0.05); hence, H6 is supported. This indicates that the 

 
CMIN/DF NFI IFI TLI CFI RMSEA 

Model 1.73 0.90 0.94 0.90 0.97 0.02 
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moderator likely affects this relationship (β = 0.15, p < 0.01), yet the magnitude remain 

the same. In both models (study 1 and study 2), MAT was found to have a positive effect 

on FPCI. This means that materialistic consumers are likely to have positive perceptions 

about foreign products whether they are familiar with a foreign country or not. This is 

also illustrated in Table 3.6, where the interaction effect of materialism and country 

familiarity on FPCI is shown to be non significant (β = 0.23, p > 0.01).Hence, H11is 

rejected. 

 Value conscious consumers focus on price first when purchasing a product. In 

other words, these are price conscious people. They will always evaluate the benefits of a 

product against the price they are paying. Hence, lower the price, the higher their 

satisfaction, as they would think that they received more value for their money. From the 

results shown in Table 3.6, VC was found to have a significant effect on FPCI (β = 0.15, 

p > 0.01); this finding is similar to that in study 1 (β = -0.24, p > 0.01). The interaction 

effect of VC and the moderator, CF, was also found to be significant (β = 0.10, p > 0.01); 

hence, H12is supported. According to Table 3.6, the only difference in this relationship 

lies in the direction of the slope. The relationship is negative without a moderation effect 

(see Table 2.12), whereas the relationship becomes positive when CF is added as a 

moderator (see Table 3.6).Hence, it can be stated that country familiarity strengthen the 

positive relationship between value consciousness and foreign product country image 

(see figure 3.2). 
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Figure 3.2 : Interaction effect of Country Familiarity on Value Consciousness and FPCI 

High country familiarity is denoted by rectangle     and low country familiarity is denoted by 

 

 

This means that value conscious consumers are particular conscious of ―made-in‖ 

tags on products. As discussed earlier, such consumers have positive perceptions of 

domestic products because they perceived them to be cheap, whereas they have totally 

opposite perceptions of foreign products. The findings of model 2 (see Table 3.6) thus 

contradict those of model 1 (as H8was previously shown to be supported).  

Thus, we can conclude that by with knowledge of a foreign country (USA/UK) or 

at least the name of the country, this relationship became positive. Pakistani consumers 

thus have positive views about a product when they are familiar with the name of the 

foreign country producing the product; hence, we acceptH12.  

 

Consumer ethnocentrism was not found to have a significant relationship with 

FPCI (β = 0.23, p > 0.01), and when the moderator was added, no difference was found 

(β = -0.087, p > 0.01); hence, H10is rejected. 
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In addition, cosmopolitanism was found to be non significant (β = 0.087, p > 

0.01) in the presence of the moderator (H9is rejected; see Table 3.6). Previously (in Table 

2.12), the results showed that this construct was significant (β = 0.28, p < 0.01). 

However, the interaction effect was still not found to be significant (β = 0.08, p > 0.01), 

which indicates that country familiarity dampens the positive relationship between 

cosmopolitanism and FPCI.  

Robustness of Results  

 The robustness of the results for study 2 are reported in Table 3.7. The results 

in this table are not very different from those in Table 3.6. 

Table 3.7: Robustness of the results: Moderating effect of CF by using 

bootstrapping (1,000 bootstrap samples were used) 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
FPCI represents foreign product country image, COS represents cosmopolitanism, CE represents consumer 

ethnocentrism, MAT represents materialism, and VC represents value consciousness. CF represents country familiarity, 

𝐶𝑂𝑆 ∗ 𝐶𝐹 represents interactionrepresents the interaction effect of cosmopolitanism and country familiarity, 𝐶𝐸𝑇 ∗
𝐶𝐹 represents inter action represents the interaction effect of consumer ethnocentrism and country familiarity, 

𝑀𝐴𝑇 ∗ 𝐶𝐹 represents interaction represents the interaction effect of materialism and country familiarity, and 𝑉𝐶 ∗
𝐶𝐹 represents interactionrepresents the interaction effect of value consciousness and country familiarity 

 

 

 

 

   
Hypotheses Estimate C.R. P 

FPCI <--- VC H8 .151 3.73 *** 

FPCI <--- VC x CF H12 .102 2.52    .01*** 

FPCI <--- CF  .058        1.47 .14 

FPCI <--- MAT H6 .148 3.53 *** 

FPCI <--- CE H4 -.087 -1.08 .27 

FPCI <--- CE x CF H10 -.009 -.12 .91 

FPCI <--- 
MAT x 

CF 
H11 

.026 .59 .55 

FPCI <--- COS H2 .087 1.03 .30 

FPCI <--- COS x CF H9 .079 0.96 .34 

 ***Significant at 0.01 

 **Significant at 0.05 
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3.6 Discussion of the Results 

Country Familiarity (CF) has been defined as a ―pre-selection process of a country for 

a product‖ in this study. Hence, if a consumer is familiar with a foreign country, he 

should form a positive perception about its products. Therefore, this phenomenon has 

been associated with PCI (d‘Astous et al., 2008). A consumer who is more familiar with a 

foreign country tends to be more inclined to evaluate that country with respect to its 

products (Ahmed and d‘Astous, 2008). Similarly, the results mentioned above clearly 

show that perceptions of the country of origin plays a vital role in the formation of 

perceptions about the products of a foreign country in the Pakistani market. Pakistani 

consumers often look for ―made in‖ tags before they purchase a product. In most cases, if 

they are familiar with the place or country, they form a positive perception about that 

product or brand (Orbaiz and Papadopoulos, 2003). This finding is consistent with the 

literature. The likely reason behind this finding could be that Pakistani consumers feel 

more comfortable if the country of origin is displayed on products. As a result, they form 

positive perceptions about that product. 

The results showed that value conscious consumers seem to have a positive 

perception about a foreign country‘s products only if such consumers are familiar with 

that country. Before selecting a product or a brand, knowledge about the country of origin 

of a product matters to Pakistani consumers. If they are familiar with the foreign country, 

they are more likely to have a positive perception of its products. Thus, it would be 

appropriate to say that knowledge about a country changes attitudes toward foreign 

brands among Pakistani consumers (H12). Hence, the image of a foreign country is truly 

affected by familiarity with the country (Laroche et al., 2005). In other words, if a 
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consumer perceives that he/she is paying a considerable amount (in terms of money) for a 

product and that he/she is not getting a benefit from that product, he would automatically 

form a negative perception (Balabanis and Diamantopoulos, 2004; Richins and Dawson, 

1992). However, different outcomes of such cases have been found in this part of the 

world, as Pakistani consumers form positive perceptions in a similar scenario if they are 

aware of and familiar with a foreign country producing a product. This finding has 

managerial implications for marketers with respect to the display of ―made in‖ tags on 

products.  

            However, in this study, materialistic Pakistani consumers perceived foreign 

products that were imported from other emerging countries to be of superior quality 

compared with their domestic products (H5). They could be more receptive to the social 

costs of buying these products and compromising their esthetic attributes. This has been 

evident from the findings of this paper, which are consistent with the literature (Jaffe and 

Nebenzahl, 2001; Strizhakova et al., 2008). However, familiarity with a foreign country 

was found to affect the magnitude of preferences for such imported products (Pike, 2007; 

Konecnik, 2010; Morgan et al., 2004). This result enabled us to see the moderating effect 

of country familiarity (CF) on the relation between materialism (MAT) and foreign 

country image (FPCI). The results showed that the interaction effect of MAT and country 

familiarity (CF) was not significant (H11is rejected). This means that Pakistani consumers 

with high materialism still want to buy foreign products whether they are familiar with 

the country or not. This finding contradicts the findings of Ettenson (1993) and 

Huddleston et al. (2001), who suggested that materialistic consumers show a greater 

inclination to buy foreign products if they are familiar with the country of origin. To 
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conclude, we can say that Pakistani consumer with a materialistic approach have a 

positive perception toward foreign products (H6 is supported); hence, this perception is 

not affected by the origin of the country (H11is not supported). Managers dealing with 

such consumers can easily attract them and help them form a positive perception about 

their product by displaying the foreign country‘s name on their products. 

 

3.7 Theoretical and Managerial Implications  

                  The findings of this study have provided valuable insights for foreign firms 

operating in and outside Pakistan. This strategic information can enable them to compete 

in Pakistani and other foreign markets against both local as well as foreign companies. In 

past 20 years or so, scholars have made attempts to understand developing and developed 

markets. While they have compared develop and developing markets, the overall picture 

of the relation between country image and cognitive processes associated with country 

familiarity has yet to be explored in more depth. This research area seems to be emerging 

slowly, especially in developing markets such as Pakistan. In this context of existing state 

of literature, the present paper has made conceptual and contextual contributions to the 

existing literature. The primary goal was to provide further clarification about the 

relationship of country image and country familiarity. This study proposed and tested a 

model of the moderating effect of CF (country familiarity) on the relationship between 

antecedents of PCI and FPCI. 

