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Abstract  

Western societies have recently registered a rise of xenophobic attitudes, mainly 

due to the sociological and cultural changes happened in the last few years. Italy 

has become one of the main destinations for immigrants from non-European 

countries, and this has caused several issues among the population. Despite the 

vast research carried out in psychological and sociological fields to investigate 

which are the causes and the origins of xenophobia, little is known about it in the 

context of international marketing and there are still gaps in the understanding of 

the concept and its effects on consumers. The overall image that emerges from 

literature shows that Xenophobia has a direct impact on people’s behavior and 

their personal characteristics. However, for marketing managers operating 

nowadays in multicultural social contexts, it is relevant to understand the role that 

xenophobia plays when it comes to foreign products’ evaluation and purchasing 

behavior. 

  

The evaluation of the economic, political and social situation in Italy, which is 

unfavorable on many fronts, offers a background for the authors to build a model 

that investigates xenophobia. To address this, the research question What is the 

impact of xenophobia on consumers’ predisposition towards foreign products? has 

been used as a guide to conduct the research. Thus, building on the information 

on the Italians’ generally negative perception of the economy and conceptualizing 

their cultural openness’ degree, the impact on the Xenophobia’s level is evaluated. 

Further, consumers’ xenophobia is identified as a driver for both their personal 

evaluation of foreign products and their purchasing intentions.  

  

The results found that xenophobia is negatively influenced by both people’s 

cultural openness and their perception of the economy, and they also showed that 

Italian consumers are affected by xenophobia when they purchase foreign 

products. These findings contribute to a better understanding of the concept of 

xenophobia in a marketing context, demonstrating how consumers, who are 

impacted by their negative attitudes towards immigrants, will negatively evaluate 

and will avoid buying foreign products. Moreover, valuable implications are 

provided for both companies and consumers, and the results found in this research 

open up new paths to analyze xenophobia in future studies. 
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1. Introduction 

In nowadays society, emergencies like the refugee crisis and terrorist attacks are 

considered partly accountable for the generation of xenophobic and racist 

reactions in citizens and in politicians, who constantly try to exploit the anti-

immigrant mass feelings to get more votes and increase the popularity of their 

political parties. However, social scientists seem to agree upon the consideration 

that social constructs like racism and xenophobia have deeply changed lately. 

There is an evident “discrepancy between what people report and how they 

behave” (Anderson, 2010), it is a natural intrinsic bias that leads people to an 

unconscious form of racism that they are not willing to admit.  

 

The current situation in Italy makes it necessary to further study the cultural and 

social environment to understand it, and to recognize its consequences on the 

behavior of the Italian consumers. Consumer behavior is in fact shaped by several 

factors such as culture, social environment, personality and psychological aspects 

that are influenced by consumers’ emotions and feelings (Quintano, 2006).  

In literature, many studies have explored xenophobia, especially in terms of 

psychology and sociology but, regarding the impact that xenophobia has on 

marketing and consumer behavior, there is still a limited number of researches. 

Current literature on ethnocentrism (Shimp and Sharma, 1987) is often related with 

studies about patriotism (Bilkey and Nes, 1982), and animosity (Klein, Ettenson, 

and Morris, 1998) as factors that should be combined with product country image 

and country-of-origin effect (Papadopoulos and Heslop, 1993). Furthermore, 

xenophobia is often used as synonym of racism, prejudice and negative attitude 

toward immigrants. 

 

With this study, the factors that might be at the root of xenophobia in the Italian 

market are investigated, in order to understand which biases have an effect on the 

decisions of Italians to buy foreign products. To do so, drivers such as Perception 

of the Economy and Cultural Openness are considered to explain Xenophobia; 

subsequently, Xenophobia is analyzed as a predictor for Avoidance to Buy Foreign 

Products and Foreign Product Evaluation.  
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Previous studies about xenophobia have been often associated to contexts like, 

among the others, racism, prejudices and preconception, however, in this 

research, instead, two different aspects are addressed. Firstly, an analysis of the 

consumers’ perception of the economy and of their cultural openness is done to 

investigate if these two drivers are actually influencing the level of Xenophobia. 

The comprehension of this might lead to a partial understanding of their 

predisposition toward what is foreign. By looking at these aspects, it could also be 

identified if the decision is mostly conscious or unconscious, and therefore derived 

from a prejudice or personal thought. Secondly, an investigation on whether 

xenophobia is influencing the evaluation of the foreign products and the willingness 

to buy those products is done to understand consumers’ predisposition toward 

these topics and therefore their possible decisions and following behaviour. 

 

This research is focusing on investigating not only to what extent, in the current 

Italian situation, Italian consumers are influenced in their purchasing decisions 

about foreign products, but also if those decisions are influenced by xenophobic 

attitudes. Following the points above discussed, the following research question is 

addressed:  

 

What is the impact of xenophobia on consumers’ predisposition toward 

foreign products? 

 

The research is organized as follows. It begins with a theoretical introduction about 

xenophobia and its difference with racism; then it briefly provides an overview of 

consumers’ purchase decisions in literature. Following this conceptual background, 

the Italian situation regarding immigration and economy is presented, followed by 

an introduction on the rising of xenophobic attitudes in the Western World, and the 

main political reactions. The conceptual and situational backgrounds allow to 

proceed through the next chapter, dedicated to the hypotheses development, 

which is supported by a thorough literature research. Then, accordingly, the 

methodology with the definition of the research context, the measures and the 

design of the survey is presented and discussed. 

In the further step, the collected data are analyzed, in order to test the hypotheses 

previously formulated, by conducting both a descriptive and a quantitative analysis, 
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using PLS-SEM methodology. The results of the analysis are then interpreted and 

discussed, followed by the implications that they could have on the Italian market, 

for both companies (Italian and foreign) and consumers. In the very end, the 

limitations incurred in this research are presented, followed by the drawing of some 

conclusion and the presentation of new perspectives for future researches. 
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2. Conceptual Background 

 

In this chapter, the concepts of xenophobia and purchasing behavior are defined 

and explained. Further, an overview of the Italian situation is given and the rising of 

xenophobic feelings in the Western World is presented. This is the very starting 

point of this study, as it provides a theoretical introduction on why it is important to 

research on xenophobia in a marketing perspective in the first place, and gives an 

overview of the presence of xenophobia and purchasing behavior in literature.  

 

2.1 Xenophobia 

2.1.1 Definition of xenophobia 

 

The definition of the word xenophobia finds its roots in ancient Greek terminology, 

where “xenos” meant stranger and “phobia” meant fear.  Fear, suspicion, and even 

hatred for the stranger, the “other”. Several sociological and psychological studies 

have been researching on the topic, and various scholars have been giving their 

own definition to the phenomenon: Reynolds and Vine (1987) stated that 

“xenophobia is a psychological state of hostility or fear toward outsiders” (p. 28), 

and more recently Yakushko (2009) defined xenophobia as “a form of attitudinal, 

affective, and behavioral prejudice toward immigrants and those perceived as 

foreign” (p. 43). Xenophobia can manifest itself through negative emotions and 

attitudes, that spread quickly and often lead to violent and aggressive reactions 

against foreigners.  

 

Sundstrom & Kim (2014) distance their definition of xenophobia from the 

etymological one of “fear of the strangers”, as they believe that talking only about 

fear is limiting and the phenomenon is actually much more complex than that. 

Many other sentiments are involved: envy, resentment, insecurity, threat, doubt 

and concern (Van Der Veer, Yakushko, Ommundsen & Higler, 2011) toward the 

foreigners that feed and nourish the social separation between “us” and “them”, the 

ingroup and the outgroup. Usually, host communities tend to hold onto their own 
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culture, because they feel culturally and socially threatened. Very often they refuse 

to open up for the “other”, as they are afraid they might lose their own national 

identity in the process (Huntington, 1997). 

 

2.1.2 Xenophobia in Sociology and Psychology 

 

Several studies have been researching on xenophobia from a sociological and 

psychological point of view, and they have been trying to measure it in relation to 

other phenomena, but several of them have been inconsistent (Van Der Veer, 

Yakushko, Ommundsen & Higler, 2011). Among the ones that, on the other hand, 

were consistent, there is a lot of research on how attitudes toward racial minorities 

and stereotypes have an effect on the population’s opinions on welfare (e.g., 

Gilens, 2000), especially in America, and what Americans think about blacks. In 

general, in developed Western countries, an increase of immigration means an 

increase of ethnic heterogeneity, in which the difference between “us” and “them” 

is strongly felt: in this context, a host community might reduce its public support for 

the welfare system because not only the ingroup but also members of the outgroup 

would benefit from that (Garand, Xu, & Davis, 2017).  

 

Typically, researchers have utilized questions on immigrants and immigration in 

order to assess respondents’ general attitudes toward them (e.g. Esses, Dovidio, 

Jackson & Armstrong, 2001, Hjerm, 2003). Among other measurement methods 

that have been used in literature, respondents have been asked to give an 

estimation of the number of immigrants (e.g., Licata & Klein, 2002), or even an 

estimation of the benefits - if there are benefits - of the presence of immigration in 

their country, for both natives and immigrants (e.g., Mugny, Sanchez-Mazas, Roux, 

Pérez, 1991). Further, Van der Veer et al (2011) have been coming up with a 

xenophobia 5-item scale that assessed personal fear, fear of cultural change, fear 

of losing identity, fear of disloyalty, and political fear. 

 

However, the studies mentioned above have a sociological or psychological 

approach to xenophobia. A thorough search of the relevant literature yielded very 

few, and mostly inconsistent, articles about xenophobia from a marketing 
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perspective. The objective of this thesis is to analyze xenophobia with a marketing 

approach, and find out whether xenophobia has a direct relationship with Italian 

consumers’ attitudes toward foreign products.  

 

2.1.3 Xenophobia and Racism 

 

A word to which xenophobia has often been linked to is racism. Racism and 

xenophobia describe similar concepts but still have some slight differences: as 

previously mentioned, xenophobia means fear of the stranger. Therefore, the word 

xenophobia has been reframed to indicate fear (Van Der Veer et al, 2011), fear of 

what comes from the outside, fear of what is different from us, of what does not 

resemble us, of what is perceived as a danger simply because we do not know it. 

Being afraid is normal, as it is human.  

 

In the word “racism”, on the other hand, it is evident the link with the word “race”. 

At the basis of racist ideologies, there is still that theoretical concept of race of the 

physical anthropology of the old 19th century that arbitrarily differentiates racial 

groups such as "white", "black", "yellow" and even sometimes the most unlikely 

"red" (Delle Donne, 1993). It is a belief that, with undue over-simplification, 

emphasizes some features, including first of all skin color. The racist person does 

not feel the need to justify his or her views and judgments, convinced that there 

are indeed different races because of "the immediate evidence of his senses when 

he sees an African, a European, an Asiatic and an American Indian together" 

(Lévi-Strauss, 1952). Several biologists have recently proved that races cannot be 

identified on the basis of objective criteria. Any distinction in human features has a 

mere "practical" character: there is only one race, the human race, which is made 

up of so many differences that all men look like each other but no one is identical 

to the other. Therefore, it might seem surprising to discuss racism when scientific 

evidence has been given for the inexistence of “races” in human genetics. Doty 

(2006) points out that this is a “racism without race, whose dominant theme is not 

biological heredity, but the insurmountably cultural differences, incompatibility of 

life and traditions” (p. 18). He believes that race is “whatever racists have the 
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social power to define it as” (p. 24). Therefore, race does exist, but only as a social 

construct, rather than a biological or genetic reality (Helms & Richardson, 1997).  

 

In this lies the distinction between the two concepts: while racism is a social 

construct based on physical visible aspects of the individuals (Helms & 

Richardson, 1997), xenophobia is an attitudinal orientation of hostility against 

foreigners in a host community (Boehnke, Hagan, & Hefler, 1998). 

 

Some scholars believe that xenophobia is no other than a form of racism that does 

not use the concept of race as a defining element (Boehnke et al, 1998). Some 

others, like Hjerm (1998), state that xenophobia itself can be the cause for racist 

actions or, even worse, for “more subtle forms of exclusion hidden in the discourse 

of society” (p. 335). This introduces characteristics that both xenophobia and 

racism have in common in nowadays societies: both phenomena have somehow 

evolved, becoming more modern and subtle.  

 

Defending traditional values, exaggerating cultural differences and denying 

positive emotions toward the outgroup are all signs that reveal a subtle prejudice in 

the Western community (Pettigrew & Meertens, 1995). Pettigrew & Meertens 

(1995) define the subtles as those who “adopt intermediate positions that reject 

minorities in socially acceptable ways” (p. 72), and they point out the necessity to 

further deepen the studies of subtle prejudice in literature.   

 

 

2.2 Purchasing Behaviour 

 

When people have to do their shopping, they are supposed to take a considerable 

number of decisions beyond the product choice (Kotler & Keller, 2012), and it is 

therefore important to understand which factors are influencing their purchasing 

patterns. The consumer purchasing decision process is influenced by several 

dynamic factors that give a different range of relevance to the emotional aspects, 
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either personal or relational, and to the merely functional ones of the product 

(Quintano, 2006).  

Additionally, extrinsic and intrinsic information could influence the consumer 

decision process. If for intrinsic attributes – such as design, performance and taste 

– the consumer might have some difficulties to evaluate them prior to purchase, for 

the extrinsic cues – such as brand name, price and packaging – the consumer 

might make inferences to evaluate the product and, especially for products for 

which the consumer has little or no prior knowledge, they might rely on these 

factors (Cattin, Jolibert, and Lohnes, 1982). 

 

On the overall, depending on the type of purchase, various aspects have a 

stronger weight compared to the others. Beyond the cues mentioned above, also 

consumers’ attitudes toward local and foreign products are relevant to be 

considered. In fact, “Country-of-Origin” (COO) effect is also related to the 

campaigns affected by the slogans “Buy local” or “Made in …”. These factors are 

often used as surrogate indicator to measure the perceived quality (Elliot & 

Cameron, 1994). Therefore, the understanding of the factors that influence 

consumer choices goes also through the analysis of factors such Country of 

Origin, Ethnocentrism and Animosity among the others. 

 

The manufacturing location – an extrinsic cue – and the effect that it has on 

consumers’ preferences has been largely debated in the international business 

and in the marketing literature either as “Country Affiliation” (Chao 1989) and as 

“Country-of-Origin Effect” (COE). Additionally, COE has been discussed taking into 

consideration its effects in different countries (Nagashima, 1977; Reierson, 1967) 

and in various economic development stages (Papadopoulos, Heslop and Beracs. 

1990; White and Cundiff 1978). Country of origin effect defined the positive or 

negative influence that the production country could have on the decision 

processes and on the consequent behavior of consumers. On the other hand, 

some past studies argued that this effect does not exist or that it actually has a 

small effect on the purchasing behavior (e.g. Johansson, Douglas and Nonaka, 

1985; Erikson, Johansson and Chao, 1984). 
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An additional factor that has an influence on consumers’ attitudes and beliefs 

toward the country of origin of a product is the Product-Country Image (PCI), that 

has been studied by several authors (e.g., Jaffe and Nebenzahl, 2001; Baughn 

and Yaprak, 1993; Papadopoulos and Heslop, 1993). A distinction of the 

antecedents of this factor has to be made, as there are different potential 

reactions, whether the product is domestic or foreign. In fact, there is a variety in 

constructs that goes from patriotism (Han, 1988) to ethnocentric preferences 

toward domestic products (Shimp and Sharma, 1987), to xenophobia (Roemer, 

1995) - characterized by fear of the others - to animosity, in which case the 

feelings are negative only for a defined country (Klein et al. 1998). On the 

opposite, social psychology proposes some concepts that define the attitudes of 

the consumers who prefer, or at least are open, to foreign goods. One example is 

worldmindedness (Rawwas, Rajendran, and Wuehrer. 1996), which means 

preferring non-domestic goods, almost a synonym of xenophilia and altercentrism 

(Druckman, 1994). 

 

Han (1989) wrote about the “Halo” effect, that suggests, based on the assumption 

that buyers do not have a deep knowledge of a country’s products, that Country 

Image plays a role on how brand is perceived, as it is influencing the beliefs 

regarding the country’s goods. Furthermore, also the perception of a possible link 

between brand nationality and ethnicity might play a role in products’ evaluation, 

as these may be influenced by the opinions and the views of the consumers.  

 

Besides country image, there are also other factors that could be used by 

consumers to make inference in order to arrive to a purchasing decision. The most 

known phenomenon is Ethnocentrism, defined as “the beliefs held by consumers 

about the appropriateness, indeed morality of purchasing foreign-made product 

and the loyalty of consumers to the products manufactured in their home country” 

(Shimp & Sharma, 1987). It refers to the situation in which people see their country 

as superior and right (Sumner, 1906, cited in Hammond and Axelrod, 2006) and 

therefore they believe that it is inappropriate or immoral to buy foreign-made 

products and it is widely measured through the CETSCALE (Shimp & Sharma, 

1987). Further, Crawford and Lamb (1981) carried out a research that showed that 

the impact on the involvement at a personal-emotional level is created during the 
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act of buying a foreign product, highlighting the fact that the final purchasing 

decision might be influenced by the worry of create unemployment, or affect the 

domestic economy or the national security – even if some literature suggest that 

also the country’s development level is having a weight on consumers’ 

ethnocentric tendencies. 

 

In addition to consumer ethnocentrism and the ones previously mentioned, which 

have been largely discussed, Josiassen (2011) proposed an initial analysis of the 

consumer disidentification (CDI), predicting that, if consumers feel repulsion toward 

their own country, this would negatively influence their purchase behavior toward 

products made by domestic firms or in the domestic country itself. However, the 

evaluation of consumers’ purchasing behavior should also take into consideration 

the purchasing decisions toward foreign countries: the concept of “Animosity” 

refers to the repulsion toward some countries caused by “remnants of antipathy 

related to previous or ongoing military, political or economic events (Klein, 

Ettenson and Morris, 1998, p.90), while “Consumer Affinity” (Oberecker, Riefler 

and Diamantopoulos, 2008) means that the buyer is attracted by a foreign country 

and this could be due either to similarity between domestic or foreign country – 

such as politics, language, culture, economic situation – or to personal 

experiences with regards the foreign country (Oberecker et al., 2008). 