It would be appropriate to say that informational stimulus embodied in familiarity 

with a foreign country is likely to influence more materialistic consumers living in this 

part of the world, as such stimuli were reported to influence consumers in other cultures 
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as well.  Country familiarity was not found to moderate relationship of any other 

antecedent with FPCI except the relationship of consumers ethnocentrism and FPCI. 

Consumers relate their own believes about a country with attributes of product 

from that country. The image of ―foreignness‖ was found to exist among Pakistani 

consumers with respect to certain products. These consumers were found likely to be 

conscious about their money and status. Hence, it is suggested that managers should 

create an impression of ―foreignness‖ for their brands even if they are operating as a 

―local company‖.  In addition, marketers could use ―made in‖ labels more often in their 

advertisements and on the products originating from foreign countries. Value conscious 

Pakistani consumers generally have negative perceptions about imported products.   

However, such perceptions become positive if they were familiar with the foreign 

country‘s name.  It was very interesting to analyze such behavior among Pakistani 

consumers. 

Marketers could include positive images of foreign countries in their promotional 

advertisements to increase awareness of the origin of their products.  These images could 

be of a national animal (e.g., Kangaroo to depict Australian products) or a famous place 

(e.g., Eiffel Tower for a product made in France).  By showcasing such images, 

marketers can easily increase knowledge of the origin of a product‘s manufacturer among 

the target consumers.  

 

3.8 Limitations and Future Directions  

The findings are limited to only one product category (clothing), whereas more 

product categories, such as cars, chocolates, or cosmetics, may be used to test the same 
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models to evaluate the hypothesized relationship in future research. Moreover, ―product 

beliefs,‖ ―product judgments,‖ and ―product evaluations‖ can also be used to empirically 

test their moderating effect in the similar models.   Similarly, more consumer antecedents 

and demographics could be embedded in the model to test their moderating effects. 

Adding such variables to the model can offer new insights about the basic relationship.  
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3. Paper III: The Impact of Product Country Image on 

Willingness to Buy 
 

4.1 Introduction 
 

One of the oldest concerns of international marketers is whether the ―foreignness‖ of 

a product will make it less preferable to consumers living in different countries (Schooler, 

1965). A number of studies documented that consumers show bias in their perceptions 

against foreign products and in a favor of domestic products (Balabanis and 

Diamantopoulos, 2004; Verlegh and Steenkamp,1999; Verlegh, 2007). This type of bias 

is called ―domestic bias‖ by Balabanis and Diamantopoulos (2004). However, 

Diamantopoulos et al. (2017) predicted explicit and implicit country stereotypes as an 

explanation for the preference for such products. They argue that a country‘s competence 

is a better predictor of a deliberate consumer‘s buying choice rather implicit judgments of 

brand affect (Diamantopoulos et al., 2017). Indeed, a product‘s country of origin or 

product country image (PCI) influences consumers‘ willingness in the process of 

evaluating a product (Laroche et al 2005).  

Willingness can be defined as a consumer‘s final attitude toward a commodity 

with respect to which factors motivate or drive him to purchase a particular product or 

service (Landon, 1974; Bernad and Karoui, 2014). PCI and country of origin, as an 

extrinsic cue, affect consumer decision making. Such consumer behavior (willingness to 

purchase) has been increasingly investigated in the existing literature. Researchers 

believe that consumers have very little knowledge about the true origin of a product 

(Balabanis and Diamantopoulos, 2008); however, they use this informational cue to make 

judgments about that product, which influences their purchase intentions (Liefeld, 2004). 
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In the light of such theoretical and empirical evidence, some authors have explicitly 

raised questions about the buying behavior of consumers (Usunier, 2006; Herz and 

Diamantopoulos, 2015). In another study, Liu and Johnson (2005, p. 87) stated that 

―consumers will view country image as relevant information and deliberately use it in 

their evaluation of a product before purchasing it.‖Shimp and Sharma (1987) discussed 

the relation between consumer ethnocentrism and consumers‘ willingness to buy for 

foreign products; however, the relationships of the remaining antecedents (materialism, 

value consciousness, and cosmopolitanism, as well as the empirically testing of consumer 

ethnocentrism) have yet to be explored. Similarly, Orbaiz and Papadopoulos (2003) 

investigated the effect of ethnocentrism, country image, product beliefs, affect, and 

familiarity on willingness to buy. However, the antecedents proposed in our study (study 

1) have not been tested yet.  

There are several questions that have not been answered yet in the literature and that 

require further investigation: 1) the components of PCI that influence consumer 

perceptions and 2) the effect of these components consumers‘ willingness to buy.  

Product country image influences the purchasing decisions of consumers around 

the world. This reflects the extent to which a country preference can override any global 

strategy (Jin et al., 2015). While some studies have investigated the influence of country 

image on consumer perceptions, they remain few in number, and the result to the date 

have been inconclusive. According to Hui and Zhou (2002, p. 98), ―insufficient attention 

has been directed to the effect of product country image on purchase intentions or 

behavioral variables.‖Some studies have shown that consumers‘ ethnocentrism is the 

only factor that can change the perception of a country‘s image (Sharma, 2011; 2015), 
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whereas Klein et al. (2006) investigated product judgments and ethnocentrism as 

predictors of consumer purchase intentions. However, product experience (PE) can also 

moderate the relationship with respect to consumers‘ willingness to buy. If a consumer 

has an unpleasant experience with a product, his perception toward the product would 

change, and his willingness to buy for that product would be effected. While this 

relationship has not been previously tested, product evaluations and product beliefs have 

been used in many studies to predict consumers‘ willingness to buy along with the 

antecedents of PCI (Orbaiz and Papadopoulos, 2003; Hui and Zhou, 2002). 

Another gap in the literature is that the studies that have included one or two 

antecedents of PCI (Jin et al., 2015; Sharma, 2011; Sharma, 2015; Cleveland et al., 2009) 

have been unable to relate it to consumers‘ willingness to buy for foreign products. 

Moreover, they have been able to empirically test the significance of PCI only in 

developed markets, with little empirical research on developing markets. However, to 

date, no study has provided an overview of consumer perceptions and purchase intentions 

in a South Asian market such as Pakistan. In this region, consumers show differences 

from other consumers when evaluating foreign and home products. Nonetheless, many 

multinational companies have been able to establish businesses here. Hence, this study 

could help managers better understand the needs and wants of customers while making 

their marketing strategies.  

 

Many studies provide evidence that the image of domestic and foreign products and 

their country of origin affects consumers‘ buying behavior (Lantz and Loeb, 1996). 

Similarly, in another study‘s framework, of product category and consumer perceptions 
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of  country image were shown to have a considerable impact on purchase decisions (Roth 

and Romeo, 1992; Chen et al., 2014; Ayyildiz et al., 2013).  

This research suggests an approach for linking product category perceptions to 

country image dimensions and consumers‘ willingness to buy. Specifically, the study 

examined how HPCI and FPCI influence the purchase decisions of a certain age group of 

consumers. Why do such consumers form positive or negative perceptions when it comes 

to the willingness to purchase an imported product? Furthermore, this study also 

contributes to the existing literature by examining whether a consumer‘s 

positive/negative experience with a foreign product affects his willingness to buy for that 

product. 

This concept is mainly based on the perception of the high status attached to 

imported goods. However, few patriotic consumers are found to prefer domestic products 

over foreign products due to their loyalty to their home country (Papadopoulos and 

Heslop, 1993). Thus, it would be very interesting to see how the image of a country 

(home or foreign country) affects consumers‘ willingness to buy in the Pakistani market. 

Few studies in the literature have empirically tested the antecedents of PCI. Jin et 

al. (2015) empirically tested only two antecedents, Cosmopolitism (COS) and Consumer 

Ethnocentrism (CE). Sharma (2011) empirically tested only three antecedents (CE, 

Materialism (MAT) and Value Consciousness (VC)). Cleveland et al. (2009) tested three 

antecedents – CE, MAT, and COS – of PCI. The contribution of this study is that it 

empirically tested all four antecedents together, which has rarely been done in the 

literature (Dimitrovic and Vida 2010). Moreover, no study to date has empirically tested 

HPCI and FPCI with willingness to purchase. The significance of finding relationships in 
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this regard has been discussed above. This study therefore makes a conceptual and 

contextual contribution to the existing literature.  