 

2.3 The Italian current situation  

 

In 1997, Samuel Huntington wrote that “migration flows are the central issue of our 

time”. Twenty years and several social and political developments later, this quote 

is still relevant and migration flows continue to make the headlines. According to 

the United Nations, in the last fifteen years, global migrants have increased at a 

rate that is twice as high as the growth of the world's population, reaching a growth 

rate of 3.3% in 2015, up from 2.8% in 2014. The same source warns that the 

poorest countries (mostly located in sub-Saharan Africa) could not only uphold the 

migratory pressure of "economic" nature in Europe, but even increase it over the 

next few decades. 
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History was made by migrants, entire territories became countries because of the 

merging of different populations coming together and creating one. But harmony 

and unity did not just come overnight, they often had to go through episodes of 

slavery, colonialism and subordination (Gotanda, 1991), which unconsciously often 

led to sentiments of racism and xenophobia perpetuated in time. Following a 

similar pattern every time, history has shown that xenophobia seems to be the 

most natural reaction of the host communities, especially during times of economic 

and political disorders (Yakushko, 2009). 

 

 

2.3.1 Current immigration situation in Italy: facts and figures 

 

In the last two decades, the dynamics of the migratory phenomenon have deeply 

changed. Since 2010, more and more immigrants have been landing on Southern 

Italian shores, phenomenon that keeps growing nowadays and has become a 

matter of national and international concern (Castelli, 2015, April 20). Following the 

2008 economic crisis, the migration movements toward Italy registered a sharp 

decline of regular incoming flows and, at the same time, a severe increase of 

immigrants traveling by sea to flee their own countries. However, some recent 

researches have shown how the preferred destinations for migrants arriving by sea 

on the Italian coasts are Sweden, Germany, and generally North European 

countries. Italy has become the center of a new migratory trend: from a country of 

emigrants, the “Bel Paese” has shifted to be a country of immigrants, and it is now 

becoming a transit country to reach other destinations (ISMU Foundation). 

 

The ISMU Foundation estimates that, by January 1, 2016, the foreign population in 

Italy reached 5.9 million (regular and non), with an increase of 52,000 units (+ 

0.9%) over the previous year, representing 9.58% of the total population resident 

in Italy. The irregular component is significant: ISMU estimates that 435,000 

immigrants do not hold a valid residence permit. At first glance, the increase in the 

immigrant population would seem modest. However, if the citizenship acquisitions 

made in 2015 are also considered, the scenery changes and more realistically the 
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actual numbers of growth could be read: in 2015, the new Italians are 178,000 

(against 130,000 in 2014 and 60,000 in 2012). Thus, by adding the 52,000 arrivals 

in 2015 and the 178,000 immigrants who have acquired Italian nationality, the total 

number of foreigners rises to 230,000, with an overall increase of 3.9%. 

The number of migrants arriving to Italy by sea continues to be high. Over the past 

five years, the number of migrants landed on Italian coasts has almost tripled: from 

63,000 in 2011 to 154,000 in 2015, with a peak of 170,000 of 2014. Recently, Italy 

has reached a new record: from January 2016 to November 2016, there have 

been 171,000 arrivals by sea. The impact of the landings on the Italian reception 

system is considerable: in 2015, 78.5% of foreigners were housed in temporary 

reception facilities, 13.2% in centers provided by SPRAR (public organization for 

the protection of asylum seekers and refugees), and the remaining 8.3% in centers 

of first reception built in the landing areas (ISMU, 2016). At the same time, always 

according to ISMU, there is also an increase in asylum seekers: in the first 10 

months of 2016, 98,000 applications were submitted (compared to 84,000 in 

2015). However, their outcome is often negative: out of the 161,000 asylum 

seeking cases in the three-year period 2014-2016, 56.2% applications were 

refused, and refugee status was only given to 6.2% of the applicants.  

 

In 2015, most of the foreigners living in Italy were Rumanians, with just over 

1,150,000 residents, accounting for 22.9% of the total, followed by Albanians 

(9.3%) and Moroccans (8.7%), with almost half a million residents each. The other 

majorities are Chinese (5.4%), Ukrainians (4.6%), Filipinos (3.3%), Indians (3%) 

and Moldavians (2.8%) (ISMU, 2016). Most immigrants work in the tertiary sector, 

followed by production, construction, trade and agriculture. In 2015, the agricultural 

sector has recorded the largest increase in foreign employment (increasing of 15% 

from 2014): 35.7% of the new agricultural employees were foreigners, 

demonstrating that in specific sectors, the employment of immigrants is growing 

more than the Italians one. 

 

Despite the general discontent, immigrants can be a benefit for the Italian 

economy: in 2015, they contributed for 8.7% to GDP growth. However, especially 

for less skilled laborers, immigration is not only complementary, but it can also 

become competition. 
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2.3.2 The economic Situation in Italy 

 

The economic crisis that hit the world more than ten years ago is still leaving 

effects on the Italian economy. In fact, after the crisis, despite some attempts from 

both the Italian government and the European Union, the economy is taking a long 

time to stabilize. The main points on which the governments are working on are: 

reduction of the public costs, reform of the job acts and of the pensions and 

decrease of the amount spent on the welfare support, reducing consequently the 

living standard of most of the people relying on that. It is also important to highlight 

that, despite in real the living standards on average are higher than in the past, 

people have the feeling that they are lower (Cannavale, 2014, December 3). Today 

most of the people feel the need to have the last smartphone, a tablet, brand 

clothes, cars and other goods that are expensive and most of the time this is to 

show a certain social status and not to satisfy a real need (Bauman, 2007b). 

However, to be able to afford this kind of life style, they sign leasing contracts or 

pay with monthly rate even for small amounts. Even though this habit allows more 

people to afford a certain type of goods, it is also reducing the net amount 

available at the end of the month and it is making more people willing to buy 

unnecessary goods that, at the end, have a high impact on their personal 

economic disposal (Cosma, 2006). In Italy, the personal debts for consumptions 

amount to 107 milliards and 700 million, almost the double compared to 2004 

(Sironi, 2017, February 28). According to Istat – the Italian Statistics Institute – in 

2016 the average spending per family was 2524.38 Euro per month of which 

almost 600 Euro goes in the payment of the rent. 

 

It is also important to mention that there is a deep territorial dualism between the 

North and the South of Italy. This gap is not only cultural but also economic: there 

is almost 1000 Euro of difference in the monthly family expenses (Istat, 2016) 

between Northern and Southern regions. Since 2008, the Italian GDP is 

decreasing despite few slightly increases in some periods. Nowadays, according to 

the World Bank, it is around 1.85 thousand of milliard of USD, almost the half of 

the German one. The fact that the internal production is slightly growing over the 

years - for 2017, the estimation done by the International Monetary Fund is +1.3% 

- is a sign that the economy is recovering but still at a path that is not allowing 
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companies to smoothly work without money issues, especially for small and 

medium companies (Ansa, 2017, July 24). The “Centro Studi Impresa Lavoro” 

elaborated some data provided from OCSE (Organization for Economic Co-

operation and Development - OECD) and CRIBIS D&B which had reported that, 

since the beginning of the economic crisis, the number of firms that had closed for 

failure are more than 100,000.  

In order to help the economy restart, in 2015 the Italian Government started to 

elaborate some reforms and laws to facilitate the employment and to stimulate, 

through bureaucratic simplifications, companies to hire young people. Since that 

year, the growth rate of the employment rate started to rise fostered by some tax 

break provided by the “Legge di Stabilità”, an annual law that illustrates the public 

financial actions for the next three years and that is the starting point for the 

actuation of the programmed goals set for the government spending (Ministero 

dell’Economia e delle Finanze). An impact has also been given by the job act, a 

law created with the main purpose of helping young people to get into the job 

market, by reducing the taxes for the companies; however, despite the positive 

initial impact, it soon lost in efficacy (Weisz, 2015, January 15). 

 

One of the main problems regarding the job sector is the young unemployment 

level. In fact, the OCSE report of October 2016 (cited by Moussanet, 2016, 

October 5) reveals that in Italy there are 2.5 million of people aged between 15 and 

29 that are neither studying nor looking for a job – so called neet. If this value in 

2007 was the 19,7% of the total population, today this value raised to 26,9%. To 

emphasize and understand this number it is relevant to say that the OCSE 

average value is 14.6%. 

 

A strong problem in Italy is not only the mentioned young unemployment rate but 

also the general unemployment (3 million of citizens) (Bini, 2017, July 8) that 

include also all the labor force that, during the years of the economic crisis, lost 

their jobs. It is also relevant to look at the pensioners and their living standards, as 

this is not only affecting their lives, but also the one of younger people that are, 

sometimes, relying on the economic help of parents or relatives. According to Istat, 

in 2015, the risk of poverty in family with someone perceiving a pension is 5% 

lower than in those without (22,5%), as the pension is somehow covering from 



22 
 

situations of strong monetary needs. However, this value goes on the opposite 

side when the retired is living alone (23,4%) or if they are the only parent (16,3%), 

or if the pension is the only income from work for different adults of the family 

(29,7%). Looking at the Bloomberg’s misery index – calculated by putting together 

the forecasted country’s rate of inflation and unemployment – Italy, in 2017, is 

ranked 13th with a projected score of 12.8, just under Croatia, Colombia and 

Uruguay. 

 

Another factor that has an impact on the economic situation – or at least on the 

public perception of it -  is the relationship between welfare and foreigners. Even 

though, according to Dossier Immigrazione 2016, the net value of the direct 

economic transfers from the Government is positive (between +1.8 and 2.2 milliard 

of Euro), the public opinion has a negative perception of the actual costs for the 

foreigners’ welfare. This could also be due to the fact that, if most of the costs are 

sustained locally (housing, welfare and nursery school), the income from the taxes 

is directed to the State in general and therefore not really perceived by the local 

community. 

 

Additionally, two main topics on which there is a big debate are healthcare and the 

housing system, as the public opinion strongly feels the “competition” with 

immigrants. With regards to the first one, it is mostly a distortion of reality, as 80% 

of the public expenditure in this area are for elderly (Di Pasquale, Stuppini & 

Tronchin, 2017, January 28). The problem regarding the housing, instead, is a 

“hotter” topic, as the assignment of the popular houses are based on the family 

income and disposal and, according to these parameters, immigrants are in bigger 

need to have a place to live in. Although, according to Dossier Immigrazione 2016, 

on average 80% of Italians own a home while only 20% of immigrants do so, this 

situation is creating a lot of malcontent among Italians. 

 

The numbers mentioned above do not include the costs of refugees that are 

landing on Italian coasts. The biggest costs to host refugees are those related to 

the long staying at the centers for refugees, or in temporary structures such as 

hotels, camping and hostels. Italy spent 3,3 milliards of Euro in 2016 (Polchi, 29 

October 2016) to cover the costs of rescuing refugees from the sea, hosting and 
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giving them the necessary medical treatments, food and clothes. But, from that 

amount, are excluded the additional costs for their social integration. 

Furthermore, according to Documento Programmatico di Bilancio (Cited in Il Sole 

24 Ore, 2017, April 17) - a document created by the government with the 

forecasted expenditure - in 2017 the costs above mentioned might raise till 4,6 

milliards of Euro (0,27% of the Italian GDP). 

Not only those costs are impacting on the Italian economic situation but also on the 

social and demographic one: in 2016, 181 000 refugees arrived in Italy (Unicef, 

2017). This number is therefore creating a strong impact on Italians’ perception of 

the economic and of the social environment: not only some Italians feel that the 

money invested on refugees are “stolen” from the public support, but also that 

refugees might steel their job and increase the crime rate. 

 

To better understand the economic situation in Italy, it is also useful to look at the 

number of companies – Italian and not – operating on the peninsula. According to 

Confesercenti, a union representing 350 thousand small and medium crafts, 

tourism and services businesses, over the past six years, foreign-owned 

enterprises in Italy have grown of 25.8%, reaching 571,255 unities, while Italian 

companies, still experiencing the effects of the crisis, have decreased of 2.7%. The 

activities conducted by people born outside of Italy do not cease to increase, and 

the union estimates that, by this step, in 2021 foreigners will run 711,898 

businesses in Italy. Performance by foreign companies is so remarkable that, 

according to many, it is at the limit of credibility, especially considering that the 

period under review has been characterized by the country’s biggest economic 

crisis over the last seventy years. The main concern lies on the fact that many of 

these activities have an impact on unfair competition. Confesercenti, in fact, also 

found that, with regards to itinerant trade, only 60,000 out of over 193,000 

companies are legally registered and known by the tax authorities. Further, the 

high level of turnover - ratio between openings and closures - is particularly high 

for foreign companies: on average it is 24%, double the rate of Italian companies. 

This growth of foreign companies in Italy might lead to different reactions among 

the domestic population: on one side, the increase of registered companies legally 

operating on the Italian market might contribute to the raise of the Italian economic 

situation, and therefore improve the perception of the economy. On the other side, 
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the raise in the number of illegal activities is happening also due to the lack of 

controls able to regulate the situation, and it might lead to an increase of 

xenophobic attitudes. 

 

 

2.4 Rise of Xenophobic Attitudes in the Western World 

2.4.1 The Western World Responds to Immigration: Rise of Right 

Nationalism 

 

Confronted with the huge migratory waves that have hit Europe, the EU is showing 

signs of fragility. Sassen (1999) perfectly sums up how the society sees 

immigrants today: “threatening outsiders, knocking at the gates or crashing the 

gates, or sneaking through the gates into societies richer than those from which 

they came”. In the last few years, some EU members have been trying hard to lock 

up those gates from the inside, to stop the “threatening outsiders”; some of them 

feel like they do not have any more control on their borders or on the people who 

cross them (Miller, 2016) and they have been questioning the conditions of the 

Schengen Agreement, which abolished EU’s internal borders. Despite Europeans 

being able to travel freely throughout most of the continent, the whole idea behind 

the Union has always been based on the concept of the free trade of goods, 

services and money. As Mrs. Thatcher put it in 1989: “We joined Europe to have 

free movement of goods - not free movements of terrorists, criminals, drugs, plant 

and animal diseases and illegal immigrants” (Karyotis, 2007) and, with a very 

similar attitude, twenty-six years later the United Kingdom voted to leave the EU in 

a decision that shocked the entire world. Brexit, among other economic reasons, 

was partly motivated by the cultural change that Britain has been experiencing, 

which was not well seen by older British generations, mostly composed of a white 

and less educated part of the population.  

 

Brexit was mainly driven by the U.K. Independence Party and their anti-immigrant 

rants, and it has quickly influenced many other European countries, that have been 
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coming up with their own version of referendums against some EU policies, 

especially the ones about migration flows and the EU’s plan for refugee 

resettlement (Gentleman, 2016, July 4). In this respect, the spread of nationalism 

in many European countries can be partly explained by the refugee crisis that hit 

Europe in the last few years. According to the UNHCR, over one million people 

fled to Europe since January 2015, almost half of them escaping the Syrian war, 

and most of the rest coming from difficult countries like Afghanistan, Iraq, Eritrea 

and Nigeria. These waves of refugees landing on European ground after a terribly 

dangerous journey, risking their lives numerous times and only to be seen, once 

arrived on what is supposed to be a “safe” land, as illicit settlers stealing jobs, 

criminals undermining the Western culture and Muslims committing terrorist 

attacks. The alarming rise of terrorism throughout Europe has contributed to make 

things worse. The awfully frequent attacks on cities like Paris, Nice, Brussels, 

London, Manchester and many more, all claimed by the Islamic State, have 

caused deep shock, hurt and disdain and have strengthened the anti-Muslim 

feeling that was already deeply rooted in the Western society. 

 

With these xenophobic feelings growing throughout all the Western World, it is no 

wonder that political parties that have always been associated with racism – and 

some even with neo-Nazism – are now becoming extremely popular, like the 

Austrian Freedom Party or the Party for Freedom in the Netherlands. With populist 

and nationalist parties acquiring popularity, the adoption of xenophobic policies 

has become more and more frequent, like the Danish controversial “jewelry law” 

that allowed local authorities to seize valuables from refugees to pay for their 

settlement in the country (Agerholm, 2016, July 1), or like the French “burkini” ban 

that follows a long history of policies banning full-face veils in the country 

(Dearden, 2016, August 24). 

 

A further concern that has been causing strong tensions at national, community 

and international level is the control of maritime borders and irregular migrations 

flows in the Mediterranean. The International Organization for Migration (IOM) 

reported that between January 1 and June 30, 2017, 97,000 migrants arrived in 

Europe by sea, 80% of which arrived in Italy, while the rest landed in Greece and 

Spain (Topi, 2017). According to William Lacy Swing, General Director of IOM, 
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despite the efforts of the Italian navy and the numerous NGOs involved in the 

rescuing, 5,079 people lost their lives in the sea in 2016, and the rise of deaths will 

not stop until all governments in the Mediterranean area would find adequate ways 

to handle migratory flows (Topi, 2017). Lacy Swing believes that walls are not a 

solution, as they could push more migrants into the criminal and traffickers’ 

networks and therefore lead to an increase, not a decrease, of irregular migration 

and in the long run not favoring the interests of Europe (Polchi, 2016, June 5). 

 

In line with the Italian request of solidarity, Chancellor Merkel has more than once 

ensured the German support for the fight against illegal immigration (Il Foglio, 

2017, January 18). Other EU member countries, on the other hand, have been 

reacting differently. Hungary, for example, has adopted very restrictive measures 

against immigrants and asylum seekers. In France, the new president Macron has 

announced his support for the Italian cause, but only in helping people who seek 

shelter from war. He stresses that 80% of immigrants that arrive in Italy are 

economic ones, and he is not willing to open the French borders to welcome them 

(Marroni, 2017, June 30). 

 

2.4.2 Italians respond to Immigration 

 

The waves of refugees pouring into Europe from the Middle-East have contributed 

to the rising of xenophobic and racist feelings among the local populations. Italy, 

because of its geographical position, together with Greece, is the main gateway by 

sea for migrants. Since the 2008 economic crisis, Italians have been feeling the 

weight of an unstable economy that could crash upon them any moment and the 

presence of immigrants contributes to their uneasiness. Political parties like the 

Northern League, right-wing separatist party with xenophobic views, and even neo-

Fascist groups like CasaPound and Forza Nuova, are taking advantage of the 

phenomenon, getting more and more popular by exploiting the most common 

misconceptions about immigration. Misconceptions about immigration are, without 

any doubt, extremely popular. Among these, the three most common probably 

are:    
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a. “Immigrants steal our jobs” 

 

This prejudice is in part understandable, in a country like Italy, with over 3 million 

people unemployed (Istat, 2017) and huge inactivity levels, especially among 

young people who often have no choice but to flee to North Europe or the USA. 