Later, in the same model, foreign product experience is added as a moderating 

variable to investigate whether the relationship of willingness to buy for foreign products 

with HPCI and FPCI is influenced by the past experience of consumers in using a 

product. The aim of testing the moderation effect was to investigate whether consumers‘ 

willingness to buy changes if they have had a pleasant or unpleasant experience with the 

product in the past. This line of investigation makes a conceptual and contextual 

contribution to the existing literature. However, as a construct, product experience has 

been empirically tested before with respect to the antecedents of product-country image 

(Addis et al., 2007; Brakus et al., 2009), but very few studies have been conducted in this 

regard.  

 

4.2 Literature Background and Development of Hypotheses: 

               PCI studies have mainly focused on developed countries, as Dinnie (2008) 

reviewed 40 research studies and identified only 7 that included research samples from 

developing countries. Roth and Diamantopoulos (2009) surveyed 30 papers, of which 

only five contained samples from developing countries. Similarly, Sharma (2011, p. 286), 

stated that ―very few studies explore the perceptions of consumers in emerging markets 

about products made in other emerging markets.‖No previous study has focused on a 

South Asian market such as Pakistan. Hence, it is evident from the literature that there is 

a dearth of research in this area in the PCI literature, with limited and conflicting 

empirical evidence.  
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              Roth and Romeo (1992) stressed the linkage of product attributes with country 

image. They suggested that managers can use PCI information to increase sales; however, 

this study does not differentiate between HPCI and FPCI but rather discusses the 

dimensionality of country image. Later, Laroche et al (2005) discussed three-dimensional 

concepts of country image and tested the relationship of the dimensions of country image 

(cognition, affection, and conation) with product beliefs and product evaluations. The 

relationship turns out to be stronger for product evaluations than for product beliefs, 

which means that consumer cognition is more influenced by product evaluation than by 

evaluation beliefs. However, this relationship could have been in the opposite direction if 

consumers had a positive or negative experience with the product. Product experience 

(whether pleasant or unpleasant) may change the relationship between country image and 

consumer buying intentions. Therefore, this study contributes to the existing literature by 

empirically testing this relationship.  

               In the 1980s, studies on country of origin effects and brand name cues 

suggested that these factors have a major impact on consumer product evaluations. The 

image of a country in relation to its products was closely linked to the product dimension 

to which it best tends to cater (Han and Terpstra, 1988).Furthermore, it was found that 

although home products are preferred in terms of serviceability, and renowned brand 

names have an important impact in overcoming this notion. It was also found that country 

of origin affects consumers‘ evaluations and experiences to a greater extent than brand 

names. However, in 1999, Verlegh and Steenkamp (1999) analyzed the magnitude of 

country of origin on three dimensions of product evaluations, namely, consumers‘ 

attitudes, perceived quality, and purchase intentions. It was suggested that perceived 
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quality and differences in the economic development status of countries account for 

consumer purchase decisions. However, this study only discussed product quality and 

linked it to the economic condition of the country. However, it is also important to 

discuss the characteristics of consumers (COS, VC, CE and MAT) and their experiences 

with a product, as these factors can affect the willingness to purchase that product. While 

a country‘s developmental status affects purchase decisions, a study by Jin et al. (2015) 

found no relationship of developmental status with consumer ethnocentrism (CE) or 

cosmopolitanism (COS). 

Consumer ethnocentrism (CE), animosity, and country of origin image affect 

various stages of the process that consumers use to evaluate foreign products and form 

attitudes toward them (Carter and Maher, 2014). These attitudes and evaluations 

eventually translate into consumers‘ purchase behavior. It has been found that the 

evaluation, experience, and attitude formation stages are influenced by country of origin 

image, whereas CE and animosity are better indicators of consumers‘ willingness to buy 

(Carter and Maher, 2014).However, materialism and value orientation also play an 

important role in determining one‘s purchase intentions (Richin and Dawson, 1992). 

Unfortunately, no study has investigated all four antecedents of PCI and their 

relationships with willingness to buy.  

Consumer engagement with a product/brand influences consumers‘ perceptions 

about products. Such engagement may induce consumers to interpret their identity in 

order to create their own place for such an image (Baker, 2007; Hanna and Rowley, 

2013). However, the experiences of family or friends may also play an important role in 
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purchase decisions for a product. Similarly, experiences with the place/country affect 

consumers' perceptions (whether positive or negative) about a product. 

 Consumers who have a good experience with a place or product tend to end up 

having a positive perception about and attitude toward that product (Addis et al., 2007; 

Brakus et al., 2009). A negative perception or image can be changed through a positive 

experience, but the reverse is not always possible because brand experience is more 

powerful than brand image (O‘Leary and Deegan, 2005).Many consumers who are loyal 

to and patriotic toward their country tend have negative perceptions of different places 

and thus negative experiences . Given the significance of product experience, there is 

need to test the willingness of a consumer to buy a product when he has a positive or 

negative perception of the country of origin.  

Researchers have developed various models to explain how attributes are 

evaluated and integrated into overall product experience and willingness to buy (Bettman, 

1979; Lynch, 1985). Similarly, attributes such as price and brand name are likely to be 

cues of product quality (Aaker, 1991). PCI has a connection with the perception of 

product evaluations (Schooler, 1965; Papadopoulos and Heslop, 1993). Some studies 

have directly questioned the importance of country of origin cues in purchase decisions; 

however, the inconsistency between product judgments and experiences and the effect of 

PCI on willingness to buy (WB) have rarely been investigated (Heslop and 

Papadopolous, 1993).  

Currently, examining consumer purchase intentions around the world, we do find 

a difference in the preferences of domestic and foreign consumers (Truong and McColl, 

2011).  
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However, Willingness to buy (WB) is an important aspect when it comes to 

testing any particular buying behavior related to consumer values (Nwankwo et al., 

2014). Hence, a considerable amount of research has aimed to understand purchase 

intentions and elucidate the underlying reasons. However, no study has been able to 

relate the four antecedents of PCI to WB; similarly, no study has examined moderating 

effect of Product Experience (PE) on this relationship. 

HPCI negatively influences consumers‘ willingness to buy for foreign products 

(Nwankwo et al., 2014).Patriotic consumers interpret their identity to create their own 

place for such an image (Baker, 2007; Hanna and Rowley, 2013). Individuals who have 

had a good experience in their homeland tend to have a positive perception about 

domestic brands and products (Addis et al., 2007; Brakus et al., 2009). In contrast, they 

would be hesitant to buy foreign products. Similarly, FPCI would have a positive impact 

on the willingness of consumers to buy foreign products (Truong and McColl, 2011).  

The hypothesis for model 3a is as follows: 

H13: There is a negative relationship between Home Product Country Image (HPCI) 

and Willingness to Buy (WB) for foreign products. 

Most often, before selecting a product or a brand, consumers rely on knowledge about 

a product‘s country of origin. If they are familiar with a specific country, this increases 

their intention to purchase the product (Orbaiz and Papadoulos, 2003). 

For model 3b, the moderated effect of foreign PE was thus introduced.  

This model (3b) tested the moderating effect of foreign product experience. 

Previous literature has indicated that there HPCI has a negative effect on willingness to 
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buy. However, if a consumer‘s experience with a product was not pleasant, would this 

result change? In another words, by using such a product, would he be dissatisfied?  

H14: There is a moderating effect of foreign Product Experience (PE) on the negative 

relationship between Home Product Country Image (HPCI) and Willingness to Buy (WB) 

for foreign products. 

 Foreign Product Country Image (FPCI) was expected to have positive effect of 

willingness to buy for foreign products. 

H15: There is a positive relationship between Foreign Product Country Image 

(FPCI) and Willingness to Buy (WB) for foreign products. 

Previous literature has indicated that there would be a positive relationship 

between FPCI and willingness to buy if a consumer‘s experience with a foreign product 

was pleasant. Based on such positive experience with foreign products, consumers are 

likely to be satisfied, which would influence their intention to buy foreign products. 

H16: There is a moderating effect of foreign Product Experience (PE) on the positive 

relationship between Foreign Product Country Image (FPCI) and Willingness to Buy 

(WB) for foreign products. 

This relationship was tested to check the impact of foreign product experience on 

the relation between FPCI and WB. If a consumer has had a negative experience with a 

product, would such experience change the positive relationship between FPCI and 

willingness to buy for foreign products? 
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4.3 Theoretical Framework   

The following theoretical framework has been derived from the existing literature.  