Yet, all the major scientific studies in this field confirm a different picture: firstly, 

migrants often focus almost exclusively on agriculture, production and different 

kind of occupations that make complementary the work done by immigrants and 

the work done by local people rather than substitute. Over the last three years, the 

number of immigrant workers grew faster than Italians. Of the 701,000 employees 

more of the first quarter of 2017, compared to the same period in 2014, Linkiesta 

found that 501,00 are Italians and 187,000 foreigners. Translated, more than 26% 

of the new employees in the last three years are immigrants, percentage equal to 

10% of the Italian population. Leaving aside black labor and exploitation cases, 

fueled by the irregular migrants’ flows, immigrants are still less qualified than 

Italians. Employment rates among those with low education levels increased by 

3.7% from 2014 to today, while the increase in immigrants who have an education 

in three years did not exceed 0.3% (Bulian, 2017, June 17). 

 

A further study conducted by OCSE (2016, cited by Seghezzi & Tiraboschi, 2016, 

October 2016) found that, without the presence of immigration in Italy, today 3.5 

million workers under the age of 45 would be missing, due to the aging of the 

population. This clearly shows how the demographic decline in Western societies, 

the rise of the average age and, at the same time, the demand for more goods 

and, above all, more services, is helping raising demand for a kind of work that 

only the presence of immigrants can satisfy. 

 

b. “Immigrants increase the level of crime and terrorism” 

 

Another strong misperception held by the local population is the belief that 

immigrants landed on Italian grounds are all terrorists and criminals (Lambruschi, 

2015, February 18). By the end of 2016, 31.4% of the detainees in Italian prisons 

were immigrants. Among this percentage, it is mainly the undocumented ones who 

committed the crimes; mostly were condemned for theft, fraud or offence against 
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the person. The frequency of reports against foreigners varies considerably from 

one region to another, ranging from 42% in the North, to 39.3% in the Center, and 

15% in the South and the Islands (Polchi, 2016, October 24). 

 

Immigration has undoubtedly introduced some changes in the Italian landscape of 

crime, but, going beyond this irrefutable point of view, there are some beliefs that 

need to be dispelled. Medias and far-right political parties have managed to 

influence the perception of a big component of the Italian population, making them 

believe that it is indeed true that the new migration flows have directly affected the 

rise in the number of crimes, that immigrants are more delinquent than the locals 

and that their crimes are more serious than the ones committed by Italians. 

However, the numbers speak the truth, and they show how crimes committed by 

foreigners have actually been decreasing over time: in the period 2004-2013, 

reports against Italians, that in the same time-range registered a slight decline of 

the population, increased of 28.0%, while those against foreigners, that doubled up 

in the meantime, declined of 6.2% (Eurostat, 2015). Although the numbers indicate 

a drop in the presence of foreigners in prisons, the legal protection gap remains 

broad, registering many signs of discriminations: for example, for the same 

offense, foreigners suffer restrictive custodial measures much more frequently than 

Italians. 

As for terrorism, the perpetrators of the attacks are in the clear majority European 

citizens, born and raised in Europe (Rosini, 2017, March 7). Second-generation 

immigrants who, feeling like foreigners in their own country, prove that there is not 

a direct link between terrorism and immigration. However, this opens a whole other 

chapter about the integration of immigrants in the Western culture.  

 

c. “Immigrants do not integrate themselves in the Italian culture” 

 

In a perfect world, migrants should confront the host country's patterns of behavior 

and learn from them. This should make them develop new, creative and non-

destructive ways of thinking, and it should push host populations to peacefully 

approach them with a different way of thinking, eventually leading to a civil 

coexistence. Problems, however, generally appear with second-generation 

immigrants (Cartaldo, 2016, October 25). The children of migrants are forced, 
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often against their wishes or will, to mediate between the traditional values that 

belong to their origins and those of the immigration context. Often, however, this 

compromise is not found, and this can result in struggles and intolerance. If poorly 

channeled, this intolerance can give rise to violent phenomena. 
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3. Hypotheses Development 

 

The rising of xenophobia in Italy - and, in general, in the Western world - has 

pushed scholars to search for the underlying reasons and analyze the causes and 

the consequences of these attitudes. However, there are some observations to 

make regarding the large literature on xenophobia and racism and, more in 

general, attitudes toward immigrants: the first is that there are different opinions on 

which are the most adequate ways to measure the phenomenon from a statistical 

point of view; further, researches on these topics are dispersed across a variety of 

disciplines, failing therefore to provide a unified way of looking at the issue 

(Espenshade & Hempstead, 1996). Last but not least, there is a literature gap 

when it comes to a marketing approach and, in particular, the effect that 

xenophobic attitudes have on consumers’ purchasing decisions. 

 

Finding the effects of xenophobia on consumers when it comes to foreign 

products’ buying decisions is the main objective of this research, but before doing 

that, it is important to understand that xenophobia is in turn driven by different 

other factors. The two drivers of xenophobia taken into consideration in this study 

are: Perception of the Economy and Cultural Openness.  

 

The following section offers a theoretical overview of every antecedent factor 

involved in this research, and then proceeds with the development of the 

hypotheses. First, a theoretical overview of Xenophobia is provided, followed by 

the presentation of the effects that the two factors, PE and CO, have on 

xenophobia are presented. Further, approaches are discussed and hypotheses are 

developed also regarding the effect that XEN has on Foreign Product Evaluation 

(FPE) and Avoidance to Buy Foreign Product (ABFP), two important dependent 

variables of this research. 
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3.1 Xenophobia 

 

Despite the widespread moral disapproval of xenophobia, it is indeed present in 

our society and, according to many, it is still growing (Zincone, 2000). In Italy, the 

combined effects of Catholic solidarity and the internalization of leftist movements 

have managed to hide the presence of a deep level of xenophobia for many years 

(Zincone, 2000). The economic boom of the ‘70s marked a sudden swing in the 

Italian migration flows of the previous two centuries: traditionally considered a 

country of emigration, it has now also, and especially, become a country of 

immigration. Right political parties born in the years following the 70’s and the 80’s 

started to exploit the situation: immigrants were preached to be “too many”, they 

were bringing diseases, criminality and unemployment and they were putting at 

risk the national security and the Italian culture. Lega Nord (the Northern League), 

founded in 1989, started preaching not only about the many dangers of 

immigration, they were also busy campaigning against the “Terroni” (people from 

South-Italy), following on a North-South dualism still present nowadays in the 

Italian reality. Further, media contributed in persuading the population that Italy 

was being invaded by the “strangers”, and fear and prejudices soon became part 

of the general mindset (Dale & Cole, 1999). 

 

 

3.1.1 Causes of Xenophobia 

 

Among the causes and the origins of xenophobia, according to many scholars 

there is globalization, defined by Held, McGrew, Goldblatt & Perraton (1999) as the 

“increasing cross-border flows of goods, services, money, people, information, and 

culture”. Held et al. (1999) found that more globalized countries are the main 

destination for migratory movements and that, the more one country is exposed to 

globalization, the more feelings of nationalism would grow. Globalization has 

become a constantly talked-about phenomenon and a word used both in social 

science and by media and journalists of every kind (Hirst, Thompson & Bromley, 

2015). According to Sassen (2000), every social change happening in the society, 
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from an economic or political perspective, or even from an environmental point of 

view, has globalization as the main cause behind it. Globalization is therefore 

linked to the globalizing process of industries and organizations. However, what 

are the effects on consumers? Prior studies have been researching on this topic 

quite a lot: while many scholars believe that the internationalization and the 

globalization of the companies are leading to the creation of a homogeneous 

global consumption culture (e.g., Alden, Steenkamp & Batra, 1999; Hannerz, 1990; 

Steenkamp, Hofstede & Wedel, 1999), some others think that globalization had an 

opposite effect, reinforcing, instead, the influence that local cultures have on 

consumer behavior (e.g. De Mooij, 2004). In this globalized world, Sassen (1999) 

believes that it is the expansion of demand for workers in “skyscraper, factory, and 

field” that drives migration and emigration, rather than "overpopulation, poverty, 

and economic stagnation” and all the other beliefs conventionally thought to be the 

causes for migration.  

 

It cannot be denied, however, that the refugees and the economic migrants crisis 

of the last few years have been another important cause of the rising of 

xenophobic attitudes. Stephan & Renfro (2002) have found two types of threats 

that could lead to the creation of prejudices against the outgroup: realistic threats 

and symbolic threats. Realistic threats include how the ingroup feels threatened 

from an economic and political perspective by the outgroup, namely the ingroup's 

power, resources, and the general welfare are put in danger by the presence of the 

outgroup. Symbolic threats are shown when there are visible differences in the 

values, beliefs and attitudes of the ingroup and the outgroup. For example, a 

realistic threat could be the already discussed growing of the bad macroeconomic 

conditions and the general anxiety over economic insecurity, that, according to 

many scholars, have been generating anti-immigration feelings; or it could also be 

the increase in undocumented immigration, which has been contributing to the 

rising of the worries of the host communities (Espenshade & Hempstead, 1996); or 

further, job and housing competition. Conversely, a symbolic threat could be the 

cultural impact that the presence of immigrants has on the host community: the 

differences in religion, culture and language spoken can contribute to the rising of 

xenophobic feelings (Stephan, Ybarra & Morrison, 2009). Further, host 

communities typically believe that immigrants behave in a way that is different and 
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irreconcilable with their own traditions and that they are too linked to their culture 

and do not make any attempt to integrate themselves within the new society 

(Bernabei, 2002). Nationalistic feelings and a strong national pride of the members 

of the ingroup can also influence their xenophobic attitudes: Hjerm (2003) proves 

that the more people feel nationalistic, the higher will be their risk of being 

xenophobic.  

 

Further, Stephan & Stephan (2000) identified two other types of threats: intergroup 

anxiety and negative stereotypes. Intergroup anxiety mainly refers to the occasions 

in which the ingroup interacts with the outgroup, and feels intimidated or scared by 

the confrontation. These feelings can actually increase the negative stereotypes, 

the other type of threat, which also has a big effect in defining xenophobic feelings 

and could be represent by the situation in which individuals, stereotyping 

immigrants to be aggressive, insolent and disrespectful of the rules and the 

national laws, would feel, among the others, even more agitated or worried in light 

of an interaction with the outgroup (Yakushko, 2009). Social anxiety is therefore 

playing a very important role: in most Western societies, leaves the perception 

among the individuals that an increase in immigration means a rise of criminality 

(Sampson, 2008). Further, in the last years, the Western world has been a target 

of terrorist attacks, all claimed by Islamic extremism, which has been contributing 

to the rising of xenophobia and, in particular, to what is known as Islamophobia. As 

already mentioned with regards to the economic perception, media play a very 

important role in influencing the minds and the opinions of the society: media 

speculations have contributed in the past in creating stereotypes on immigrants 

and, following terror attacks, on Muslims, helping the diffusion of xenophobic and 

islamophobic feelings (Ahmad, 2006).  

 

In this research, however, two main predictors, different from the ones already 

mentioned, are deeply analyzed: Perception of Economy and Cultural Openness. 

Further, Xenophobia is in turn an antecedent for two other variables: Foreign 

Product Evaluation and Avoidance to Buy Foreign Products. Each variable and the 

links between them are explained in the following pages, and this allows to 

develop the hypotheses to test in this research.  
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3.2 Perception of Economy  

 

In psychology, perception is a constructive process through which the stimuli that 

are presented to us are processed through analysis, interpretation and integration 

into reasonable forms (Goldstein, 1980). Perceptual reality is different from reality 

itself, as it is shaped by one owns package of knowledge, experiences, memories 

and attentions (Gregory, 1997).  

The findings of several sociological studies have proved that perceptions have a 

stronger effect on the public opinion than the actual reality (e.g. Hetherington, 

1996). And it is not only sociological researches that have observed this: in 2014, 

the “Ignorance Index”, a global study by Ipsos MORI, showed how the public 

opinion and perceptions are often wrong if compared with reality: out of the 

fourteen countries involved in the study, Italy had the highest degree of ignorance. 

The biggest misperception Italians had was about how many people - among 

those of working age - are unemployed and looking for work (namely, what is the 

unemployment rate in Italy). The average of the answers given by Italians is 49 

percent, 37 points higher than the actual rate, which in 2014 was 12%. In every 

other country, perception leads to a much higher figure than the real one, but the 

difference between the actual and the perceived data is always below 30 points 

(Figure 1). 

 

 

 

Figure 1: Frame Ipsos – Mori Perils of Perception: Index of Ignorance 
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Always according to the “Ignorance Index”, Italians tend to overestimate the real 

numbers also when it comes to other issues, like immigration: the majority of them 

think that immigrants residing on the Italian soil were the 30% of the population, 

while in 2014 they were just 7%; they also believed that Muslims in Italy were 20% 

of the population, but they were only 4%.  

 

How can perception of the reality and the reality itself differ so much from one 

another? Previous literature has tried to give an explanation of various factors: 

some scholars, like Kinder, Adams, and Gronke (1989), simply argue that each 

person has his or her own set of personal criteria to assess the state of the 

economy. According to Pomper (1993), people tend to associate the economic 

state of their country to their own individual situation, therefore, when they are 

prospering, they evaluate positively the general economy. 

Some other scholars, however, believe that behind the perceptions lies the power 

of televisions and newspapers (Hetherington, 1996). According to Kahneman 

(2011), “people tend to assess the relative importance of issues by the ease with 

which they are retrieved from memory — and this is largely determined by the 

extent of coverage in the media”.  Media play a key role in shaping public opinion, 

and one of the main channel journalists use to reach media consumers is through 

framing. In social science, framing refers to “the way in which opinions about an 

issue can be altered by emphasizing or deemphasizing particular facets of that 

issue” (Iyengar, 2005). Lakoff (2004) defines frames as “mental structures that 

shape the way we view the world”. Media consumers build their own opinions 

basing on what they already have accessible in their memory; by stressing certain 

issues, media frames have the power to influence this process and define the 

public’s perceptions (Hetherington, 1996).  

 

There is plenty of literature analyzing how political opinions can be strongly 

influenced by economic perceptions, rather than by economy itself. Hetherington 

(1996), trying to explain why, despite a growth in the economy, George Bush lost 

his reelection in 1992, found that voters are affected by the perceptions of the 

economic indicators more than the real statistics. On the same line, Gabel and 

Whitten (1997) identified a distinction between “subjective” economy, meaning the 
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state of the economy as perceived by citizens, and “objective” economy, that 

indicates the real state of the economy, as measured by economic indicators. They 

believe that it is mostly the “subjective” economy to influence the citizens’ 

decisions, when it comes to political EU choices, and their opinion is supported by 

a copious body of previous literature about how economic conditions seem to 

affect vote choice and election outcomes (e.g. Fiorina, 1981; Kinder and Kiewiet, 

1979; Kinder, Adams, and Gronke, 1989). 

 

Economic voting is just one of the many factors that can be influenced by a 

negative perception of the state of the national economy. The last few centuries, 

that preceded and eventually led to globalization, became the backstage for 

intense migratory movements. Often, the natural reactions of the host communities 

were xenophobia and racism toward the newcomers, the foreigners. However, 

both historians and sociologists have found that during periods of general 

economic discontent, xenophobic feelings are even more widespread than when 

the state of the economy is well perceived. It has been observed a rising of anti-

immigrant sentiments, both when the economy is only perceived as negative 

(Burns and Gimpel, 2000) and during actual economic downturns (Olzak, 1994). 

One way through which xenophobia has been manifesting is through the rising of 

immigration restriction policies that, according to some scholars (e.g. Espenshade, 

1996; Citrin, Green, Muste & Wong, 1997), have been increasing following anxiety 

from economic insecurity.     

 

3.2.1 Perception of Economic Threat: Self-interest vs Collective-interest 

 

Prior studies suggest that perceptions of economic discontent tend to be 

channeled into feelings of hatred and resentment toward immigrants (Citrin et al. 

1997). People feel the weight of an economic vulnerability that is further 

heightened by common misperceptions regarding the labor market, the housing 

market and the relative deprivation, which is defined as a “feeling of injustice when 

others receive - or are thought to receive -  more than they ’should’, in relation to 

their efforts, their needs, their rank, etc.” (Hernes & Knudsen, 1992). Suffering from 

relative deprivation feelings are especially those social groups with limited 
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resources, that feel even more threatened during turbulent economic times 

(Runciman, 1966), while the individuals fearing for job competition from immigrants 

are usually natives with lower levels of job and educational skills. Immigrants are in 

fact seen as generally unskilled workers who are willing to work for lower wages 

than natives, who, fearing to be replaced, develop anti-immigrants’ feelings 

(Espenshade and Hempstead, 1996). Citrin et al. (1997) believe that “at the 

individual level, economic threat, whether real or imagined, engenders opposition 

to immigration”. Economic self-interest, therefore, seems to be a crucial factor to 

analyze in regard to the individuals’ levels of xenophobia.  

 

However, while the individual perception of the economy and the personal 

economic discontent are extremely relevant in literature for the impact they have 

on anti-immigration feelings, according to Burns & Gimpel (2000), it is mostly 

national economic evaluation that creates prejudices, rather than personal 

economic assessments, and family income has a minor role in the relationship 

between perception of economy and feelings on immigration.  

 

Economic threat might be perceived even as a form of ingroup protectiveness, 

therefore, even the individual that is not directly concerned with job, housing or 

resource competition against immigrants, might be worried about the situation of 

others native-born citizens in their key ingroup (McLaren & Johnson, 2007). This 

recalls for Blumer’s (1958) race prejudice, defined as a collective process based 

on interactions between groups, not individual feelings, and takes as assumption 

the perception that minority groups receive resources that do not belong to them, 

but to the members of the ingroup. On the same line of thought, Sniderman & 

Hagendoorn (2004) suggest that the perception of economic threat as a collective-

level threat influences xenophobia. Group threat theory implies that the stronger 

the threat against the group interests, the stronger the ingroup will show 

xenophobic attitudes against the outgroup (Hjerm & Nagayoshi, 2011).  

3.2.2 Linking Perception of Economy to Xenophobia (H1) 

 

There is plenty of literature that focuses on the general perceptions of the state of 

the economy: Espenshade (1996), among others, tests the hypothesis that, if a 
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country’s economy is in expansion, the growth in the labor force generated by 

immigrants coming into the country will not be as much of a burden for the host 

community as if the economy was in recession. Therefore, if the economy is 

perceived as good, xenophobic feelings are strongly reduced.   

 

Some scholars, however, have disagreed with the previous statement: a study 

conducted by Johnson & Rodger (2015) about whether the perception of the 

economy affected the attitudes on immigration at the 2010 British General 

Election, found that there is indeed an effect between perception of economic 

threat and anti-immigration feelings, but that it is negligible, since there are many 

other factors influencing xenophobic attitudes, like identity, culture, party 

identification, and policy-based factors.   

However, there has been an impressive set of literature that identified the 

perception of an economic threat as the basis of discriminatory behaviors against 

other individuals or other groups of individuals. The impending of a serious 

economic or financial crisis, the high unemployment rates, competition on the job 

and the housing market are just a few examples of events that can generate 

anxiety, uncertainty, insecurities and fears of various kinds. The Italian unstable 

economic and political background of the last few years has contributed to the 

worsening of the economic perceptions of the population and it is interesting to 

observe whether these general feelings have had any effects on the rising of the 

xenophobic attitudes registered in the last few years. Therefore, the following 

hypothesis is proposed: 

 

H1: The perception of economic instability has a negative effect on 

xenophobia. 

 

3.3 Cultural Openness 

 

Before defining the overall concept of “cultural openness”, it is fundamental to pay 

attention at the definition of culture. According to Hofstede (1980), cultures can be 

considered as “the collective programming of the mind which distinguishes the 
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members of one group from another’’ (p. 21). Hannerz’ (1992) definition of culture 

transcends from previous anthropological ones that, among many others, identify 

culture with a set of “knowledge, belief, art, law, morals, custom, and any other 

capabilities and habits acquired by man as a member of society” (Tylor, 1871, p. 

1). Instead, he addresses the concept of “complex cultures”, namely today’s 

modern cultures in the developed world that are characterized by knowledge 

asymmetries and that inevitably lead to different perspectives and ways of 

communicating (Hannerz, 1992). It is crucial not to lose sight of the heterogeneity 

of the actors and contexts of today's culture: Hannerz (1996) notes that the sense 

of globalization as homogenization of ideas and practices everywhere inevitably 

gives a sense of cultural loss, because of the fact that others suddenly appear too 

close to the society without being completely accepted or understood, and this can 

therefore generate skepticism. However, the interconnection between different 

cultures, if observed with the eyes of those who enjoy experiencing diversity, can 

also be considered as an important value (Hannerz, 1996).  

 

In this research, the interpretation of the concept of cultural openness takes from 

Hannerz’ (1992) definition of complex culture but also, and especially, from the one 

of cosmopolitanism. Following up from the belief that cultures nowadays are not 

necessarily linked to a particular territory (Hannerz, 1990) and defining 

transnationals as “those intellectuals who are at home in the cultures of other 

peoples as well as their own" (Konrad, 1984: p. 208, cited in Hannerz, 1992, p. 

258), the concept of cosmopolitanism is well inserted in this scenario. The 

cosmopolitan individual is a “citizen of the universe”: it has quickly become a way 

to define the individual who travels, who is open-minded and keeps continuous 

relations with people from different geographical and cultural backgrounds 

(Hannerz, 1992). It is not about being rootless, on the opposite, it is about having 

roots not only in one own home-country but also everywhere else in the world 

(Cheah, 2006), and being always more attached to people, issues, places and 

traditions that transcend from their own physical and cultural boundaries (Vertovec 

and Cohen, 2002), indicating a sense of belonging to the world as a whole 

(Schueth and O’Loughlin, 2008).  
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Cosmopolitanism has been the main topic of a substantial body of prior researches 

in anthropology and philosophy. Scholars have been debating on whether it is an 

innate characteristic of the individual, or if people end up developing 

cosmopolitanism attitudes because of their environment’s influences and their 

backgrounds. Historically, cosmopolitanism was conceived to be only for élites, the 

ones that could afford to travel and to learn other languages (Vertovec et al., 

2002); nowadays this belief has been overcome. Firstly, because many people 

today live in multicultural places, they are therefore everyday surrounded by 

individuals from different cultures and they are somehow forced to communicate 

with them (Griffiths, 2015, April 20): social science refers to this as “everyday 

cosmopolitanism” (Hiebert, 2002). Secondly, thanks to the power of the media and 

the immediate possibility anytime and anywhere to get realistic images and 

information of what is happening on the other side of the world, it is possible to 

become cosmopolitan without even leaving the country (Craig & Douglas, 2006; 

Hannerz, 1990).  Thompson and Tambyah (1999) suggest that it is rare to find a 

completely cosmopolitan person: they believe that cosmopolitanism is a constant 

process that supports the transition from local to cosmopolitan, rather than an 

absolute trait (Cleveland, Laroche and Papadopoulos, 2009).  

 

Further researches about cosmopolitanism include its relationship with 

consumerism and materialism. As already mentioned, the concept of 

cosmopolitanism has been in the past associated with élites, and it still often refers 

to frequent travelers, artists, academics or corporate managers (Vertovec and  

Cohen, 2002), a new global economic class defined by Micklethwait and 

Wooldridge (2000) as “cosmocrats”: “people who attend business-school weddings 

around the world, fill up the business-class lounges at international airports” (p. 

229) and that “are defined by their attitudes and lifestyle rather than just their bank 

accounts” (p. 230). However, forms of modern cosmopolitanism do not include 

only elites: some tourists, for example, act in a cosmopolitan way when they want 

to explore the culture of the country they are visiting, when they try to interpret and 

learn about all the cultural differences (Vertovec & Cohen, 2002) or when they aim 

to achieve the sophistication and the appearance of the exotic (Belk, 2000). In both 

examples, both for the cosmocrats and for the cosmopolitan tourists, 

cosmopolitanism becomes a form of consumption (Vertovec & Cohen, 2002). 
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Thompson and Tambyah (1999) found the reasons for consumers wanting to 

become cosmopolitan in the attempt to acquire a certain social status or a high 

cultural capital. According to Belk (2000, p.13) “cosmopolitans are more concerned 

with how they compare to the world’s privileged consumers, than they are to 

compare themselves locally”. Cannon & Yaprak (2011) identified some factors as 

the consumers’ drivers to cosmopolitanism, among them: the power of technology 

(and with this, the power of the Internet and of foreign ideas), global 

communications (and the role that commercial marketers play in this scenario - 

fundamental to drive consumers toward foreign products -), and the increase of 

consumer expectations, who have started looking somewhere else whenever 

these expectations are not met.  

 

Based on the definitions above, the culturally open individual can be interpreted as 

the individual who is genuinely curious about other cultures and wishes to explore 

and discover them; he or she loves to interact with foreigners and wants to learn 

about other ways of life. In literature, cosmopolitanism has been explained and 

interpreted in many ways and it has been linked to consumption habits, to social 

and status needs. Not a lot of studies, however, seem to address the issue of how 

or whether people levels of cultural openness have the power to influence their 

reactions when welcoming immigrants within their own country. 

  

 3.3.1 Linking Cultural Openness to Xenophobia (H2) 

 

As of January 1, 2016, regular immigrants represent 9.58% of the total Italian 

population. The number of foreigners is growing and, consequently, the 

opportunities for contacts between Italians and immigrants are growing as well. 

Foreigners are now part of the daily life of many Italians: according to the 13th 

survey of the Social Capital Observatory, curated by Demos-Coop, 36% of Italians 

claim to have friends among immigrants, or have contacts with foreigners in their 

workplaces. A slightly lower percentage has, instead, immigrants as neighbors 

(27%) and as their children's schoolmates (33%). These encounters between 

locals and foreigners have been named by Wise & Velayutham (2009) as 

“everyday multiculturalism”: according to Semi, Colombo, Camozzi & Frisina 
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(2009), they are “daily, mundane, (apparently) unproblematic relations in local 

contexts requiring a constant ability to recognize and use differences, to construct 

and deconstruct boundaries, and to sustain and resist common representations of 

otherness”.  

 

In the last thirty years, Italy has become a multicultural society, where 

multiculturalism indicates the presence of several distinct cultural or ethnic groups 

within a society. While some scholars believe that within the concepts of 

multiculturalism, tolerance, cultural diversity and plurality are considered positive 

influences for the society, according to some others, multiculturalism does not 

imply an integration between the groups (Stupar, Van de Vijver, Te Lindert, & 

Fontaine, 2014). Following on this assumption and on the definitions of 

cosmopolitanism discussed in the previous pages, it is interesting to notice how 

cosmopolitan and multicultural societies can be defined in such different ways: 

while cosmopolitan societies are strong enough to tolerate and accept the 

presence of the newcomers, multicultural countries are characterized by division 

and racial differences (Thompson, 2003).    

 

The history of humanity has always been characterized by constant movements 

and the continuous creation of networks between people from different geographic 

contexts (Fabbricatti, 2013). There have been historical periods that were 

particularly fertile for these exchanges: The Islamic Middle-Age, for example, with 

the Arabs playing the role of cultural mediators who transformed the South of the 

Mediterranean in a central point that connected several geographic areas; or also 

the European Renaissance with its progressive inclusion of populations from other 

continents, which created a world-system that, today, we are still confronted with 

(Jabbar, 2002). Cultures are fluid and individuals constantly reinterpret their 

traditions by renewing them, in order to handle the changes that forming 

relationships with others inevitably involve. In today’s phase of globalization, 

though, on one hand, there has been inclusion, acceptance and openness, both on 

an economic and cultural level; on the other, this did not happen, the rise of 

multiculturalism was associated with fears and concerns, and a lack of integration 

contributed to the forming of xenophobic feelings. In this double scenario, can 

cultural openness has an impact on the individuals’ xenophobic attitudes?  
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To the best of our knowledge, there is not much literature discussing this 

relationship. Some papers can be found, however, on the related relationship 

between multiculturalism and outgroup distance and stereotyping: e.g., Verkuyten 

(2005), who proved that the more multiculturalism is endorsed, the less negative 

will be the evaluation of the out-group. Further, Sayama and Sayama (2011) found 

that a higher multiculturalism is connected to a more positive stereotyping 

regarding White, Black, and Asian people. On the same line of thought also Stupar 

et al. (2014), whom demonstrated that the relationship between multicultural 

attitudes and outgroup distance exists and it is negative, and therefore that “more 

positive multicultural attitudes reduce outgroup distance due to less negative and 

more positive stereotyping toward ethnic outgroups” (p. 33).   

 

In conclusion, according to Thompson (2003, June 9), a cosmopolitan person is 

assumed to be relatively tolerant to ethnic and racial differences. Therefore, on the 

basis of these assumptions and the previous studies taken into consideration, the 

following hypothesis is suggested:  

 

H2: Cultural openness has a negative effect on xenophobia.  

 

 

3.4 Linking Xenophobia to Consumers’ Purchase 

Decisions 

 

The aim of testing H1 and H2 is to analyze PE and CO as predictors of 

xenophobia. However, the true objective of this study, and the answer to the 

research question, is given by the testing of the two following hypotheses, in which 

Xenophobia becomes antecedent of two further variables: Foreign Product 

Evaluation and Avoidance to Buy Foreign Products.  
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3.4.1 Linking Xenophobia to Foreign Product Evaluation (H3) and to 

Avoidance to Buy Foreign Products (H4) 

 

Globalization has changed the way in which consumers make their buying 

decisions (Scriven, 2014). The advent of a new information and communication 

era, the emerge of global markets and global economies and the incredibly high 

levels of immigration of the last years have greatly contributed to the shaping of 

the world we live in today (Suàrez-Orozco, 2001) the growing of free trade 

agreements between countries and international unions has deeply extended the 

availability of foreign products and services (Scriven, 2014). Further, the rise of 

immigration has led to a growth of foreign companies: by looking at the Italian 

situation, for example, even during recession times in which Italian companies 

were closing down, foreign small and medium family businesses managed to 

prosper and steadily grow, also facilitated by a favorable taxation system for 

foreign companies. 

Consumers are now able to evaluate and make their purchasing decisions out of 

more alternatives and with higher expectations (Scriven, 2014). Not only the 

product portfolios are incredibly wide, they are also offered at competitive prices 

(Kaynak & Kara, 2000). Globalization is seen as a homogenization of consumers’ 

preferences and behaviors (Christiaans,2012), with some scholars seeing it as the 

basis of a “global consumer culture” (Alden, Steenkamp, & Batra, 1999). Other 

studies, however, have hypothesized that globalization, as an ongoing process, is 

still opposed by the strong influence of local cultures (Suh & Kwon, 2002). 

Consumer decisions, when it comes to foreign products, are influenced by factors 

like global mass media, global travel influences, or individual attitudinal 

antecedents, like materialism or consumer ethnocentrism (Alden et al., 2006). 

These attitudes have been deeply analyzed in international marketing studies, 

especially as a consequence to globalization. However, there is a huge gap in 

literature on how anti-immigration reactions might influence individuals’ purchasing 

decisions; and more in particular how xenophobia is linked to foreign product 

evaluation and avoidance to buy foreign products. 
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Since consumers evaluate a product on the basis of the information they have 

available (Kaynak & Kara, 2002), country of origin - defined by Nagashima (1970, 

p. 68) as “the picture, the reputation, the stereotype that consumers attach to 

products of a specific country” - is an important factor in shaping the evaluation of 

a foreign product (Bilkey & Nes, 1982). One way through which country of origin 

might affect consumers when purchasing a foreign product is explained by Klein, 

Ettenson and Morris (1998), whom found that animosity toward a country, 

generated from an antipathy against its previous or ongoing political, military or 

economic events, might negatively impact consumers’ purchase decisions, 

encouraging a repulsion toward products made in that particular country. 

Consumer animosity does not have any effect on the evaluation of the quality and 

the intrinsic attributes of a product, though (Klein et al., 2002); consumers who feel 

an antipathy toward a certain country will simply refuse to buy products from that 

country, even if their judgements toward that country’s products will not be affected 

by their animosity (Klein et al., 1998). Although, according to Han (1989), when 

consumers are unfamiliar with the products of a certain country, they resort to 

country image - defined as the set of people’s “beliefs, ideas and impressions 

about a certain country” (Kotler, Haider & Rein, 1993, p.141) - to evaluate that 

country’s product.    

 

Another consequence of globalization has been the increase of hybrid products or 

products that have a domestic brand name but foreign made components (Han & 

Terpstra, 1988). Products are no longer specifically tied to one single country, they 

are usually the “results of multi-firm and multicounty efforts” (Chao, 1993, p. 292). 

Further, products can be foreign-made but have a local brand name, or be made in 

one own’s country but with a foreign brand name, which are both factors that can 

influence consumers’ purchase decisions (Han & Terpstra, 1988). It is therefore 

becoming more difficult to study the effects of country of origin on products, 

considering that there are several other bias to take into consideration (besides the 

ones already mentioned). Another important one is given by consumer 

ethnocentrism, defined by Shimp & Sharma (1987) as the belief that it is wrong, 

and even immoral and inappropriate to purchase foreign made goods, because it 

would hurt the domestic economy, cause loss of jobs and it would be unpatriotic 

(p. 280). The construct, conversely from consumer animosity, has an impact on 
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both products’ judgment and purchase decisions (Klein, 2002). Further, there is 

another important difference between the two constructs: animosity implies 

negative feelings toward a specific country; ethnocentrism is about preferring 

domestic products above all foreign products (Klein, 2002).  

 

In international marketing and international business literature, lots of efforts have 

been dedicated to the studying of constructs like country of origin, consumer 

animosity and consumer ethnocentrism, and the effect that these have on 

consumers’ purchasing behavior. However, there seems to be a huge gap, at least 

to our knowledge, of the potential effects that xenophobia might have on 

consumers’ purchasing behavior. Will the xenophobic individual perception of the 

products change if the product is foreign made? Or, will his or her xenophobic 

attitudes make them avoid to buy all foreign products? In today’s world, with 

xenophobic feelings rising among the Western society, this paper authors’ suggest 

that it is relevant to explore if and how those feelings of fear and hatred toward 

foreigners - and immigrants more specifically - are influencing local consumers in 

their foreign product purchase behavior. Therefore, it is proposed:  

 

H3 – Xenophobia has a negative effect on consumers’ foreign product 

evaluation. 

 

and 

 

H4 – Xenophobia has a positive effect on consumers’ avoidance to buy 

foreign products. 

 

 

3.4.2 Linking Foreign Product Evaluation to Avoidance to Buy Foreign 

Products (H5) 

 

Already back in 1936, Nixon (p. 16) wrote that “logically, there ought to be some 

relationships between the attitude and the tendency to buy or not to buy the 

product”. There is a lot of prior research focusing on the relationship between 
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attitudes and purchasing intentions, where attitude is defined as an evaluation of 

an object, while purchasing intention is a person’s intention to perform behaviors 

(Ajzen and Fishbein, 1975). Attitudes, as proposed by Ajzen et al. (1975), are 

based on beliefs, and have an impact on behavioral intentions. Despite the logic 

behind this connection, many scholars have been treating the two variables 

separately, this can be motivated by the different nature of attitudes and intentions: 

attitudes are more abstract and intentions are closer to tangible actions (Ajzen et 

al., 1975; Spears and Singh, 2004). Spears et al., (2004) also found that attitudes 

toward a brand - defined as an “individual’s internal evaluation of the brand” 

(Mitchell and Olson, 1981, p. 318) - have a direct effect on the intentions to 

purchase that brand’s products. Bagozzi (1981) inserted the concept of behavior in 

the relationship attitudes-intentions, finding that attitudes indirectly influence 

behavior through their impact on intentions.  

 

This relationship has been developed for several studies of different natures: 

Bredahl (2001), studying genetic modifications in food production, found that 

purchase intentions are predominantly defined by attitudes toward the purchase of 

the products, which, in turn, is influenced by the general attitudes toward genetic 

modifications in food production. Guido, Prete, Tedeschi & Dadusc (2010), who 

studied the Jewish-Italian community’s purchase behaviors when it comes to 

Arabian products, found that positive judgments of Arabic products will induce 

Jewish-Italian consumers into buying them. Judgment, defined as “the process of 

forming an opinion or evaluation by discerning and comparing” (Merriam-Webster), 

is a very similar concept to evaluation: product judgment has a strong impact not 

only on intention to buy, but in general on future purchasing behavior.  