 

 H1+ H2 + H13 - 

 H3+ H4 -    

 H5 -  

 H6 + H7 +  H15 + 

 H8 -  

 

 

Figure 4.1. Conceptual model of the antecedents of PCI and WB for foreign 

products  

 

This framework includes the moderating effect of PE (figure 4.2).  

 

 H1 + 

 H2 + H14 - 

 H3+ H4 -                                             H13  -   

 H6+ H5-                                               H15 +         H16+    

 H7 -    

 

 

Figure 4.2. Conceptual model of the antecedents of PCI and WB moderated by PE.  
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4.4 Research Methodology  

The research methodology of this study was same as discussed for study 1 

(chapter 2). Similarly, the selection of the product type and foreign country was done 

through focus groups, as already discussed in chapter 2.  

The purposive sampling method was used for the selection of survey respondents. 

The total number of usable responses for this study was 616 from the three selected 

universities (see Table 4.1). Universities listed on the HEC of Pakistan website were 

considered. One university from each of the size category in Lahore was selected, and 

300 questionnaires were distributed in each university. 

The University of Lahore was randomly selected in the large size category, the 

University of Central Punjab was randomly selected in the medium size category, and 

Beaconhouse National University (BNU) was randomly selected in the small size 

category. This has been discussed in detail in study 1 (chapter 2). 

 

 

Table 4.1: Sample selection 

 

 

 

 

 

 

 

 

Sample  Usable 

Total 

distributed 

Large University  210 300 

Medium University  201 300 

Small University 205 300 

Total sample size 616 900 

Response rate  68.40% 
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Constructs and Measurement 

The following constructs were used and were measured on a seven-point Likert scale. 

Table 4.2a: Construct and Measurement 

Constructs No. of items Sources 

Cosmopolitanism (COS) 5 items Cleveland et al.(2009) 

Consumer Ethnocentrism (CE) 6 items Shimp and Sharma (1987) 

Value Consciousness (VC) 4 items Lichtenstein et al. (1990) 

Materialism (MAT) 8 items Richins (2004) 

Home Product Country Image 

(HPCI) 

4 items Roth and Romeo (1992) 

Foreign Product Country 

Image (FPCI) 

4 items Roth and Romeo (1992) 

Willingness to Buy (WB) for 

foreign products 

6 items Darling and Arnold (1988) 

Product Experience (PE) 5 items Roehm and Sternthal 2001 

 

4.5 Empirical Results  

Harman’s One-Factor Test 

In the current study, common method bias was not present, as 16.55% of the 

variance was explained by the first component (see Table 4.2b).  

Table 4.2b: Common method variance test 

Componen

t 

 

Total % of 

Variance 

Cumulative 

% 

1 6.124 16.552 16.552 

2 2.668 7.211 23.763 

3 2.497 6.749 30.512 

4 2.018 5.454 35.966 
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5 1.810 4.892 40.857 

6 1.769 4.781 45.638 

7 1.314 3.551 49.189 

8 1.218 3.292 52.481 

9 1.162 3.140 55.621 

10 1.090 2.947 58.568 

11 1.002 2.709 61.276 

 

Measurement Model: CFA 

The items that had standardized factor loadings of less than 0.5 were deleted 

(Segars and Grover, 1998). Initially, MAT consisted of eight items, but the loadings of 

four items were below 0.5; hence, they were deleted. Similarly, three items of COS and 

two items of VC, HPCI, and CE were deleted. Only one item of FPCI and PE was deleted 

(see Table 4.3). The rest of the items were loaded on their constructs (i.e., regression 

weights were found to be greater than 0.5) 

Table 4.3: Standardized factor loadings, composite reliability, and convergent validity  

Construct Items Estimates 
Composite 

Reliability  

Convergent 

validity 

(AVE) 

Willingness to Buy WB1 0.88 0.78 0.65 

  WB5 0.72 

 
  

Consumer Ethnocentrism CE2 0.67 0.79 0.50 

  CE3 0.64 

 
  

  CE4 0.79 

 
  

  CE6 0.67 

 
  

Cosmopolitanism COS3 0.70 0.69 0.50 

  COS4 0.67 

 
  

  COS5 0.67 

 
  

Materialism M3 0.65 0.75 0.51 

  M4 0.63 

 
  

  M5 0.71 

 
  

  M6 0.62 

 
  

Value Consciousness VC2 0.60 0.74 0.60 

  VC4 0.92 

 
  

Foreign Product Country 

Image 
FPCI1 0.64 

0.74 0.50 
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  FPCI2 0.69 

 
  

  FPCI3 0.69 

 
  

Home Product Country Image HPCI1 0.85 0.71 0.60 

  HPCI3 0.67 

 
  

Product Experience PE1 0.50 0.8 0.51 

  PE2 0.86 

 
  

  PE3 0.81 

 
  

  PE4 0.63     

 

The overall fit indices demonstrated a good fit with the data (χ² = 359.1, df =149, 

CFI = 0.93, TLI = 0.91, RMSEA = 0.05). These indices demonstrated the parsimony of 

the measurement model, as the Chi-square value to degrees of freedom (χ²/df = 2.41) was 

less than the cut off value of 3, as suggested by Bagozzi and Yi (1988), Segars and 

Grover (1998), and Carmines and McIver (1981). The model fit well. This means that the 

implied and observed covariance are not significantly different from each other (see 

Table 4.4); hence, this model shows good fit. 

Table 4.4: Model fit summary (CFA model fit) 

  CMIN/DF NFI IFI TLI CFI RMSEA 

Model 2.41 0.89 0.92 0.91 0.93 0.05 

 

Further, NFI, IFI, TLI, and CFI were greater than 0.9, which indicates good 

model fit, as the values were above or close to 0.85 (Segars and Grover, 1998). In 

addition, RMSEA was less than 0.10, indicating good model fit (see Table 4.4).  

Table 4.3 shows the composite reliability, AVE, which measures convergent 

validity, and standardized factor loadings for each item of the constructs. Each construct 

had reliability values equal or greater than 0.7(minimum requirement; Bagozzi and Yi, 

1988). The range of reliability for the constructs was from 0.69 to 0.80 (see Table 4.3).  
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Similarly, the convergent validity of the constructs holds, as the AVE values were 

greater than 0.4, with a range from 0.50 to 0.65. In this study, each AVE value was 

greater than the squared covariance of its corresponding inter-constructs, hence 

confirming discriminant validity for each construct (see Table 4.5) 

Table 4.5: Discriminant validity  

Constructs 

 

Covariance Discriminant validity AVE 
WB CE 0.17 0.03 0.65 

WB COS 0.05 0.00  
WB MAT -0.32 0.10  
WB VC -0.27 0.07  
WB FPCI 0.06 0.00  
CE COS 0.17 0.03 0.50 

CE MAT 0.07 0.01  
CE VC -0.10 0.01  
CE FPCI -0.11 0.01  
COS MAT 0.10 0.01 0.50 

COS VC 0.03 0.00  
COS FPCI -0.05 0.00  
MAT VC 0.03 0.00  
MAT FPCI 0.11 0.01 0.51 

VC FPCI 0.22 0.05  
HPCI CE -0.15 0.02  
HPCI COS -0.02 0.00 0.60 

HPCI MAT 0.26 0.07  
HPCI VC -0.15 0.02  
HPCI FPCI -0.03 0.00 0.50 

HPCI WB -0.11 0.01  
PE WB 0.14 0.02  
PE CE -0.03 0.00 0.51 

PE COS 0.02 0.00  
PE VC 0.37 0.13  
PE FPCI 0.41 0.17  
PE HPCI -0.03 0.00  
WB represents willingness to buy for foreign products, HPCI represents home product country image, 

FPCI represents foreign product country image, COS represents cosmopolitanism, CE represents consumer 

ethnocentrism, MAT represents materialism, VC represents value consciousness, and PE represent foreign 

product experience. 
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Path Analysis (Structural Equal Modeling) Hypothesis Testing 

 

For the path analysis, a simultaneous maximum likelihood estimation procedure 

was used to examine the hypothesized relationships among all the constructs. The fit 

indices of the study are shown in Table 4.6 

Table 4.6: Model fit summary (Path analysis model fit) 

  CMIN/DF NFI IFI TLI CFI RMSEA 

Model 2.20 0.89 0.94 0.93 0.94 0.04 

 

The overall fit indices demonstrated a good fit with the data (χ² = 345.5, df 

=157,CFI = 0.94, TLI = 0.93, RMSEA = 0.04). These indices demonstrated the 

parsimony of the structural model, as the Chi-square value to degrees of freedom (χ²/df = 

2.20) was less than the cut off value of 3, as suggested by Bagozzi and Yi (1988), Segars 

and Grover (1998), and Carmines and McIver (1981). The NFI, IFI, TLI, and CFI values 

were above or close to 0.85 (Segars and Grover, 1998).  

Table 4.7: Results of the path analysis for figure 3a 

Path Analysis Hypothesis Coefficient C.R. p-value 

HPCI <--- MAT H5 -0.07 -1.14 0.25 
HPCI<--- VC H7 0.15 3.11 0.00*** 
HPCI <--- CE H3 0.09 1.14 0.26 
HPCI <--- COS H1 0.39 3.91       0.00*** 
FPCI<--- MAT H6 0.15 2.41      0.02** 
FPCI <--- VC H8 -0.26 -5.11 0.00*** 
FPCI <--- CE H4 0.14 1.62  0.11 
FPCI<--- COS H2 0.19 2.84 0.00*** 
WB <--- HPCI 
WB <--- FPCI                                                                                    

H13 
H15 

               -.003              
                 0.26 

-.012 
               2.77 

   0.98 
0.00*** 

***Significant at 0.01  

   **Significant at 0.05 
WB represents willingness to buy for foreign products, HPCI represents home product country image, FPCI represents 

foreign product country image, COS represents cosmopolitanism, CE represents consumer ethnocentrism, MAT 

represents materialism ,and VC represents value consciousness. 
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The regression results are shown in Table 4.7. Materialism had a significant, 

positive effect on FPCI (β = 0.15, p < 0.05), whereas FPCI had extremely significant 

positive effect on Willingness to buy (β = 0.26, p < 0.01); hence, H15is accepted. We can 

likely conclude that materialism among Pakistani consumers affects their perception 

about foreign products, hence, this increases the consumers‘ willingness to buy foreign 

products (see Table 4.7). Therefore it may conclude that  more materialistic consumers 

are likely to have favorable image /perception about foreign products, and are therefore 

likely to have greater willingness to buy foreign products. 

While value conscious consumers had an extremely significant negative 

perception about foreign products (H13β = -0.26, p < 0.01), FPCI had an extremely 

significant positive effect on willingness to buy. Thus, H15is accepted. We conclude 

based on this result that value conscious consumers have no preference for foreign 

products; however, H13is rejected, since HPCI had a non significant effect on willingness 

to buy (β = -0.003, p > 0.01) (see Table 4.7). 

As another significant construct in model 3a, Cosmopolitanism had an extremely 

significant positive effect on FPCI (β = 0.19, p < 0.01), so H2 is also supported. In 

addition, FPCI had a significant, positive effect on willingness to buy (β = 0.26, p < 

0.01), so H15 is also accepted. These cosmopolitan consumers prefer new cultures and 

new products. Such consumers are open to trying new products, and they are expected to 

be open minded and interested in other regional cultures. Hence, such consumers with a 

cosmopolitan perspective have positive attitudes toward foreign products are thus willing 

to buy them.  
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Similarly, Cosmopolitanism had an extremely significant effect on HPCI (β = 

0.39, p < 0.01). This result indicates that cosmopolitan consumers prefer both foreign and 

home products. Thus, we accept H1and H2. However, home product country image 

(HPCI) did not have a significant effect on willingness to buy foreign products, so we 

reject H13 

 

Moderating Effect of Product Experience (model 3b) 

To examine the moderation effect, the product indicator approach was used. This 

approach was implemented by calculating the interaction effect of all possible pair 

combinations of the indicators of latent predictors of the interaction term in the structural 

model. All standardized data were used to calculate the product indicator terms of the 

interaction effects. The interaction terms of latent independent variables were regressed 

with the interaction term of the moderating variable (all standardized values) and the 

interaction term of the dependent variable. The moderating effect of product experience 

was also tested, as reported in Table 4.8.  

Table 4.8: Results of the path analysis with the moderating effect of PE (model 3b) 
 

 

 

 

 

 

 

 

 

 
WB represents willingness to buy for foreign products, HPCI represents home product country image, PE represents 

foreign product experience, and 𝐻𝑃𝐶𝐼 ∗ 𝑃𝐸represents interactionrepresents the interaction effect of home product 

country image and product experience. FPCI represents foreign product country image, PE represents foreign product 

experience, and𝐹𝑃𝐶𝐼 ∗ 𝑃𝐸 represents the interaction effect of foreign product country image and product experience. 

 

   
   

Hypothesis Coefficient C.R. p-value  

   WB <--- HPCI H13 -.03 -.80 .42  

   WB <--- FPCI H15 .10 2.27 .02**  

   WB <--- PE  .15 3.52 ***  

   WB <--- HPCI x PE H14 -.01 -.39 .69  

   WB <--- FPCI x PE H16 .23 6.95 ***  

 ***Significant at 0.01 

 **Significant at 0.05 



Paper III: Willingness to buy 

 

 97 

According to Table 4.8, product experience had a significant, positive effect on 

willingness to buy (β = 0.15, p < 0.01), indicating its importance as a moderator. The 

interaction effect of product experience (PE) and foreign product country image (FPCI) 

was extremely significant (β = 0.23, p < 0.01), so H16is accepted. This means that when 

consumer buys a foreign product, his experience with the brand or product does matter to 

him. Earlier in this study, it was stated that consumers who possess a positive FPCI tend 

to prefer foreign brands (Table 4.7, model 3a).While the direct effect of FPCI on 

willingness to buy (WB) remained significant (H15is accepted), the impact was reduced 

from the moderating effect of product experience (β = 0.10, p < 0.05). This means that 

consumers tend to purchase products for which they have a positive FPCI, and their 

intentions to buy increases when they have used that product themselves. Hence, it has 

been demonstrated in testing H16 that product experience strengthens the positive 

relationship between FPCI and willingness to buy for foreign products (see figure 4.3). 

 
 
Figure 4.3: Interaction effect of Foreign Product Experience on FPCI and WB 

High foreign product experience is denoted by rectangle        and low foreign product experience is denoted 

by  
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HPCI had a negative effect on willingness to buy (WB) for foreign products (H13) 

in model 3a (Table 4.7). However, the interaction effect of product experience (PE) and 

HPCI on WB was not significant; hence, H14 is rejected. 

 

Robustness of the Results  

The robustness of results for study 3 (models 3a and 3b) are reported in Tables4.9 

and 4.10 by using the procedure mentioned in study 1. No difference in the results was 

found.  

Table 4.9: Robustness of the results by the bootstrapping method 

Path analysis Hypothesis Coefficient C.R. p-value 

HPCI - MAT H5 -0.12 -1.47 0.13 

HPCI<--- VC H7 0.18 3.77 0.00*** 

HPCI <--- CE H3 0.15 1.69 0.09 

HPCI <--- COS H1 0.42 3.97       0.00*** 

FPCI<--- MAT H6 0.21 2.32      0.02** 

FPCI <--- VC H8 -0.22 -4.30 0.00*** 

FPCI <--- CE H4 0.06 0.67  0.50 

FPCI<--- COS H2 0.19 2.84 0.00*** 

WB <--- HPCI 

WB <--- FPCI                                                                             

H13 

H15 

               -0.10                 

                  0.23 

-0.65 

            2.29 

   0.51 

0.02** 
***Significant at 0.01  

   **Significant at 0.05 

 

 

Table 4.10: Robustness of the results: Path analysis of model 3b by the using 

bootstrapping  
 

 

 

 

 

 

 

 

   
   

Hypothesis Coefficient C.R. p-value  

   WB <--- HPCI H13 -.03 -.79 .43  

   WB <--- FPCI H15 .10 2.25 .02**  

   WB <--- PE  .15 3.52 ***  

   WB <--- HPCI x PE H14 -.01 -.39 .69  

   WB <--- FPCI x PE H16 .23 6.95 ***  

 ***Significant at 0.01 

 **Significant at 0.05 
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WB represents willingness to buy for foreign products, HPCI represents home product country image, PE represents 

foreign product experience, and𝐻𝑃𝐶𝐼 ∗ 𝑃𝐸represents interactionrepresents the interaction effect of home product 

country image and product experience. FPCI represents foreign product country image, PE represents foreign product 

experience, and𝐹𝑃𝐶𝐼 ∗ 𝑃𝐸represents interactionrepresents the interaction effect of foreign product country image and 

product experience. 