 

Following the majority of previous researches, there is indeed a relationship 

between the two variables discussed. Based on the above discussion, in this 

research is suggested that Italian consumers who evaluate negatively foreign 

products will avoid to buy those products. Therefore, it is proposed:    

 

H5 – There is a negative relationship between foreign product evaluation and 

avoidance to buy foreign products. 
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3.5 Contingency Factors 

 

A number of studies suggest that other factors may also implicitly affect an 

individual’s xenophobic attitudes. Therefore, we decided to take into consideration 

two important demographic variables - age and education - and evaluate their 

influence on some of the relationships we wish to uncover.   

 

3.5.1 Age 

 

Young people are expected to be more open to new and foreign impulses, 

therefore their approach to multicultural realities and to the immigration situation 

should also be characterized by higher levels of acceptance than older generations 

(Hernes & Knudsen, 1992). Harris (2009) states that one of the best methods to 

understand young people is to analyze their approach with everyday 

multiculturalism: they usually travel more and have a more generally open attitude 

to ethnic and to mobility and internationalism. In an expanded and united Europe, 

there are many opportunities for young people to travel and study abroad: student 

mobility and intercultural learning are actively promoted from European institutions 

(Williamson, 2002). Further, popular and everyday culture, with the rising of ethnic 

shops and culturally-diverse types of food, dance, media and clothing, has a 

particular influence on young people (Harris, 2009). Radice (2014), following on 

the concept that cosmopolitanism does not necessarily imply international mobility, 

defines these locals that have encounters with other cultures as “street-corner 

cosmopolitans” (p. 3). Therefore, also young people that are not part of that 

“cosmopolitan elite” able to travel, will be more open to diversity: “even if the 

interactions are superficial, difference is rendered more familiar and acceptance of 

the Other is fostered” (Germain and Radice, 2006, p. 121). 

However, young people are also the ones in the process of entering the job and 

housing market and, as pointed out by Hernes & Knudsen (1992), they might also 

be the ones that feel more threatened by the growth of immigration, as it might 

mean more competition for them. The same authors argue that a similar overview 

can be presented for older generations as well: pensions, health system, old 
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people’s homes - all things that now are well established in the society - might 

become sources of competition with the newcomers. According to Hernes et al. 

(1992), both young and old generations should feel skeptical about immigration: 

their findings somehow confirmed their hypotheses: people in their middle age 

(especially between the age range of 30 and 40 years) are more positive than 

others, and the ones under 20 and over 50 years old are relatively negative toward 

immigration. 

  

Based on prior studies, this research supports that the different levels of cultural 

openness between younger and older people might lead to completely different 

results when it comes to the relationship between CO and XEN. If it is true that 

younger people are theoretically more culturally open, while older people are less 

culturally open, and proven that H2 is supported, and therefore that “cultural 

openness has an effect on xenophobia”, the authors of this study believe that this 

impact that cultural openness has on xenophobia might be different for younger 

and older people compared. Thus, the proposition is that:  

 

H6 – The effect that Cultural Openness has on Xenophobia is different 

between younger and older people.  

 

3.5.2 Education 

 

Since the 1960’s, especially in the United States, sociological and political studies 

have been finding how an individual’s levels of education can affect their level of 

commitment toward democratic norms and of tolerance toward racial integration 

(e.g., Prothro & Grigg, 1960; Converse, 1964; Greeley & Sheatsley, 1974). 

Jackman & Muha (1984), go beyond these popular opinions, stating that more 

educated people, previously only seen as “the vanguard of liberated thinking” 

(p.764), might actually have the same ideologies of the less educated, but their 

social experiences and their high level of education help them in expressing their 

opinions without sounding bigoted or close-minded.  
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According to Hernes & Knudsen (1992), high educated people might feel less 

xenophobic toward foreigner, because they do not see them as a real source of 

competition, since the newcomers normally do not have the same level of 

education (or are perceived as not having the same level of education). However, 

they constitute a problem for poor educated members of the ingroup, who might 

feel threatened by their presence, and therefore be more xenophobic.  

 

Further, the education system has been object of many studies with regard to 

nationalism and its effects on xenophobic views. According to some scholars (e.g., 

Robinson, 1994), because of its nationalistic origins connected to traditions, it is 

the mediator of an intrinsic racist society; according to others (e.g., Schleicher, 

1993), education is the perfect mean to push individuals into a multicultural 

thinking, in respect of democratic principles and human rights. Hjerm (2001), 

answering to the dilemma on the role of education, found that the level of 

education is indeed one of the most important individual factors in influencing 

xenophobic and nationalistic feelings. Following this statement, our supposition is 

that, since more educated people are, according to theory, less xenophobic than 

less educated people, there might be a significant difference in the relationships 

between XEN and FPE, and XEN and ABFP which might be tested by analyzing 

each subgroup separately. Thus, proven that H3 – Xenophobia has a negative 

effect on consumers’ foreign product evaluation - and H4 – Xenophobia has a 

positive effect on consumers’ avoidance to buy foreign products - are supported, 

the hypothesis that the impact that xenophobia has on purchase behavior might be 

different for more and less educated consumers is sustained. Thus, the 

propositions are:  

 

H7 – The effect that Xenophobia has on Foreign Product Evaluation is 

different between people with high education and people with low education. 

 

and 

 

H8 – The effect that Xenophobia has on Avoidance to Buy Foreign Products 

is different between people with high education and people with low 

education. 
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4. Method 

 

The following section illustrates the context behind the research and presents the 

method with which the variables are analyzed. Additionally, it explains the design 

and the execution of the analysis. 

 

 

4.1 Research Context  

 

The mentioned hypothesis could technically be tested in any location, for any 

stimulus origin, to satisfy the main requirements of the research. However, the 

Italian market was chosen as research context due to the socio-economic 

environment that is currently strongly influenced by a high level of immigration, and 

this is consequently affecting the perception of Italians toward foreigners. 

According to an estimation of the ISMU Foundation, at the beginning of 2016 the 

foreign population was representing 9,58% of the residents in Italy. Furthermore, 

Italy is currently dealing with the impressive flow of refugees arriving on its coasts: 

only in 2016 they have been 171,000. These numbers made the Italian research 

context looking even more interesting. 

 

4.2 Sampling 

 

The sampled population was composed by Italian participants. Despite this could 

have been a discriminant factor, the survey was sent out in Italian, allowing only 

Italians - or people living in Italy for a long time and that therefore speak Italian - to 

answer. After distributing the survey (Appendix 1) to 362 respondents, data 

purification to remove questionnaires not finished or with too many missing values 

was needed. After this process, the sampled population results in 215 usable 

responses, reaching approximately an overall responses rate of 60%. 
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Reaching a mainly Italian sampled population has been easy, due to the survey 

language, however, obtaining a sample desirable from the age or gender 

perspective has been more difficult, as it was randomly distributed. For example, 

there have been previous literature discussing about the fact that, when the results 

are drawn from a sample in college-age, the quality of the inferences might be 

affected by this (Peterson, 2001; Druckman and Kam, 2011). The collected sample 

is well distributed among students (30%) and non-students, avoiding the limitation 

of using student-samples (Reynolds, Simintiras, & Diamantopoulos, 2002). 

Misleading is in fact a limitation that often occur. Additionally, also the Age is 

balanced between people older than 34 years old (52%) and those that are 

younger (48%). 

 

Regarding the sample size, different studies have been analyzed which sample 

dimension is enough in order to run the analysis. While some authors (e.g. Chin & 

Newsted, 1999) concluded that to run the analysis with PLS-SEM a small sample 

performed well as well, it is also often mentioned the “10 times rule” (Barclay et al, 

1995), according to which, as a rule of thumb, the minimum sample size should be 

equal to 10 times the maximum number of arrowheads that, in the PLS path 

model, are pointing to the variable. According to Urban (1993), the sample size 

should be higher than the critical value of 50 observations. Based on the different 

theories, the sample size of this research can be considered of a sufficient 

dimension to provide reliable results. 

 

4.3 Measures 

 

To measure a variable, it is necessary to use an appropriate measurement to 

represent the variable in the best way. For some variables, it is easy to just assign 

a number (e.g. for gender it could be applied 1 for man and 2 for woman) and get 

to the final objective result; for some others, if for example the variable is 

measuring a complex phenomenon such as trust or satisfaction, the topic under 

measurement is abstract and it is necessary to talk about latent variables (source). 
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It is also necessary to use several items to measure a variable, as this could help 

in representing the different aspects of the concept by reducing the measurement 

error (difference between the true value and the obtained one of a variable). This 

error could be, for example, due to the wrong interpretation of the scaling approach 

or to an unclear formulation of the questions. For this reason, using a multivariate 

analysis could reduce the error as much as possible.  

 

Measurement scales are a necessary tool to allow respondents to answer in the 

most possible honest way. To facilitate the analysis, there is a process called 

coding, that allows to assign numbers to each option of the scale, and it has been 

used in this research as well to better interpret the results of the items found 

through a Likert-scale.  

 

All the variables in this research were measured by adapting a scale from 

literature, and the following section offers an overview of each one of them, with an 

explanation of it was decided to use those particular scales instead of others.  

 

 

4.3.1 Measurement of Perception of economy 

 

A set of 5 multiple-choice questions was extrapolated from the European Social 

Survey (2016) to test the perception of the Italian economic situation. 

The original questionnaire was firstly designed to monitor the changes in the 

attitudes and in the personal values in Europe. It is composed by 9 rounds, 

addressing different topics such as people’s perception of healthcare, social 

services, immigration and economic situation in general. For this research, only 

relevant questions addressing the perception of the economy have been chosen. 

Additionally, the scale has been used several times in literature (Davidov et al., 

2008; Jowell et al., 2007) and the results from the mentioned studied have been 

used as data set for some studies (Billiet et al., 2014). 

 

The original scale was composed by positive and negative (reverse scored) items. 

As questions measuring the Perception of Economy need to be country specific, 
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for this research three questions were adapted in order to directly refer to Italy. 

Furthermore, for the question regarding the level of unemployment, the scale has 

been adapted to better represent the current situation of the Italian job market,, but 

has been left with a negative scale (reverse).  

 

Despite the choice done in this study, other scales have been created and 

discussed in several studies to analyze the perception of the economy under 

different forms and with different degrees of accurateness. Watts (1996) analyzed 

the threat perception of labor migrants on the economy and the culture and, the 

CENTSCALE (Cheah & Phau, 2007) - with work and economic related tendencies 

factors -, addressed the need to have a scale to analyze the economic nationalism.  

 

 

4.3.2 Measurement of Cultural Openness 

 

A 7-point Likert-scale has been used to measure six questions regarding Cultural 

Openness. The scale to measure this variable was adapted from the 

Cosmopolitanism scale (Cleveland, Laroche & Papadopoulos, 2009). The scale, 

compared to the original, has been reversed to have a more coherence survey. 

This has been done in order to reduce the risk that respondents get confused by 

the change from a positive to a negative scale while answering the survey, it was 

therefore ranging from “Strongly disagree” to “Strongly agree”. Another study 

(Caligiuri et Al, 2000) discussed the Attitudinal and Behavioral Openness (ABOS 

Scale) but, as the scale is composed by 24 items divided by topics, by adapting 

the scale for this research there was the risk to lose effectiveness by eliminating 

some items. Furthermore, being the survey composed by different scales to 

measure different variables, it was important to keep each scale short enough to 

avoid a too long survey. 

 

To measure individual characteristics, other studies have considered the behavior 

that each individual has actually showed (Regan, Fazio, 1977) or suggested that 

would have used, by using the attitude behavioral scales (Weigel & Newman, 

1976). The reason behind this is that behavioral evidence might be also connected 
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to, for example, the inclination to eat at ethnic restaurants or to have a multiethnic 

group of friends. It is important to measure the level of openness since personality 

is an important factor that influences behavior in certain situations (Buss, 1989; 

Costa & McCrae, 1992) and this is therefore impacting on the acceptance or not of 

cultural diversity. In fact, those that are less open to others’ ideas, behavioral 

patterns and norms are less willing to make some efforts to understand people 

with different backgrounds and origins (Black, 1990). 

 

 

4.3.3 Measurement of Xenophobia 

 

The scale to measure xenophobia was adapted by Kock, Josiassen and Karpen 

(2017) to be country specific but all the 17 original items were included in the 

survey. A 7-point Likert-scale ranging from “Strongly disagree” to “Strongly agree” 

was used. The scale is composed by questions addressing the perception of 

Italians toward immigrants and other different topics such as security, culture and 

welfare, among the others. 

 

Even though demographic changes caused by the globalization and the migration 

flows are modifying cultures and populations, the phenomenon of xenophobia, 

and, in particular, its impact on international marketing, has not been object of too 

many studies so far. One of the reasons why xenophobia has not been deeply 

studied in literature might be that it is often confused and mistakenly linked to 

another important concept: racism. However, the two phenomena differ from each 

other: if racists are feeling an antipathy toward another because they “look” 

different, with xenophobia those feelings toward foreigners – often related – 

change into hate and fear. The concept of xenophobia not only differs from racism, 

but also from other prejudices toward immigrants that denote fear based on a 

sense of threat from foreigners (Stephan and Stephan, 2000). Some authors (e.g., 

Van der Veer et al, 2011) studied the phenomenon by collecting items from 

different xenophobia-related sources, and tried to develop a scale to measure 

xenophobia. Another scale measuring xenophobia has been developed by 
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Campbell & McCandless (1951). This scale was composed by 125 items, and had 

the same twenty-five questions being asked for five different ethnic groups. 

 

 

4.3.4 Measurement of Foreign Product Evaluation 

 

Foreign product evaluation has been measured through a 3 items Likert-scale. The 

scale has been adapted from the Product Judgement scale (Ouellet, 2007). For 

the current research, it was necessary to have a scale that measured the 

evaluation of foreign products in general, while the original scale was asking 

questions about a specific product (e.g. This product seems good). Furthermore, 

the item number three has a negative scale (reverse). 

 

The original study investigated consumer racism, a construct that has been 

introduced as an explanation to the phenomenon of animosity-like attitude 

(Ouellet, 2005). This concept is defined as the antipathy toward a specific ethnic 

group’s service or product, as way of discriminating the group itself. Previous 

literature proposed models to investigate a type of animosity more focused on the 

purchase behavior: for example, Klein et al (1998) introduced an animosity model 

to investigate foreign product purchase. Other studies (Darling & Wood, 1990; 

Wood and Darling, 1993) investigated consumer perception of foreign products 

and marketing. 

 

 

4.3.5 Measurement of Avoidance to Buy Foreign Products 

 

The avoidance to buy foreign products has been tested through a 4-items Likert-

scale. The scale (Darling and Wood 1990; Klein et al, 1998; Ouellet 2007) has 

been adapted to meet the needs of the present research: as all the scales for the 

other variables are ranging from “strongly disagree” to “strongly agree”, also to 

measure this variable, the scale was kept in the same range order, and therefore 

the original one from literature was reversed. Changing the scale from positive to 
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negative, also the original concept of willingness to buy has been adapted to 

avoidance to buy.  

 

A discrete choice experiment was initially taken into consideration as method to 

measure this variable. This methodology, according to some literature (Beyer & 

Liebe, 2015) offers a more valid method to measure behavioral characteristics 

when compared to questions asked in a survey. However, this technique in the 

present study could have led to different bias and the risk of not obtaining 

comparable results for the type of analysis used. 

 

 

4.4 Survey Design 

 

The survey was initially developed in English on the basis of different scales, and 

only afterwards translated to Italian. Except for the demographic section, a 7-points 

Likert scales – ranging from strongly disagree or extremely bad to strongly agree 

or extremely good - were used to evaluate all the answers. The data was retrieved 

through an internet-based survey, created with Qualtrics and distributed through 

Facebook and Messenger to personal contacts. The reasons behind this decision 

were mainly a time-cost advantage of using social media and the risk that, by 

distributing the survey by hand, people would have been less honest in answering 

as they might have felt judged.  

 

The survey was firstly created in English and then translated in Italian, with a 

particular attention to keep the conceptual and semantic equivalence. This is 

important as the conceptual equivalence allows to measure a concept in the same 

group although the words used might be different while, the semantic, refers to the 

sentence structure and words used in the translation, that should express the 

same meaning as in the original language. Scales and measurements, adapted to 

the current study, were translated to Italian using a reduced version of the six-

stages translation methodology (Beaton at all, 2002): initial translation, synthesis 

and back translation. Therefore, two independent Italian native and English 

speakers translated separately the survey and then they compared the two 
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versions to identify problems or discrepancies due to ambiguous wording. In the 

second step an external translator mediated the discussion of the translations to 

develop a single version. As last point, a further person that did not know the 

original English version of the survey, back translated the Italian version created 

during the synthesis phase in English to verify the validity of the translation. 

 

The English word “immigrant” during the translation might have been translated 

with an ambiguous meaning, as in the everyday spoken Italian, people usually use 

the word “immigrato” to refer to both immigrants (people that have permanently 

moved to another country, Treccani), and refugees (who leave their State to seek 

refuge in a foreign country (Treccani). Therefore, a pre-test has been run to 

understand what people are thinking when they hear the word “immigrato”. 

 

The pre-test has been done in Italian on a random sample of 8 respondents to 

which questions such as “Which country of origin do you associate immigrants 

with? What about refugees?”; “If we talk about refugees, do you think about mainly 

legal or illegal people coming to Italy?” were asked. Six out of eight respondents 

stated that they use the word “immigrato” either when they refer to “refugees” or to 

“immigrants”, and four of them firstly think about “illegal” immigration. Because of 

the results obtained from the pre-test, it was necessary to specify at the beginning 

of the survey the meaning that in our survey the word “immigrato” would have, to 

try to avoid to obtain distorted results, especially in the measurement of the 

xenophobia variable, due to a misunderstanding of the word. It has so been 

specified, in a brief introduction at the beginning of the survey, that the word 

“Immigrato” was referring to a person that moved to another country, and so 

implicitly not to the word refugee per se. In this section of the survey it has also 

been mentioned that the survey was anonymous and that the timing expected to 

complete the survey was about 9 minutes. This value was an average of the time 

needed by ten subjects during a pre-test (results not taken into consideration for 

the analysis). 

 

The first section of the survey is composed by the five questions needed to 

evaluate the variable “Perception of Economy”. The set after measured the 
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Cultural Openness of the respondents throughout six items to be evaluated on a 7-

point Likert-scale. The third part of the survey was covering the questions about  

Xenophobia, and the respondents had to evaluate seventeen items from extremely 

disagree to extremely agree. The decision to put the questions related to this topic 

in this position of the survey was in order to avoid the risk that, by asking them as 

first topic, people might have been influenced in answering to the questions related 

to the other variables. Following this part, that was also the one composed by 

more items to be evaluated, other two set of questions were asked about Foreign 

Product Evaluation and Avoidance to Buy Foreign Products. 