 

 

4.6. Discussion of the Results 

The results showed that there is a positive association between Foreign Product 

Country Image (FPCI) and Willingness to Buy (WB) (H15). Previous research studies 

have also suggested that a positive FPCI would increase consumer purchase intentions for 

imported products (Tan and Farley, 1987; Peterson and Jolibert, 1995; Chabowski et al., 

2013). Hence, this finding is consistent with the literature. This means that FPCI 

influences consumers‘ willingness to buy. Purchase decisions are equally important for 

developing countries such as Pakistan (Chabowski et al., 2013). Positive FPCI matters for 

managers where country preference is important to the extent that they develop 

standardized global marketing strategies to satisfy their target market. Consumers have 

different images of countries, which affects their purchase decisions (Papadopoulos and 

Heslop, 2002). The effect of FPCI is much stronger than the effect of brand images or 

other attributes that have been studied for a variety of products and types of buyers (Jin et 

al., 2015, p. 389; Diamantopoulos et al., 2017, p.1025). Similar results have been found 

in the Pakistani market in this study. Those consumers who have shown stronger FPCI 

were found likely to have stronger willingness to buy for foreign brands. Therefore, we 

can likely say that the consumers who have better image /perception about foreign 

products are more likely to show stronger willingness to buy foreign products. 
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Moreover, previous studies have found a positive link between Materialism (MAT) 

and Foreign Product Country Image (Eastman et al., 1997; Wong and Ahuvia, 1998; 

Burroughs and Rindfleisch, 2002). This results of this study also support the claim that 

MAT improves FPCI. This might be due to the fact that Pakistani consumers who score 

high in materialism prefer foreign brands to satisfy their materialistic instincts (Reeves et 

al., 2012; Richins, 2004). Likely, by using such imported products, they feel more 

confident in themselves (Belk, 1985).Hence, materialism  was found to have a significant 

impact on consumers‘ behavior, perceptions, attitudes, and purchase preferences (H15) 

(Truong and McColl, 2011). This result is consistent with the existing literature (Eastman 

et al., 1997; Landon, 1974). Hence, it can be concluded that materialistic consumers‘ 

attitudes toward imported products motivated them to purchase luxurious brands in order 

improve their standing in Pakistani society.  

Cosmopolitan consumers showed a preference for foreign products and FPCI was 

found related to willingness to buy.  Though COS‘s relationship with HPCI was 

significant  yet HPCI was not found significantly related WB. This result supports the 

existing literature where existence of positive relationship between COS and HPCI is also 

reported by other researchers. (H1).  

Cosmopolitan consumers are believed to be more interested in learning about 

innovative ideas, trying new products, and experiencing different cultures across the 

globe (Skrbis et al., 2004). Hence, the result of this study also support the same view of 

consumers living in Pakistan. 

In Pakistan, there is considerable income disparity. Individuals with low income 

compromise on product quality against the price they are paying (Batra, 1997; Cui & Liu, 
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2001). The present study also found that for consumers living in Pakistan, value 

consciousness  has a significant, positive effect on HPCI but a negative effect on FPCI; 

this is consistent with the existing literature (Monroe and Petroshius, 1981; Gong, 2003). 

Such value conscious consumers were willing to pay less for products from Pakistan; 

they preferred cheap local products rather and expensive foreign products (Usunier, 1994; 

Zeithaml, 1988). Ahmed and d‘Astous (2008), Jin et al. (2015), and Sharma (2011) found 

that consumers scoring high in value consciousness tend to show a low preference for 

foreign products, as such products are more expensive than domestic products. Similarly, 

in Pakistan, such consumers have been found to be willing to pay less and compromise 

on the quality of the home products due to price constraints (Zhao et al., 2011). The 

results of this study showed that value consciousness had a significant, negative effect on 

FPCI and hence intentions to purchase foreign products (H8 and H15). 

According to the existing literature, consumers who score high on ethnocentrism 

tend to buy domestic products rather than foreign products. They perceive themselves to 

be loyal to their home country, so they form a positive HPCI and negative FPCI (Jin et 

al., 2015).  

The findings of this study contradict those in the literature. Ethnocentric Pakistani 

consumers were not found to show a preference for foreign products over domestic 

products. This means that consumers who feels loyal to their country do not have 

differing perceptions between homeland products and foreign products. However, the 

results of this study provided empirical evidence that Pakistani consumers have a positive 

foreign product country image(FPCI) and intentions to purchase foreign products. The 

results showed that consumer ethnocentrism did not have a significant effect on either 
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FPCI (H4rejected) or HPCI (H3 rejected). This contradicts the findings of Shimp and 

Sharma (1987) and Alden et al. (2013), who found that consumers with high consumer 

ethnocentrism, especially in developing countries, may feel threatened by large 

multinational companies. Hence, they reject imported products and prefer local ones. 

Further, with respect to foreign products and FPCI, evidence from previous literature has 

supported a negative relationship between ethnocentrism and FPCI (Riefler and 

Diamantopoulos, 2009; Riefler et al., 2012; Shimp and Sharma, 1987). Moreover, Klein 

et al. (2006) found that consumer ethnocentrism has a negative effect on evaluations of 

foreign products, whereas Wang and Chen (2004) reported different effects based on 

different consumption tendencies. However, such results do not hold in the case of 

Pakistan. Consumers living in this part of the world, specifically ethnocentric consumers, 

do not prefer buying foreign products. Hence, consumers who feel loyal to their 

homeland do not prefer to buy foreign products. Indeed, in this study, the relation of 

consumer ethnocentrism with FPCI and HPCI, as well as with willingness to buy was not 

found significant. So nationality of Pakistani consumers does not seem to influence their 

preference for foreign or home products and therefore by implication nationality issue/ 

identity issue does not seem to influence their buying decision.  

Furthermore, experience with a product plays an important role in purchase 

decisions, as does experience with a place or country (whether positive or negative). 

Perceptions of the potential or actual experience associated with a place or country are 

achieved directly and indirectly through communication (Addis et al., 2007; Brakus et al., 

2009). Individuals who have a good past experience of using a foreign brand tend to have 
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a positive perception about foreign brands and products; a similar phenomenon has been 

seen in Pakistan.  

As mentioned above, previous literature has indicated foreign product country 

image (FPCI) has a positive effect on willingness to buy when a consumer has good past 

product experience by using foreign product (Baker, 2007; Hanna and Rowley, 2013). 

This result also holds true for respondents of this study. Those respondents showed  a 

stronger willingness to buy  foreign products who had positive past experience of using 

foreign products; also those consumers who had positive image about foreign products 

showed more willingness to buy foreign products.   Moreover interaction effect of FPCI 

and PE had a positive relationship with WB, therefore past experience of using foreign 

products moderated the relationship between FPCI and WB. However, the effect of 

product experience on the relation between HPCI and willingness to buy was not found to 

be significant (H14is rejected). These results indicate that Pakistani consumers who have 

had a good experience with a foreign country‘s products would exhibit high intentions to 

purchase them, yet such consumers still showed no preference for their home country‘s 

products. 

 

4.7 Theoretical and Managerial Implications 

Given the limited and conflicting empirical evidence in the literature about the 

relationships investigated in this study, the aim was to examine consumers‘ perceptions 

about relationship of PCI and purchase intentions in one of the South Asian consumers 

markets. In addition, investigation of the moderating effect of consumers‘ experience of 

using foreign products on the relationship of  PCI (both HPCI and FPCI) with willingness 
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to buy provided further in-depth insight about the mechanics of the main relationship.  

For this purpose, a model was tested where impact of PCI on intention to buy was tested 

in the presence of the moderating effect of past experience of using foreign products.  It 

was made evident from the discussion of previous literature above (introduction and 

literature section) that proposing and testing such a model would conceptually and 

contextually contribute to the current PCI literature.  

Apparently, the value conscious consumers were found more likely to hold 

negative views about foreign products, as they perceive these products to be more 

expensive than domestic products.  But  these value conscious  respondents were found 

likely to purchase foreign brands if the product was produced in a well-known country 

and if they have had a pleasant past experience of using that foreign product. For this 

reason, managers of multinational companies operating in Pakistan should capitalize on 

the country name (origin) in their advertising campaigns and provide free samples of 

products so that value conscious consumer can easily use/experience these products as 

such experience of using foreign product was found likely to intensify their intention to 

buy foreign product in future.  

Consumers who felt strongly patriotic nonetheless showed an inclination to 

purchase foreign products. If they had past experience of using foreign product, they 

were likely to have stronger buying intentions.  This finding indicates that there are 

opportunities for international companies to enter the Pakistani market. Multinational 

Corporations (MNCs)  can easily develop positive perceptions about their products in the 

minds of Pakistani consumers by giving free product samples (on a trial basis) in order to 

facilitate their target market experience their products, because such experience of using 
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the foreign product was found likely to strengthen consumers‘ purchase intentions.   One 

may conjecture that western  MNCs need not necessarily tailor their marketing campaign 

for each South Asian foreign market separately; rather they may want to experiment with 

global marketing strategies applicable in this region after having given consumers an 

opportunity to use the product. Such uniformity in marketing effort would help MNCs 

implement a standardized promotional campaign not only in Pakistan but also across 

South Asian countries (e.g., India, Bangladesh, Sri Lanka, Nepal, Maldives) as there are 

many similarities in fashion  trends and cultural values among these countries.  

Managers of local companies can also attempt to give a touch of foreignness to 

their brands by using endorsements of international celebrities in their TV commercials 

and advertisement campaigns. Local/ domestic firms can also change their packaging 

styles to include innovative and luxurious aesthetics for their local products, which can 

create an image of ―foreignness‖ in the minds of their target consumers.   Such tactics are 

likely to be fruitful because this study found that WB (willingness to buy) is influenced 

positively if a product is perceived as having foreign image (FPCI). 

 

4.8Limitations and Future Directions 

Whether the relationship of product country image and cosmopolitanism of 

consumers was  moderated by product experience was not tested in this study, but is 

likely to be an interesting area of future investigations. 

 Strictly speaking the results of this study are generalizable to only one country 

and one city; however, the same model can be applied to differentiate the buying patterns 

of consumers in developing and developed markets and in different cities within one 
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country.   Similarly, HPCI and FPCI can also be empirically tested with an older age 

group in a similar market, and the same comparison can be done across nations. This 

would offer multicultural validation of the proposed model.   Also, in future, the similar 

model as proposed in this study can be tested on other product categories (for example, 

food items, cars etc) as this study was limited to only one product category.  
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5. Conclusion 
 

Recently, product country image has gained attention among international 

businesses, especially in emerging markets such as Pakistan. Products coming from 

different parts of the world have influenced many consumers in terms of perception about 

quality, price, and image of particular foreign country. Every consumer has a different 

perspective regarding foreign products.  However, as globalization is increasing and as 

companies are expanding internationally, managers need to cautiously address such 

global consumers. Marketers need to be very careful about the image of their products 

with respect to the country of origin.   Although it is quite difficult for managers to fulfill 

the needs of every consumer living in different regions, international companies should 

always attempt to integrate their global strategies (such as global branding) by developing 

international communication strategies. 

Pakistan has recently been opening itself to international companies, and many 

multinational companies are entering the region. This sudden change has brought global 

consumers and Pakistani consumers together through the use of advanced technology 

(such as the Internet).  These developments have created many opportunities for 

marketers to explore new trends and markets, which could intensify competition for 

satisfying customer needs.  

In general, there was found an apparent acceptance of the global clothing brands 

among Pakistani consumers; and this investigation has found presence of willingness 

among Pakistani consumers to buy products that give image of foreignness, especially 

among  those consumers that have a more pronounced self reported materialistic bend of 

mind .  Value conscious consumers were also not likely to reject the foreign products or 



Aliya Bushra 

 108 

products that have an image of foreignness if they have  positive past experience of using 

foreign products, though in the absence of this moderator such consumers were less likely 

to buy foreign products.  More ethnocentric consumers were also likely to accept 

foreignness in products that they buy in the clothing category.  ================   

Another aim of this research was to analyze the purchasing pattern of Pakistani 

consumers in the presence of local and foreign products. The findings showed (Table 5.1) 

that consumer purchase intentions are affected by the perception of foreign country‘s 

images. In other words, Pakistani consumers were willing to buy products that were 

imported or that at least had a perception of foreignness associated with them. 

The concept of ―foreignness‖ is very popular in this part of the world. 

Interestingly, consumers who perceive themselves as loyal citizens and who exhibit high 

patriotism were still found to be influenced by foreign countries and their products. This 

means that in Pakistan, individuals are more concerned about the origin of the country 

before they purchase a product. This is similar to the concept ―country of origin.‖ Thus, 

consumers categorize products into local and foreign segments.  

The concepts in self-categorization theory were also seen in this emerging market. 

In this market, individuals categorize a ―country‘s product image‖ before they form a 

perception or attitude about a product. Consumers like to categorize products according 

to their origin. The concept of product country image is significantly found in this 

market. For this reason, managers of multinational companies operating in this region 

should capitalize on the country name (origin) in their advertising campaigns. This could 

help them manipulate the perceptions and purchase decisions of such consumers.  



  Conclusion 

 109 

However, the findings of this study also showed that consumer ethnocentrism is 

not as prevalent in this part of the world. Indeed, consumers who reported being loyal to 

and patriotic toward their homeland actually preferred foreign products. Such consumers 

had positive perceptions of foreign countries and were willing to purchase foreign 

products. In other words, ethnocentric consumers showed a foreign product preference 

rather a local product preference. This finding contradicts the existing literature. One of 

the reasons behind such a finding could be the absence of extremist nationalistic 

tendencies among Pakistani consumers; so they are not blinded into buying only 

Pakistani products, rather their buying decisions are influenced by multiple factors 

instead of being driven by ethnocentric/nationalistic/identity related concerns.  

On the other hand, an openness towards global culture was likely to prevail in this 

part of the world with respect to consumers‘ brands, and this kind of perspective has also 

been seen in this country. People living here showed a tendency to want to experience 

new cultures and values other than their own (local) culture. The likely explanation 

behind this finding could be that international firms are entering in the region rapidly. 

Intensive marketing campaigns might have influenced consumers to shift from their 

conservative thinking to open minded thinking. Managers of international firms should 

implement global marketing strategies in this region, as it would help them reduce huge 

marketing costs, where they previously marketed their brands as a ―local brand‖ in their 

promotional campaigns in order to be appropriately perceived in conservative 

environment.  
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Table 5.1 shows the results that contradict and support the existing literature.  

Table 5.1: Findings of this study 
Relationship Expected Actual Sig Consistent Contradicts 

H1: COS -->HPCI + + 

S Caldwell et al., 2006;Craig 

&Douglas, 2006   

H2: COS --> FPCI + + 

S Strizhakova, 2008; Ahmed 

&d‘Astous, 2008   

H3: CE --> HPCI + + 

NS 

Mensah et al.,2011; Kinra, 2006 

Sharma, 2011;Strizhakova, 

2008;Shimp& Sharma, 1987 

H4: CE --> FPCI - + 

S Kamwendo, 2014; Mensah et 

al.,2011 

Shimp & Sharma, 1987; Sharma, 

2011 

H5: MAT --> HPCI - - 

NS Brouther and Xu, 2002; 

Papodpolous&Heslop,2002   

H6: MAT --> FPCI + + 

S Jaffe& Nebenzahl, 2001; Cleveland, 

2009; Batra, 1997   

H7: VC --> HPCI + + 

S Kinra, 2006; Ettenson, 1993 

   

H8: VC --> FPCI - - 

S Huddleston et al., 2001; Ettenson, 

1993 

   

H9: COS*CF--> 

FPCI + + 

NS Orbaiz&Papodoulos, 2003; Ahmed 

an‘ d'Astous, 2008   

H10: CE*CF--> 

FPCI - - NS Roth&Romeo, 1992; Batra, 1997   

 

H11: MAT*CF--> 

FPCI + + NS 

Brouther and Xu, 2002; 

Papodpolous&Heslop,2002   

H12: VC*CF--> 

FPCI - + 

S 

Laroche et al., 2005; Batra, 1997 

Ettenson,1993; Huddleston et al., 

2001 

H13: HPCI --> WB - - 

NS Sahak et al., 2015; Shimp &Sharma, 

1987   

H14: PE*HPCI --> 

WB - - 

NS Laroche et al., 2005; Bilkey&Nes, 

1982   

H15: FPCI --> WB + + 

S Chaboswki et al., 2013; 

Roth&Romeo,1992; Turner, 1987   

H16: PE*FPCI --> 

WB + + 

S Orbaiz&Papodoulous, 2003; Lee, 

1999   
WB represents willingness to buy for foreign products, HPCI represents home product country image, FPCI represents 

foreign product country image, COS represents cosmopolitanism, CE represents consumer ethnocentrism, MAT 

represents materialism, and VC represents value consciousness. PE represent foreign product experience. CF represent 

country familiarity. 
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Appendix A: Cover Letter for questionnaire 

 

 

Dear Consumer: 

 

I am PhD student at Lahore School of Economics and I am conducting a study on consumer‘s 

perception of domestic and foreign goods. The objective of this research attempts to understand 

why people prefer foreign goods over domestic products, also their willingness to buy foreign 

products if they are familiar with a specific foreign country. Through your participation, I 

eventually hope to understand how marketers can satisfy the needs of the consumers.  