 

At the end of the survey, a further block of questions regarding some demographic 

information was asked. Putting this section at the end of the survey allowed to 

avoid the phenomenon of the stereotype threat (Steele, 1998). On one side, 

inserting demographic questions at the beginning of the survey might lead to a 

raise of the number of responses, on the other it is important to mention that it 

could be very risky, especially in a survey like the one of this research: asking 

immediately some personal information could have affected the respondents’ 

answers due to the risk of social desirability bias. Additionally, demographic 

questions tend to be considered boring and might even look inappropriate or 

threatening to some people, when asked before a certain level of trust is gained. 

Moreover, to reduce this risk, for the question “how do you define your political 

orientation?”, the option “I prefer to not answer” was given to avoid the risk of the 

perception, from the participant side, of a too personal question that could have led 

to the decision of not finishing the survey. 

 

Further, to reduce method bias ex-ante in this research, the survey was designed 

making sure that: each variable was positioned in separate pages of the survey; 

each scale was obtained from different sources; the anonymity of the respondents 

was protected and the respondents were made aware at the beginning of the 

survey that there were no right or wrong answers, to avoid social desirability 

issues. Common-method variance (CMV) or common-method bias is a common 

phenomenon in behavioral studies. It is attributable to the measurement method 

rather than to the constructs the measures represent per se, and it is one of the 

main sources for measurement error: not only it can vary the strength of the bias, 
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but it can also inflate or deflate the relationships between variables. Podsakoff, 

MacKenzie, Lee, & Podsakoff (2003) identify several sources of CMV; among 

these, the fact that the respondent answering to the items belonging to both 

dependent and independent variables is the same, or again that respondents try 

very hard to stay consistent with their previous answers, or it could also be 

explained by the so-called social desirability, which according to Crowne and 

Marlowe (1964), “refers to the need for social approval and acceptance and the 

belief that it can be attained by means of culturally acceptable and appropriate 

behaviors”. To tackle CMV, in this study, some items have been asked on a 

reverse scale and all the precautions to avoid social-desirability bias have been 

taken.  
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5. Data Analysis and Results 

 

The results of the study are presented in this chapter. First, an explanation of why 

PLS-SEM was the tool used for the analysis, then the chapter progresses with a 

descriptive analysis of the data and it goes on with the quantitative analysis, 

conducted by using SmartPLS.  

 

 

5.1 PLS-SEM 

 

When multiple variables are involved, it is necessary to use multivariate data 

analysis methods: statistical tools able to analyze all the variables involved and the 

complex relationships between them (Hair, Hult, Ringle, & Sarstedt, 2014). The 

most common methods used by social scientists during their researches are 

typically first-generation techniques (Fornell, 1982, 1987), that include exploratory 

tools like cluster analysis, exploratory factor analysis and multidimensional scaling, 

and confirmatory tools like analysis of variance, logistic regression and multiple 

regression (Hair et al., 2014). Exploratory tools are applied when there is not 

enough knowledge based on previous studies on the relationships between the 

variables involved, so it is necessary to look for further latent patterns, while 

confirmatory tools test hypothesis based on existing literature (Hair et al., 2014). 

The line between exploratory and confirmatory tools can be sometimes blurred: for 

example, despite the exploratory nature of the study, researchers may make 

decisions based on previous knowledge (Mooi & Sarstedt, 2011) or observations. 

 

In the last twenty years, scientists have been applying new methods to reduce the 

weaknesses of the first-generation techniques. Second-generation techniques are 

often referred to as structural equation modeling (SEM), which allows researchers 

to analyze several relationships between a set of constructs, represented by 

different variables and, at the same time, it takes measurement error into 

consideration (Sarstedt, Ringle, Smith, Reams, Hair, 2014). While CB-SEM 

(Covariance-based SEM) has a more confirmatory nature, PLS-SEM (Partial Least 
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Square SEM) explores and develops new theories by modeling the relationship 

among multiple independent and dependent constructs simultaneously (Gerbig & 

Anderson, 1988 cited in Gefen, Straub, & Boudreau, 2000). Instead of measuring 

the variance of all the variables, as in CB-SEM, PLS estimates the parameters in a 

way that will minimize the residual variance of all the dependent variables in the 

model (Chin, 1998). For this reason, PLS-SEM analysis was applied on this 

research, as it allowed to explore the model in a systematic and compact way and 

to find the relationships between the latent variables. The PLS analysis allows to 

test and potentially confirms theory, by measuring both the structural model (that 

displays the constructs and the relationships between the constructs) and the 

measurement model (that displays the relationships between the constructs and 

the indicator variables) (Hair et al., 2014). Further, the bootstrapping technique 

which resamples the data makes PLS ideal to be used under non-normality 

conditions and with small and medium sample sizes (Gefen et al., 2000).  

 

 

5.2 Descriptive Analysis  

 

It is necessary to run a descriptive analysis of the collected data to get an overview 

of the results. The objective of the descriptive analysis is to get preliminary 

understanding of the survey data and to support the quantitative analysis. Every 

opinion is characterized by the personal set of experiences, education and cultural 

background, therefore demographic factors are to take into consideration when 

analyzing the results.  

 

The sample was composed in total by 362 answers, among which 215 were valid 

and taken into consideration for the analysis. It was divided as follow:  

 

 

- Gender: 35% Male and 65% Female 
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- Age:  

 

18-24 years 
old 

25-34 years 
old 

35-44 years 
old 

45-54 years 
old 

55-64 years 
old 

65 years or 
older 

18-24 years 
old 

0 64 48 34 35 24 10 

Table 1: Subjects per Age range 

 

- Education 

 

 

Table 2: subjects per Education Level 

 

 

- Employment situation 

 

 

Table 3: Subjects per Employment Situation 

 

 

- Political view 

 

 

Table 4: Subjects per Political View 

 

With regard to the question about political view, 33% of the respondents decided to 

avoid answering to the question, and the remaining were grouped in: 14.5% 

conservative, 21% moderate and 28% liberal.   

 

No schooling 

completed

Some high school, 

no diploma

High school 

graduate, diploma 

Trade/technical/ 

vocational 

training 

Bachelor’s degree Master’s degree Doctorate degree 

1 8 86 4 34 76 6

Student Employed Self-employed 
Unemployed and 

looking for work 

Unemployed but 

not currently 

looking for work 

Retired Unable to work 

63 89 36 11 2 13 1

Very 

conservative
Conservative Moderate Liberal Very liberal 

I prefer not 

to answer

3 31 45 61 4 71
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The respondents were categorized in relation to the independent variables 

Perception of Economy, Cultural Openness and Xenophobia. All the variables 

were measured on a 7-item Likert scale.  

5.2.1 Perception of Economy 

 

The variable Perception of  Economy is measured on a Likert scale ranging from 

extremely dissatisfied (1) to extremely satisfied (7). The table below (table 5)  

offers an overview of the main descriptive statistics data of the items included in 

the variable, calculated with the assumption that the items of the variable are 

independent among them. A mean of 3.37 and a standard deviation of 2.79 

indicate a general perception of dissatisfaction with the present state of the 

economy in Italy among the respondents. 

 

 

  min max mean st.dev. variance count 

Q1 1 7 2.47 1.15 1.33 215 

Q2 1 7 4.02 1.43 2.05 215 

Q3 1 7 5.38 1.65 2.05 215 

Q4 1 7 2.81 1.15 1.31 215 

Q5 1 7 2.15 1.03 1.07 215 

PE     3.37 2.79 7.81   

Table 5: Perception of the Economy scales 

  

 

One of the main item, and the first one of the questionnaire, measuring the 

Perception of Economy is: “On the whole, how satisfied are you with the present 

state of the economy in Italy?”. It offers interesting results: the mean is 2.47, 

therefore it is falling in between of very dissatisfied and somewhat dissatisfied, and 

it has a standard deviation of 1.15 meaning that the data points tend to be closed 

to the variable mean. As the mean of PE is in the dissatisfied side of the scale, the 

results have been divided in three main groups: Dissatisfied (Likert points 1,2,3), 

Neutral (Likert point 4) and Satisfied (Likert points 5,6,7). This clustering allows to 
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have a further overview of the perception of the economy by Italian respondents: a 

total of 87% of the sample are (at different levels) dissatisfied with the state of the 

Italian economy.    

 

 

Table 6: Clustered PE values 

 

The situation of instability of the Italian economy is perceived by people of every 

age. By looking at the relation between the previously mentioned items and the 

factor Age, the following results are shown:  

 

 

Figure 2: Perception of the Economy and Age 

 

The 188 respondents that are dissatisfied of the Italian economy are equally 

distributed between 18-34 and 35+ years old. This group is also composed of 

people with different employment status: both individuals employed and the ones 

not working (e.g. students and unemployed) seem to be dissatisfied by the 

economic situation.  

 

Dissatisfied 87%

Neutral 5%

Satisfied 8%

TOTAL 100%
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Table 7: PE clustered per Education level 

 

Further, people were asked to give an estimate of the Italian unemployment rate. 

The item “Of every 100 people of working age in Italy, how many would you say 

are unemployed and looking for work?” showed impressive results: 39% of the 

respondents estimated an unemployment rate higher than 25%, despite the actual 

rate being just 11.1% as of April 2017 (Eurostat). Within every age group, more 

than 80% overestimated the unemployment rate, overall presenting very 

pessimistic views (Table 8).   

 

 

Table 8: Recorded unemployemnt' overstimation per age group 

 

In fact, analyzing the mean and the standard deviation (5.38; 1.65), the results 

show a tendency toward the higher points of the Likert-scale, in which the higher 

unemployment percentages are. Further, the high standard deviation expands the 

high percentage level of responses in different points of the scale. 

 

If for the question “What do you think overall about the standard of living of 

pensioners?” the mean and the standard deviation are respectively 2.81 and 1.15, 

showing an inclination for the “Somewhat Bad” option, for the question “What do 

you think overall about the standard of living of people who are unemployed?” the 

Dissatisfied (1,2,3) Neutral (4) Satisfied (5,6,7)

Student 24,19% 2,79% 2,33%

Employed 38,60% 1,40% 1,40%

Self-employed 14,42% 0,00% 2,33%

Unemployed and looking for work 4,65% 0,47% 0,00%

Unemployed but not currently looking for work 0,93% 0,00% 0,00%

Retired 4,19% 0,00% 1,86%

Unable to work 0,47% 0,00% 0,00%

TOTAL 87,44% 4,65% 7,91%

0-3% 4-7% 8-11% 12-15% 16-20% 21-25% +25% Total
Overestimation 

per age group

Under 17 years old 0% 0% 0% 0% 0% 0% 0% 0% 0%

18-24 years old 1% 1% 3% 4% 6% 7% 8% 30% 83%

25-34 years old 0% 1% 4% 3% 4% 4% 7% 22% 79%

35-44 years old 0% 0% 0% 4% 2% 1% 7% 16% 91%

45-54 years old 0% 0% 2% 1% 2% 1% 9% 16% 86%

55-64 years old 0% 0% 1% 1% 1% 1% 6% 11% 83%

65 years or older 0% 0% 0% 1% 1% 0% 2% 5% 90%

Total 2% 3% 11% 14% 17% 14% 39% 100%
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results presented a mean of 2.15 and a standard deviation of 1.03. This is a clear 

indicator of the fact that respondents have a very bad perception of the living 

standards of the unemployed and, by observing the standard deviation, it is also 

clear that most of the respondents in the sample agree with the statement in 

question. Looking at the numbers, out of the 215 respondents, only 11 of them 

gave a score equal to four and only six higher than that; all the others are divided 

among Extremely Bad (65 respondents), Very Bad (78 respondents) and 

Somewhat Bad (55 respondents). 

 

5.2.2 Cultural Openness 

 

The independent variable Cultural Openness gives a clear overview of the feelings 

of the respondents regarding other cultures and their relationship with foreigners. 

The scale goes from Extremely Disagree (1) to Extremely Agree (7). Therefore, a 

mean of 5.66 (with standard deviation 3.22) shows a tendency of the answers 

between Somehow Agree and Agree. 

 

  Min  Max  Mean St.dev Variance Count 

Q1 1 7 5.90 1.15 1.32 215 

Q2 1 7 5.69 1.31 1.71 215 

Q3 1 7 5.51 1.36 1.85 215 

Q4 1 7 5.48 1.41 2.00 215 

Q5 1 7 5.76 1.34 1.80 215 

Q6 1 7 5.63 1.3 1.68 215 

CO     5.66 3.22 10.36   

Table 9: a,Cultural Openness scales 

  

Looking at the descriptive data for each item, it can be noticed that, for all the 

questions, most of respondents gave a score that is equal or higher than five. In 

fact, summing those answers, the results show that, for each question, at least 

81% of the respondents gave a score from Somewhat Agree (5) to Extremely 

Agree (7) to cultural openness’ statements.  
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Table 10: Cultural Openness grouped per item 

 

According to the previous literature, young people are usually more culturally open 

toward different cultures than older people. The latest generations have been 

growing up in a multicultural world where they are surrounded by foreign people, 

both economic migrants and refugees, and they are offered fast means of 

communicating to one another and easy ways to travel around the world (Vala & 

Lopes, 2010).  Several studies have proved that young people are less biased and 

more tolerant toward new cultures than older people (e.g., Pettigrew and 

Meertens, 1995; Vala, Lima and Lopes, 2004).  

Based on this, the relationship between CO and AGE was taken into 

consideration, showing that the sample was composed of culturally open 

individuals in all the age ranges.  

 

 

Table 11: Cultural Openness per Age group 

 

By looking individually at some of the questions, it is interesting to check the 

results of item Q1: “I enjoy exchanging ideas with people from other cultures or 

countries”. The mean relatives to this question is 5.90, that is slightly higher than 

the variable average and it is extremely close to the option Agree. For this item, a 

standard deviation of 1.15 confirms that the results were not really spread from the 

mean. Further, the question Q5 “I like to learn about other ways of life” has a mean 

Q1 Q2 Q3 Q4 Q5 Q6 Average

Disagree 2% 5% 7% 8% 6% 5% 6%

neutral 7% 7% 11% 10% 7% 13% 9%

agree 90% 88% 81% 82% 87% 82% 86%

100% 100% 100% 100% 100% 100% 100%

1 2 3 4 5 6 7 Total

18-24 years old 0,00% 0,47% 0,00% 1,86% 5,58% 11,63% 10,23% 29,77%

25-34 years old 0,00% 0,00% 0,47% 0,93% 2,79% 7,44% 10,70% 22,33%

35-44 years old 0,47% 0,00% 0,47% 0,93% 4,65% 7,44% 1,86% 15,81%

45-54 years old 0,47% 0,00% 0,00% 1,40% 6,05% 5,58% 2,79% 16,28%

55-64 years old 0,00% 0,47% 0,47% 1,86% 3,72% 3,72% 0,93% 11,16%

65 years or older 0,00% 0,47% 0,00% 0,47% 1,86% 1,86% 0,00% 4,65%

Total 0,93% 1,40% 1,40% 7,44% 24,65% 37,67% 26,51% 100,00%
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(5.76) higher than the variable average, but with a standard deviation of 1.34. 

Checking the number of single responses for each score of the scale, it could be 

noticed that 12 people gave a score ranging from Extremely Disagree to Somehow 

Disagree and 16 gave a neutral choice. 

 

 

5.2.3 Xenophobia 

 

As previously mentioned, 17 items of the survey are used to measure the 

Xenophobia variable. The mean of the variable is equal to 3.99, therefore very 

close to 4 or, in other words, to a neutral choice, while the standard deviation is 

7.38. By taking a look at the single items, it is possible to observe which of them 

had results that particularly differed from the average. 

 

 

Table 12 : Xenophobia Scales 

  

 

Min Max Mean St.dev. Variance Count

Q1 1 7 3,02 1,54 2,36 215

Q2 1 7 3,66 1,86 3,45 215

Q3 1 7 3,52 2,06 4,25 215

Q4 1 7 5,02 1,77 3,14 215

Q5 1 7 5,00 1,65 2,73 215

Q6 1 7 4,06 1,87 3,51 215

Q7 1 7 4,07 1,83 3,35 215

Q8 1 7 3,89 1,81 3,26 215

Q9 1 7 4,00 1,80 3,22 215

Q10 1 7 3,40 1,95 3,79 215

Q11 1 7 3,82 1,82 3,33 215

Q12 1 7 3,49 1,66 2,75 215

Q13 1 7 3,88 1,75 3,06 215

Q14 1 7 4,37 1,65 2,71 215

Q15 1 7 4,41 1,63 2,64 215

Q16 1 7 4,01 1,89 3,55 215

Q17 1 7 4,14 1,82 3,33 215

XENO 1 7 3,99 7,38 54,43 215
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Table 13: Xenophobia grouped per item 

 

The items that show the most xenophobic results are: Q4 - “Immigration in this 

country is out of control” with a mean of 5.02 and a standard deviation of 1.77, and 

Q5 - “I doubt that immigrants will put the interest of Italy first”, with a mean of 5.00 

and a standard deviation of 1.65. By observing the number of respondents at the 

item Q4, it could be noticed that respectively 57, 39 and 56 respondents answered 

with a score of 5, 6 and 7, meaning that a total of 71% of the respondents agreed 

with the Q4 statement, while a total of 66% agreed with the item Q5.  

 

Also culture related items are interesting to observe: for the question Q3 - “I am 

afraid that our own culture will be lost with increase in immigration” the mean is 

3.52, falling between somehow disagree and neutral; for Q10 - “Italian culture 

dilutes with more immigration” the mean is 3.40, so even below the average mean 

of the variable. However, item Q14 - “Immigrants do not want to blend into Italian 

culture” presented a mean of 4.37, showing a slight propensity to the agree side of 

the scale. 

 

It is relevant to mention that the mean of the question: “Interacting with immigrants 

makes me uneasy” is 3.02 and that only 4 and 9 people respectively answered 

Strongly Agree and Agree. Furthermore, 60% of the total respondents gave a 

score of 1, 2 or 3 (Strongly Disagree, Disagree and Somehow Disagree) and, out 

of them, 58% were in the age range 18-34 years old. However, out of the 38 

respondents that agree with the item, 61% were older than 35 years old.  

 

Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9

disagree 60% 49% 54% 20% 15% 40% 34% 43% 39%

neutral 22% 17% 11% 9% 19% 18% 23% 19% 20%

Agree 18% 33% 34% 71% 66% 42% 43% 38% 41%

Total 100% 100% 100% 100% 100% 100% 100% 100% 100%

Q10 Q11 Q12 Q13 Q14 Q15 Q16 Q17 Average

disagree 58% 46% 51% 39% 25% 28% 40% 34% 37%

neutral 11% 18% 20% 24% 26% 21% 22% 19% 17%

Agree 31% 37% 29% 37% 49% 50% 39% 47% 46%

Total 100% 100% 100% 100% 100% 100% 100% 100% 100%
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5.2.4 Foreign Product Evaluation 

 

Foreign product evaluation is one of the variables depending on the mediator 

Xenophobia. It is composed of three items: 

 

  Min  Max Mean  St.dev Variance Count 

Q1 1 7 4.02 1.22 1.49 215 

Q2 1 7 4.01 1.43 2.04 215 

Q3 1 7 3.84 1.36 1.85 215 

FPE     3.96 2.32 5.38   

Table 14: Foreign Product Evaluation scales 

 

Looking at the mean of the variable (3.96), it could be observed that respondents 

have an inclination toward neutral answers (score 4), with a standard deviation of 

2.32. On average, 38% of the respondents gave a score of 4, while the remaining 

was mainly divided in 15% for Somehow Disagree and 20% for Somehow Agree. 

The only question that has a mean below the average mean of the variable is Q3 - 

“Products made abroad seem to be unsatisfactory”, presenting a mean of 3.84 and 

a standard deviation of 1.36.  

It is also interesting to look at the distribution of the single answers for Q3: if either 

extremely disagree and Extremely Agree obtained 8 answers each, disagree get 

31 answers – 16 more than agree. 

 

Question/ 

score 
Q1 Q2 Q3 

1 9 15 8 

2 16 20 31 

3 31 28 38 

4 89 74 80 

5 48 45 35 

6 20 29 15 

7 2 4 8 

Table 15: Scores for FPE per item 
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While, for Q2 - “I am favorable toward products made abroad”, the mean is 4.01. 

This item had 15 respondents answering with Extremely Disagree. 

 

 

5.2.5 Avoidance to Buy Foreign Products 

 

The other variable depending from the predictor Xenophobia is Avoidance to Buy 

Foreign Products. It is composed of four items, and has a mean of 2.99 and a 

standard deviation of 3.01. The mean is therefore really close to the answer 

Somehow Disagree (3).  

 

  Min Max Mean St. Dev. Variance Count 

Q1 1 7 2,67 1.40 1,95 215 

Q2 1 7 3,92 1.89 3,56 215 

Q3 1 7 2,88 1.48 2,19 215 

Q4 1 6 2,48 1.16 1,36 215 

ABFP     2,99 3,01 9,06   

Table 16: Avoidance to Buy Foreign Products scales 

 

The questions that differ the most from the variable mean are Q2 - “Whenever 

possible, I avoid buying products made in another country” and Q3 - “Whenever 

available, I would prefer to buy products that are made abroad”.  

 

Q2 has a mean of 3.92 and a standard deviation of 1.89. The item counted 24 

respondents giving an answer higher than neutral, while 38 of them extremely 

disagreeing with the statement. The higher number of responses has been given 

to Disagree (88 respondents). 

 

Q3 is the only item that did not receive any answer for the option Extremely Agree 

(score 7). This variable has a mean of 2.48 and a standard deviation of 1.16. 

Looking at the answers, only 3% of the respondents gave an answer higher than 

Neutral. 50 respondents answered Neutral, while the score with the higher number 

of responses is Disagree, with 85 respondents (40% of the total). 
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Table 17: Scores for ABFP per item 

 

5.3 Quantitative Analysis 

 

The descriptive analysis is not enough to satisfy reliable hypothesis-testing. These 

first results have to be supported by a quantitative analysis.  

 

The picture below (Figere 3) shows the path model created by running the PLS 

algorithm on SmartPLS 3.0. A path analysis is an extension of the regression 

analysis, which is a statistical method used to identify relationships between 

independent and dependent variables. In particular, it is a way of predicting an 

outcome variable from one predictor variable (simple regression) or several 

predictor variables (multiple regression) (Field, 2009). The importance of the 

regression analysis lies in its ability to identify the effect that a predictor variable 

has on the dependent variable, and this is exactly the purpose of this study.  

 

Creating models using path analysis and multiple regression is considered by 

many as a valid method to identify causal relationships in social science: Lewis-

Beck (1974) believes that path analysis enables the interpretation of an 

independent variable’s impact in an even more adequate way than the classic 

methods of regression and correlation, because it takes into account “the operation 

of indirect or spurious effects, which are explicitly portrayed in a correctly 

constructed recursive causal model” (p. 107). 

 

Question/

score
Q1 Q2 Q3 Q4

1 38 23 38 45

2 88 48 66 85

3 32 20 44 29

4 33 27 36 50

5 15 47 16 4

6 5 30 12 2

7 4 20 3 0
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The structure of the model analyzed in this research presents a mediation effect. In 

path analysis, mediation refers to the indirect effect that an independent variable 

has on a dependent variable passing through a third variable, called a mediator 

variable (Shrout & Bolger, 2002). In this case, the model was built to explain the 

effect that the independent variables Perception of Economy and Cultural 

Openness have on the mediator variable Xenophobia, which, in turn, has an effect 

on the dependent variables Foreign Product Evaluation and Avoidance to Buy 

Foreign Products.  

 

 

 

Figure 3: SmartPls variables path (Showing R-squared values, path coefficients and factor loadings) 

 

The relationship between the reflective constructs and the indicator variables is 

defined as factor loading. According to Hair et al. (2010), items are considered 

satisfactory when their loadings are above .70. Therefore, since they presented 

factor loadings below .70, the following items were erased from the model:  

 

- PE-Q2 (“Would you say it is generally bad or good for Italian economy that 

people come to live here from other countries?”);  

- PE-Q3 (“Of every 100 people of working age in Italy, how many would you 

say are unemployed and looking for work?”); 
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- PE-Q5 (“What do you think overall about the standard of living of people 

who are unemployed?”);  

 

- XEN-Q1 (“Interacting with immigrants makes me uneasy.”) 

 

- ABFP-Q4 (“Whenever available, I would prefer to buy products that are 

made abroad.”) 

 

The model in the picture shows only the items taken into consideration for the 

analysis.  Before progressing with the analysis of the results in the model, it is 

important to go through a crucial step: reliability and validity testing.  

 

5.3.1 Reliability and Validity Testing 

 

In this paragraph, the reliability and the validity of the measures are tested, to 

verify that the incidence of the errors is under control and to avoid 

misinterpretations. While reliability “concerns the extent to which an experiment, 

test, or any measuring procedure yields the same results on repeated trials” 

(Carmines & Zeller, 1979), validity is the “extent to which any measuring 

instrument measures what it is intended to measure” (Carmines & Zeller, 1979).  

First, a table summarizing the main descriptive statistics for the independent 

variables is reported below (table 18), to get an overview of the analysis input data.  

 

 

Table 18: Independent variables overall scales 

PE CO XENO

N 215 215 215

Mean 3.37 5.66 3.99

Median 3.00 6.00 4.00

Mode 2 6 5

St.dev. 2.79 3.22 7.38

Variance 7.81 10.36 54.43

Min 1 1 1

Max 7 7 7
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5.3.1.1 Reliability  

 

Cronbach's alpha (1951), sometimes simply referred to as coefficient alpha, is a 

statistical indicator used in psychometric tests to measure its reliability.  

The Cronbach’s alpha coefficient is defined as follows:  

 

 

where k is the number of items,  is the total variance and is the variance of 

the item i for the sample concerned.  

The values were calculated using SmartPLS 3.0, and they all showed figures 

higher than .80, except for the independent variable PE, which is only .404. The 

rule of thumb that requires for the coefficient alpha to be above .70 to be 

acceptable should be used with caution: as shown in the formula above, 

Cronbach’s Alpha is also sensitive to the number of items in a test (Hair et al., 

2014). PE only has two items, and a low value of Alpha may simply mean that 

there are not enough questions on the test. 

 

Taking into consideration the Composite Reliability, however, the values are all 

higher than .77. According to Hair et al. (2014) this is a more accurate indicator of 

reliability as it takes into consideration the varying of the factor loadings (instead of 

assuming that they are all equal, like with Cronbach’s Alpha). Therefore, this is a 

sufficient indicator for internal reliability (Fornell & Larcker, 1981).   

 

  
Cronbach's 

Alpha 
Composite 
Reliabilty 

Avoidance to Buy Foreing 
Products 

0.827 0.896 

Cultural Openness 0.937 0.950 

Foreign Product Evaluation 0.806 0.884 

Perception of Economy 0.404 0.770 

Xenophobia 0.967 0.970 
 

Table 19: Crombach's Alpha and Composite Reliability 

 



77 
 

5.3.1.2 Discriminant Validity 

 

Validity is the extent to which any measuring instrument measures what it is 

intended to measure (Carmines & Zeller, 1979). The vast literature on the subject 

seems to find a common ground in stating that validity is not a characteristic of the 

test scores, which are neither valid nor invalid, but it is a property of the 

assumptions made about the test scores (Murphy, 2008). 

 

First, it is necessary to find the Average Variance Extracted of each variable: AVE 

measures the level of variance captured by a construct in relation to the amount of 

variance due to measurement error (Fornell & Larcker, 1981). To be acceptable, 

the rule of thumb is that the AVE of each variable should be higher than .7.   

 

  
Average Variance Extracted 
(AVE) 

Avoidance to Buy Foreing 
Products 

0,743 

Cultural Openness 0,759 

Foreign Product Evaluation 0,717 

Perception of Economy 0,626 

Xenophobia 0,673 
Table 20: Average Variance Extracted 

 

According to the Fornell-Lacker Criterion (1981), discriminant validity can be 

assessed by comparing the amount of variance captured by a construct (AVE) and 

the shared variance of the other constructs. As shown in the following table (table 

21), the square root of the AVE of each construct is higher than its highest 

correlation with any other construct (Fornell and Larcker, 1981), thus assessing 

discriminant validity. 

 

 

Table 21: Fornell-Lacker values analysis 

 

 

Avoidance to Buy Foreign Products Cultural Openess Foreign Product Evaluation Perception of Economy Xenophobia

Avoidance to Buy Foreing Products 0.862

Cultural Openness -0.349 0.871

Foreign Product Evaluation -0.640 0.380 0.847

Perception of Economy -0.154 0.113 0.118 0.791

Xenophobia 0.458 -0.479 -0.294 -0.270 0.820

Fornell-Lacker Criterion
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5.3.2 Hypothesis Testing  

 

Once assessed the reliability and the validity of the measures, the analysis 

proceeds with the testing of the following hypotheses:  

 

(H1) PE -> XEN 

H11 – The perception of economic instability has a negative effect on xenophobia. 

 

(H2) CO -> XEN 

H21 – Cultural openness has a negative effect on xenophobia. 

 

(H3) XEN->FPE 

H31 – Xenophobia has a negative effect on foreign product evaluation. 

 

(H4) XEN->ABFP 

H41 – Xenophobia has a positive effect on avoidance to buy foreign products. 

 

(H5) FPE->ABFP 

H51 – There is a negative relationship between foreign product evaluation and 

avoidance to buy foreign products. 

 

 

Therefore, after assessing the reliability and the validity, it is important to analyze 

and evaluate the structural model. The primary evaluation criteria for PLS-SEM 

results are the coefficients of determination (R² values) and the levels of 

significance of the path coefficients. 

 

a. Coefficients of Determination 

 

First, the coefficients of determination (R² values) are observed: these are the most 

commonly used measure to indicate the relationships between the variables, as 

they show the proportion of variance in the dependent variable that can be 

explained by the independent variables (Field, 2009). R² values range from 0 to 1, 
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where 1 defines perfect predictive accuracy (Hair et al., 2014). Since the 

coefficients of determination are adopted in various research disciplines, there is 

not a standard guideline to determine the level of predictive acceptance. Henseler, 

Ringle & Sinkovics (2009) proposed a rule of thumb for acceptable R-squared 

where .75 means that there is a substantial relationship, .5 defines a moderate 

effect and 0.25 indicates a weak one. However, when it comes to human behavior 

studies, there are several other aspects to take into consideration, therefore an R-

squared of 0.25 might still be considered high. In the model in consideration, ABFP 

presents the highest R-squared value (.490), being impacted by XEN both directly 

and indirectly, through the mediator FPE. Conversely, FPE presents the lowest R-

square value with just .086. XEN, with a rather strong coefficient of determination 

(.277), depends on both the independent variables PE and CO.  

 

 

b. Path Coefficients 

 

The coefficients linking the constructs in the structural model are called path 

coefficients (Hair et al., 2014). These indicators show the direct effect that an 

independent variable has on a dependent variable in the path model. When path 

coefficients are close to +1, it means that there is a strong positive relationship 

between the predictor and the dependent variables; vice versa when path 

coefficients are close to -1, they indicate a strong negative relationship (Hair et al., 

2014). The closer they are to 0, the weaker the relationships (Hair et al., 2014). In 

this model, the strongest relationships in the model are between CO and XEN and 

between FPE and ABFP, presenting path coefficients of respectively -0.455 and -

0.553. XEN has a rather strong effect on both FPE (-0.294) and ABFP (0.296), 

while the relationship between PE and XEN has the weakest relationship, with a 

negative path coefficient of -0.219. When a path coefficient between two 

constructs is very close to 0, generally the relationship is not statistically significant. 

It is therefore important to proceed to the next step of the analysis which consists 

of checking the significance of the relationships between the variables and 

evaluate and interpret the results.  
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c. Test of Significance  

 

In PLS-SEM, a bootstrap procedure is used to test for the significance of the 

coefficients. Bootstrapping is a computer-based method for assigning measures of 

accuracy to statistical estimates (Efron & Tibshirani, 1993). In the process, 

bootstrap samples are drawn from the original samples with replacement to 

estimate the PLS path model (Hair et al., 2014). Therefore, when running 2,000 

iterations, 2,000 PLS path models are estimated (Hair et al., 2014).  

 

Following Chin (1998), a test of significance for all paths was conducted using 

2,000 iterations of the bootstrapping and a two-tailed T-test, setting the 

significance level at .05 (α=.05). A test statistic is significant when, under the 

assumption that the null hypothesis is true, the probability of it occurring by chance 

is lower than the significance level previously set (Field, 2009). Therefore, if the p-

value is ≤0.05, the null hypothesis is rejected, and the alternative hypotheses is 

supported.  

 

 

Table 22: Path Coefficients 

 

As observed in the table above (table 22), each one of the relationships tested 

present a p-value of .000, which is lower than the significance level α=.05. This 

allows us to reject the null hypotheses, and accept the alternative ones. Therefore, 

these results support all the hypotheses previously stated: this means that both 

variables Perception of Economic and Cultural Openness are significant predictors 

of the mediator variable Xenophobia (with path coefficients of respectively -.219 

and -.455); at the same time, Xenophobia has a significant influence on the 

dependent variables Foreign Product Evaluation (-.294) and Avoidance to Buy 

Foreign Products (.296), and the path coefficient -.553 between Foreign Product 

Evaluation and Avoidance to Buy Foreign Product is also significant.  

 

Path Coefficient P Values

Cultural Openness -> Xenophobia -0.455 0.000

Foreign Product Evaluation -> Avoidance to Buy -0.553 0.000

Perception of Economy -> Xenophobia -0.219 0.000

Xenphobia -> Avoidance to Buy Foreign Products 0.296 0.000

Xenophobia -> Foreign Product Evaluation -0.294 0.000
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5.3.3  Multi-Group Analysis 

 

Two further hypotheses were tested by running a multi-group analysis on 

SmartPLS 3.0.  

The MGA-PLS allows to test if pre-defined data groups have significant differences 

in their group-specific parameter estimates (e.g., outer loadings and path 

coefficients (Hair et al., 2011)). 

 

The demographics we took into consideration for the multigroup analysis were Age 

and Education. The variable Age was divided in x≤34 and x>34, while Education in 

Low Education (respondents who went to school up until high-school) and High 

Education (respondents who attended university for their Bachelor, Master and 

Phd studies).  

 

a. Age 

 

Previous studies (e.g. Vala & Lopes, 2010) have shown how older people tend to 

be generally more xenophobic and less open to other cultures than younger 

people. Following this path, we analyze, first for the younger and then for the older 

people, the relationship between their cultural openness and their xenophobic 

attitudes.  

 

H6 – The effect that Cultural Openness has on Xenophobia is different between 

younger and older people.  

 

A PLS algorithm was ran for both sub-groups. The variable Xenophobia for the age 

group X≤34 presented a R² of .471, which is a much higher value than the R² of 

Xenophobia shown in the X>34 subgroup (.139). Further, by looking at the path 

coefficients, it can be observed that the group X≤34 presents a very strong 

negative relationship between CO and XEN (-.673), while the relationship between 

the same variables in the X>34 subgroup is defined by a path coefficient of -.238. 

The objective of this multi-group analysis is to verify whether this difference 

between the two age groups is significant.  

 



82 
 

To verify the significance of these relationships, a PLS-MGA was conducted for 

each group with 2000 iterations and a significance level at p≤0.05 and p>0.95. The 

results for all the variables in the model are shown in the following table (table 23):  

 

 

Table 23: Path coefficients per Age range 

 

The relationship between Cultural Openness and Xenophobia presents a 

difference of .435 between the two age groups and has a p-value of 1.000. The 

relationship is therefore significant: the null hypothesis is rejected and the 

alternative hypothesis could be accepted. This means that the effect that Cultural 

Openness has on Xenophobia is significantly different for people of 34 years old or 

younger and people older than 34.   

 

b. Education 

 

Prior research has found how high educated people tend to be less affected by 

xenophobic attitudes and less severe in making foreign products purchasing 

choices than lower educated people. Therefore, a second multigroup analysis was 

run to test the following hypotheses: 

 

H7 – The effect that Xenophobia has on Foreign Product Evaluation is different 

between people with high education and people with low education. 