 

Enclosed with this letter is a brief questionnaire that asks a variety of questions about your 

opinions and attitude towards a certain product category, also, your perception towards homeland 

and a foreign country. I request you to look over the questionnaire, and if you choose to 

participate do not write your name on the questionnaire. I do not need to know who you are and 

no one will know whether you participated in this study. However, I need to know your gender, 

age bracket, education level and your family income bracket to fully understand the dynamics of 

this study.  

 

I hope you will take few minutes to complete this questionnaire and return it to me. Your 

participation is voluntary. If you have questions and concerns about completing questionnaire or 

participating in this study, you may contact the Lahore School of Economics by telephone: 092-

42-111-656-111, or through their website www. lahoreschool.edu.pk. 

 

Sincerely, 

 

Aliya Bushra 

Assistant Professor 

PhD student 

Lahore School of Economics 
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Questionnaire 

Kindly fill the following questions by keeping CLOTHING as “product type” in your 

mind. 

Also in those questions where the image of a foreign country has been asked,  

kindly keep at least one of these countries USA, or UK in your mind.  
 

Willingness to Buy Foreign product (modified from Darling and Arnold 1988) [1 = Strongly 

disagree; 7= Strongly agree] 

I would feel guilty if I buy a Foreign  product (Clothes)         R 

I would never buy a Foreign product (Clothes)     R 

Whenever possible, I avoid buying foreign products (Clothes)         R 

Whenever available, I would prefer to buy products (Clothes) made in foreign country (USA/UK) 

I do not like the idea of owning foreign products (Clothes)   R 
If two products (Clothes) were equal in quality, but one was from Foreign country (USA/UK) and one 

was from Pakistan, I would pay 10% more for the product from Pakistan   R 

Country Familiarity (Orbaiz and Papadopoulos , 2003) 

I Know little about Country X (USA/UK) 

I Know about Country X (USA/UK) 

I Know a lot about Country X (USA/UK) 
 

Foreign Product Experience (Adopted by Roehm and Sternthal, 2001) [1 = Strongly disagree; 

7= Strongly agree] 

I often use the (foreign) product (Clothes)  

I feel well acquainted with the (foreign) product (Clothes) 

I feel an expert regarding the (foreign) product (Clothes) 

I use (foreign) products (wear Clothes) on regular basis 

I am quite familiar with the (foreign) product (clothes) 
 

Consumer ethnocentrism (CETSCALE, Shimp and Sharma, 1987)[1 = Strongly disagree; 7= 

Strongly agree] 

 
Only those products (Clothes) that are unavailable in Pakistan should be imported  

Pakistani should not buy foreign products (Clothes), because this hurts Pakistan's 

businesses and causes unemployment 
It is not right to purchase foreign products (Clothes), because it puts Pakistani out of jobs 

A real Pakistani should always buy Pakistani-made products  (Clothes) 

We should purchase products manufactured in Pakistan instead of letting other countries 

get rich off of us 
It may cost me in the long run but I prefer to support Pakistan‘s products (Clothes) 

 

Value consciousness (Lihtenstein et al. (1993) [1 = Strongly disagree; 7= Strongly agree] 

I am very concerned about low prices, but I am equally concerned about product (Clothes) quality  
When I am shopping, I compare the prices of different brands (of clothes) to be sure I get the best value 

for the money 
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When purchasing a product (Clothes), I always try to maximize the quality I get for the money I spend 

When I buy products (Clothes), I like to be sure that I am getting my money‘s worth 
 

Materialism (Richin 2004) [1 = Strongly disagree; 7= Strongly agree] 

I like a lot of luxury in my life  

Buying things (clothes) gives me a lot of pleasure  

My life would be better if I owned certain things (like clothes) that I do not have  

I admire people who own (wear) expensive clothes  

I would be happier if I could afford to buy more things  (clothes) 
It sometimes bothers me that I cannot afford to buy all the things (clothes) that I would 

like  

The things (clothes) I own say a lot about how well I am doing in life  

I like to own things (wear clothes) that impress people 
 

Cosmopolitanism (Cleveland et al., 2009) [1 = Strongly disagree; 7= Strongly agree] 

I enjoy exchanging ideas with people from other cultures or countries (USA/UK).  

I am interested in learning more about people who live in other countries (USA/UK). 
I enjoy being with people from other countries (USA/UK) to learn about their views and 

approaches.  
I like to observe people from other countries (USA/UK) to see what I can learn from 

them. 

I like to learn about other ways of life. 
 

Perceptions of Home Product Country Image (Roth and Romeo, 1992) [1 = Strongly disagree; 

7= Strongly agree]  

I feel Pakistani products (Clothes) are reliable  

I feel Pakistani products (Clothes) are innovative  

I feel Pakistani products (Clothes) are of high quality  

Local products (Pakistani Clothes) have overall a good performance 
 

Perceptions of Foreign Product Country Image (Roth and Romeo, 1992) [1 = Strongly 

disagree; 7= Strongly agree]  

I feel foreign  country‘s (USA/UK)  products (Clothes) are reliable  

I feel foreign  country‘s  (USA/UK)  products (Clothes) are innovative  

I feel foreign country‘s (USA/UK)  products (Clothes) are of high quality  

Foreign products (Clothes) have overall a good performance 
Gender     1) Male     2) Female 

Age       1) 18-20 years      2) 21-25  years         3) 26-30 years     4) Above 30 

 

Education :  1)Intermediate   2) Bachelors   3) Masters   4) Others 

 

Monthly Income (of Family or individual) : 1)less than 50,000  2) 50,000-100,000  3) 101,000- 

200,000  4) above 200,000 
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Appendix B:  

Table 2.6: Descriptive Statistics 

 

N Mean Skewness Kurtosis 

WB1 616 3.7 0.1 -0.9 

WB2 616 3.3 0.0 -1.0 

WB3 616 3.2 0.3 -0.8 

WB4 616 4.7 0.2 -0.8 

WB5 616 3.4 0.0 -1.1 

WB6 616 4.9 -0.5 -0.6 

CF1 616 4.8 -0.3 -0.4 

CF2 616 4.0 0.0 -0.7 

CF3 616 4.0 -0.3 -0.1 

PE1 616 4.3 0.0 -0.9 

PE2 616 4.5 -0.5 0.2 

PE3 616 4.4 -0.1 -0.9 

PE4 616 3.7 0.1 -0.4 

PE5 616 3.8 0.1 -0.8 

CE1 616 4.8 -0.3 -0.9 

CE2 616 4.4 0.1 -0.8 

CE3 616 4.2 0.0 -0.8 

CE4 616 4.5 -0.1 -0.9 

CE5 616 4.5 0.1 -0.7 

CE6 616 4.3 0.0 -0.8 

VC1 616 5.2 -0.4 -0.4 

VC2 616 5.1 -0.3 -0.6 

VC3 616 5.1 0.0 -0.9 

VC4 616 5.3 -0.3 -0.7 

M1 616 4.3 -0.2 -0.6 

M2 616 4.7 -0.3 -0.6 

M3 616 4.5 -0.5 -0.2 

M4 616 4.1 -0.1 -1.1 

M5 616 4.4 -0.3 -0.7 

M6 616 4.4 -0.4 -1.0 

M7 616 4.5 -0.2 -0.4 

M8 616 4.0 0.0 -1.0 

COS1 616 5.2 -0.3 -0.7 

COS2 616 5.1 -0.5 -0.4 

COS3 616 5.1 -0.4 -0.7 

COS4 616 5.1 -0.2 -0.7 

COS5 616 4.8 0.0 -0.8 

HPCI1 616 4.4 0.5 0.8 

HPCI2 616 4.1 0.1 -0.4 

HPCI3 616 4.6 -0.3 0.0 
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HPCI4 616 4.6 -0.4 0.0 

FPCI1 616 4.9 -0.4 -0.3 

FPCI2 616 5.3 -0.6 -0.2 

FPCI3 616 4.9 -0.1 -1.0 

FPCI4 616 5.3 -0.4 -0.4 
 

WB represents Willingness to Buy foreign product, HPCI represents Home Product Country Image, FPCI 

represents Foreign Product Country Image ,COS represents Cosmopolitanism, CE represents Consumer 

Ethnocentrism, MAT represents Materialism, VC represents Value Consciousness, CF represents Country 

Familiarity and PE represent foreign Product experience.  

 

 

 

 

Figure 1.1 Conceptual framework of the antecedents of Product Country Image and 

Willingness to buy 
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