 

and 

 

H8 - The effect that Xenophobia has on Avoidance to Buy Foreign Products is 

different between people with high education and people with low education 

  

Path Coefficients-diff 

( I Age<34 - Age>34 I )

P-Values 

( I Age<34 - Age>34 I )

Cultural Openness -> Xenophobia 0.435 1.000

Foreign Product Evaluation -> Avoidance to Buy 0.139 0.924

Perception of Economy -> Xenophobia 0.179 0.073

Xenphobia -> Avoidance to Buy Foreign Products 0.030 0.612

Xenophobia -> Foreign Product Evaluation 0.126 0.146
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A PLS algorithm was run again for both sub-groups. By looking at the path 

coefficients between the variables in both groups, it can be observed that the 

group Low Education presents a rather strong negative relationship between XEN 

and FPE (-.381) and a positive one between XEN and ABFP of .362, while the 

relationships between the same variables in the High Education present path 

coefficients of respectively -.117 and .209. To test whether these differences are 

significant, a PLS-MGA was run for both subgroups with 2,000 iterations and a 

significance level at p≤0.05 and p>0.95. 

 

 

Table 24: Path Coefficients per Education groups 

 

The relationship between Xenophobia and Foreign Product Evaluation presents a 

difference of .264 between the path coefficients of the two variables, and a p-value 

of .981, which is higher than significance level .95. This means that H7 is 

supported, therefore the effect that Xenophobia has on Foreign Product Evaluation 

is significantly different for people with low education and people with high 

education. The same thing cannot be said for the relationship between 

Xenophobia and Avoidance to Buy Foreign Product: with a p-value of .089, which 

is >0.05 and <0.95, H8 cannot be supported, meaning that the path coefficients’ 

difference of .153 between the two subgroups is not a significant difference.  

 

  

Path Coefficients-diff 

( I Low Education - High 

Education I )

P-Values

 ( I Low Education - High 

Education I )

Cultural Openness -> Xenophobia 0.114 0.221

Foreign Product Evaluation -> Avoidance to Buy 0.065 0.249

Perception of Economy -> Xenophobia 0.200 0.928

Xenophobia -> Avoidance to Buy Foreign Products 0.153 0.089

Xenophobia -> Foreign Product Evaluation 0.264 0.981
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6. Discussion 

 

The following chapter presents the discussion of the analysis previously done and 

it goes through different interpretations of the obtained results. 

 

 

6.1 Hypotheses Discussion 

 

By looking at the descriptive analysis, it is clear that there is an overall discontent 

with the Italian economic situation, which is shared by every age group and every 

employment group. The overestimation of the unemployment rate is an indicator of 

the pessimistic views widespread throughout the population. It also confirms prior 

research and scientific studies that have shown how people tend to misinterpret 

the size of an issue, especially when media coverage and public opinion seems to 

bring up the said issue more and more often. As already mentioned, in Italy this 

seems to be especially true: the 2014 Ignorance Index studied by Ipsos Mori found 

that Italians believed that 49% of the population was unemployed, while it was only 

12%. 

 

An additional general observation seems to hint at how, despite the high levels of 

cultural openness found within the sample, the data collected indicate a general 

presence of xenophobic attitudes. In Italy, Xenophobic, Islamophobic and racist 

feelings are growing: a research done by COSPE showed how hate “speeches” 

have become more and more popular, and this involves social media discussions, 

readers' comments, and, last but not least, national headlines. Public figures, 

important politicians, and even journalists share their opinions through slogans and 

discriminatory and xenophobic statements. This reveals a lack of culture and 

education and it keeps influencing the Italian population, strengthening the local 

feelings that “immigration in Italy is out of control”.  

 

Further, it is interesting to notice how in the Xenophobia variable, the items 

measuring the impact that immigrants have on the Italian culture and on the 
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national security show lower xenophobic levels than the ones regarding their 

impact on the economy.  

 

The initial results from the descriptive analysis are examined more in depth in the 

path analysis, where the relationships between the variables were analyzed. The 

results show that the variables Perception of Economy and Cultural Openness 

have a significant effect on Xenophobia, which, at the same time, has a significant 

effect on Foreign Product Evaluation and Avoidance to Buy Foreign Products. In 

the following pages, every relationship found between the variables is discussed 

and interpreted. 

 

6.1.1 The effect of Perception of Economy on Xenophobia (H1) 

 

Economic instability and immigration seem to be the two hottest topics that 

Western societies and political parties have to deal with. The fact that both factors 

seem to be strictly dependent on one another opens up for further discussion.  

 

First, it is important to take into account that the variable Perception of Economy 

was determined by only two items: “On the whole how satisfied are you with the 

present state of the economy in Italy?” and “What do you think overall about the 

standard of living of pensioners?”. The other items were removed before running 

the path analysis because of low factor loadings. Although most of previous 

researches suggest to have at least three to five items per variable (e.g., 

MacCallum, Widaman, Zhang, & Hong, 1999; Raubenheimer, 2004), there are 

previous scales in psychology literature that contain only two, or less, items per 

factor, for example the Big Five Scale by Gosling, Rentfrow, & Swann Jr. (2003). 

Therefore, it is indeed feasible to have a factor with only two items. Further, even if 

Cronbach’s Alpha is only .404, composite reliability is .770, and this is a sufficient 

indicator for internal reliability (Fornell & Larcker, 1981).  

 

The relationship between PE and XEN presents the weakest relationship in the 

model, with a path coefficient of -.219. Still, it is significant with a p-value equal to 

.000: this means that the way in which the economic situation is perceived by 
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Italians significantly influences their attitudes toward immigrants. Therefore, if 

people perceive a generally positive economic situation, their attitudes toward 

xenophobia will be less negative; if they perceive a negative state of the economy, 

their xenophobia levels will be higher. 

This finding supports previous literature, underlining that what matters is not just 

objective facts, but also, and above all, perceptions. The two items defining the 

variable Perception of the Economy are strictly related to a general view of the 

economy, both statements containing wording like “on the whole” and “overall”. 

None of them was explicitly asking the respondents about their own personal 

economic situation, but it was asked for a general view and their general 

perception. This completely supports prior research that found that xenophobia 

and, more in general, anti-immigrant feelings, are influenced by the perception of 

economy as a collective-level (Burns & Gimpel, 2000; McLaren & Johnson, 2007; 

Sniderman & Hagendoorn, 2007; Hjerm & Nagayoshi, 2011). At the same time, it 

does not go against studies that, conversely, found a relationship between the 

individuals’ own assessments of economy based on their personal economic 

situation and their xenophobic feelings (Runciman, 1966). 

 

 

6.1.2 The effect of Cultural Openness on Xenophobia (H2) 

 

The relationship between CO and XEN has a very high path coefficient (-.455), the 

second highest coefficient in the model after the one indicating the relationship 

between FPE and ABFP. The relationship, whose significance has been tested, 

proved that being culturally open has a strong negative effect on xenophobic 

attitudes. Therefore, the more one is culturally open, the less he or she is 

xenophobic.  

 

The Cultural Openness scale used in this research was inspired by the 

Cosmopolitanism scale (Cleveland et al., 2009) and it measured the individual’s 

inclination to exchange ideas with people from other cultures and learning about 

their ways of life. In the Xenophobia scale, instead of using the terminology 

“people from other countries”, the word “immigrant” was used. The two different 
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expressions have different meaning and definitions: an immigrant is “a person who 

comes to live permanently in a foreign country” (Oxford Dictionaries), without a 

specific definition of where they come from. The decision to write the definition of 

“immigrant” in the beginning of the survey had a specific motivation: in the 

everyday spoken language, not only “immigrato” (immigrant) and “rifugiato” 

(refugee) are used interchangeably without a clear understanding of the meaning, 

but the word immigrant has taken a negative connotation, becoming a way of 

defining only the people coming from developing countries. Presenting two 

situations, in one of which there is an European business-man/woman coming to 

Italy for work reasons and in the other a North-African escaping from a tough 

economic situation, only the North-African would be considered “immigrato”, 

despite both of them following under the same definition.  

 

According to this research Italians are open to other cultures but they are also, on 

the overall, xenophobic people: for them there is a huge difference between being 

open toward people from other countries and being open toward immigrants, which 

might seem paradoxical but, given the previous assumptions, is not. Nevertheless, 

this study observed how, despite the general observations, it makes sense to say 

that the more one is culturally open, the less he or she is xenophobic. This 

statement confirms prior research, especially the studies measuring the 

relationship between multiculturalism and outgroup distance (Verkuyten, 2005; 

Stupar et al., 2014) and the ones related to cosmopolitanism mentioned in the 

hypothesis development chapter (e.g., Thompson, 2003). 

 

6.1.2.1 The effect of Age in the relationship between Cultural Openness and 
Xenophobia (H6) 
 

Further, several recent studies have proved how young people are generally more 

tolerant toward immigration than the rest of the population: the results from the 

2016 European Social Survey showed that, throughout all Europe, younger people 

are more favorable to immigration than older people. The multi-group analysis 

pointed out a significant difference between younger (X≤34) and older (X>35) 

respondents when it comes to the relationship between CO and XEN. The 

relationship between the two variables is in fact stronger for younger people, with a 
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path coefficient of -.673, against just -.238 for older people. This means that 

cultural openness has a stronger impact on young people’s xenophobic attitudes, 

than it has on older people. This finding confirms prior research, considering that 

young people are the ones being affected the most by globalization and all its 

advantages, they are born in a world that is constantly transforming its cultural, 

historical, technological and demographic characteristics and it makes sense that 

they are the most influenced by their own openness to diversity and 

multiculturalism.   

 

 

6.1.3 The Effect of Xenophobia on Foreign Product Evaluation (H3) and on 

Avoidance to Buy Foreign Products (H4) 

 

In testing H1 and H2, Xenophobia was the dependent variable; however, its role 

changes drastically while analyzing the rest of the model, as from dependent it 

becomes the predictor variable for H3 and H4. In the presented model, 

Xenophobia is the mediator between the constructs, and the results show the 

effect that it has on the Italians’ evaluation and their avoidance to buy foreign 

products. Despite the multiple previous studies on product evaluation and 

willingness to buy, very few of them present the variables mentioned above in 

relation to xenophobia. The objective of testing H3 and H4 is to deepen those 

studies, and verify whether there is a negative relationship between Xenophobia 

and Foreign Product Evaluation, and a positive one between Xenophobia and 

Avoidance to Buy Foreign Products.  

 

The relationship between XEN and FPE presents a path coefficient of -.294, while 

the one between XEN and ABFP is .296. Despite these being the lowest values in 

the model, they might still be considered rather strong, especially taking into 

consideration that this is a study in consumer behavior and the relationships 

between variables leave room for several other factors. The significance of both 

the relationships proves that H3 and H4 can be accepted, and that Xenophobia 

has indeed a negative effect on Foreign Product Evaluation and a positive one on 
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Avoidance to Buy Foreign Products. This means that a xenophobic consumer will 

evaluate negatively a foreign product, and that he or she will also avoid to buy 

foreign products.  

 

As already mentioned in the Hypothesis Development chapter, among the 

previous studies that focused on foreign product evaluation and avoidance to buy 

foreign products, none of them investigate how these variables are influenced by 

xenophobic attitudes, therefore it is extremely difficult to compare or verify whether 

this research confirms or contradicts the previous literature. However, the studies 

done so far create a solid base to argue that there are other factors, in addition to 

xenophobia, that influence the individual’s product evaluation and their avoidance 

to buy foreign products. Among these there are consumer ethnocentrism (Shimp 

and Sharma, 1987), national identity, and economic nationalism, which seem to 

indicate a preference toward domestic products, rather than a negativity toward 

another country while Klein et al. (1199) define consumer animosity as an 

adversity toward the product of a particular country. This allows to compare the 

effects that these constructs and xenophobia have on consumers’ purchase 

behavior: according to the findings of this research, xenophobia, just like 

ethnocentrism, has an effect on both foreign product evaluation and avoidance to 

buy foreign product; a consumer who feels animosity toward a particular country, 

will avoid buying that country’s products, but this will not have any effects on the 

products’ evaluation (Klein, 2002).   

In conclusion, the factors influencing foreign product evaluation and willingness to 

buy foreign products are several and have a strong presence in consumer 

behavior studies, but again, very few of them - if not even none - chose to analyze 

how the variable xenophobia might fit in the model. A new approach to consumer 

behavior in international marketing is offered by the findings of this study and it 

opens up several paths for future research. 
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6.1.3.1 The effect of Education in the relationships between Xenophobia and 
Foreign Product Evaluation (H7) and Xenophobia and Avoidance to Buy 
Foreign Products (H8) 
 

The choice to divide the respondents into two subgroups based on high and low 

levels of education comes from prior researches, according to which education can 

influence the levels of tolerance and xenophobia (e.g., Hernes & Knudsen, 1992).  

 

The multi-group analysis done in this research has provided interesting results: H7, 

which hypothesized the relationship between XEN and FPE for Low and High 

Education, is supported with a difference between the two-path coefficient of .264, 

with Low Education presenting the highest path coefficient between the two 

variables (-.381). This means that Xenophobia has a stronger impact on FPE for 

poorly educated people than for highly educated people: people with low levels of 

education have a stronger tendency to base their opinions of products on their 

xenophobic and anti-immigrant feelings. Conversely, the difference between 

relationship between XEN and ABFP for Low and High Education (H8) was not 

supported, with a p-value of .089 exceeding the level of significance. This means 

that the variable Education does not have a significant impact on the relationship 

between XEN -> ABFP: Xenophobia will affect consumers’ avoidance to buy 

foreign products, no matter their education levels.   

 

There is one further important consideration to make: some scholars believe that it 

is very likely that highly educated people might feel xenophobic and have negative 

attitudes toward immigration, just like less educated people do, but they have 

learned to better express (or hide) their true opinions, as a result of their socially 

and educationally rich experiences (Jackman & Muha, 1984). Based on this 

assumption, in line with Burns & Gimpel (2000), it has to be considered that the 

more educated respondents in the survey may be influenced by their level of 

education into expressing less xenophobic opinions than what they actually think, 

despite the premise of anonymity, and might have therefore influenced the 

results.    
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6.1.4 The Effect of Foreign Product Evaluation on Avoidance to Buy 

Foreign Products (H5) 

 

The highest path coefficient of the model is the one that defines the negative 

relationship between FPE and ABFP (-.553). The p-value is significant and H5 is 

accepted, therefore, according to this research, there is a direct negative 

relationship between the two variables: an individual evaluating negatively foreign 

products will also avoid to buy foreign products.  

 

 

 

Figure 4: Relationship between XEN, FPE and ABFP 

 

This is greatly supported by literature: according to Fishbein and Ajzen (1975), for 

example, there is a strong positive relationship between attitudes and intentions to 

purchase. In marketing terms, it means that the way consumers evaluate a product 

has a significant effect on their purchase action. Further, there are several 

previous findings that have shown the positive relationship between product 

judgments and willingness to buy, like Guido et al. (2010) who focused their 

research on the Jewish-Italian community’s purchase behaviors. This research, 

however, chooses to focus not on the positive relationship between product 

evaluation and willingness to buy, but on the negative one between product 

evaluation and avoidance to buy. Thus, it is found that a consumer with negative 

evaluations of foreign made products will report a stronger intention to avoid such 

products whereas consumers with positive evaluations of foreign products will 

report a weaker intention to avoid such products.  
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A further observation is to make about the mediator role of the variable FPE in the 

model: it is dependent from the variable XEN and, at the same time, it is a 

predictor for the variable ABFP. The model offers therefore the possibility to 

observe both the direct relationship XEN -> ABFP and the indirect relationship 

XEN -> FPE -> ABFP.  

 

 

6.2 Implications 

6.2.1 Research Implications 

 

This study contributes significantly to our understanding of the influence that 

xenophobia has on nowadays consumers’ purchasing decisions. So far, the 

majority of research about xenophobia has been focusing on psychological and 

social studies, ignoring how it might actually have a direct effect on consumers’ 

purchase behavior. In the previous pages, xenophobia has been confronted with 

two - in a way - similar concepts: both animosity and ethnocentrism have been 

object of several studies in international marketing, while this is not the case for 

xenophobia. In particular, the animosity model (Klein et al., 1998), diverging from 

Shimp & Sharma’s (1987) CETSCALE, showed how consumers that feel an 

extreme hatred for a foreign country (for political, economic or other reasons) will 

be less likely to purchase that same country’s products. Extending this theoretical 

model to all foreign countries, and with the introduction of the concept of 

xenophobia, this research tests the existence of xenophobic consumers that feel 

sentiments of fear or hatred toward all foreign countries and therefore are less 

likely to positively evaluate and purchase all foreign products. 

 

There might be a reason behind the fact that xenophobia was only addressed in 

psychological studies: it is a phenomenon that, along with racism and 

discrimination, has always been presented in the human nature, and especially 

within the host communities. It is a recurring feeling throughout history, “people are 

always tempted to divide people into us and them, the in-group and the other, our 
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civilization and those barbarians” (Huntington S., 1997, p.32). The only difference 

is that, nowadays, people do not like to openly admit they are xenophobic, but 

when confronted with questions about immigrants, they answer with xenophobic 

statements nevertheless, confirming, as defined above, the subtle nature of recent 

xenophobia. Therefore, psychology aims to find the causes and to give an 

explanation for the presence of this widespread, even if subtle, human feeling, but 

it is also necessary to look at the consequences that this phenomenon can have 

on the society and, in particular, on a country’s marketplace and its consumers, 

which was the aim of this study. 

 

Further, when interpreting variables such as xenophobia or general anti-

immigrants’ attitudes, it is important for researchers to take into account factors 

such as political and economic background and the migration and social history of 

the country they are analyzing. Contexts can change over time and place, this 

means that the results obtained from this research might be of very different nature 

if done in another country or in ten months from now, and it is important to take 

these varying factors into account before even starting to collect data. Besides 

official statistics, there usually are also some national or international surveys that 

help keeping track of the changes of the social context and offer an overview of the 

perceptions of the population in regard to different factors. The European Social 

Survey, used in this study to adapt the scale to measure PEI, is one example of 

these tools that can be used to assess the situation of a country and the people 

living in it.   

 

Besides the implications in research, the next pages include how this finding could 

have important practical implications for both foreign and Italian companies. 

Additionally, before drawing the conclusions, some consumers’ implications are  

discussed. 
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6.2.2 Managerial Implications 

 

After analyzing the results of this research, the following pages include some of 

our recommendations directed to the companies that want to operate on the Italian 

market - both domestic and foreign companies.  

 

Nowadays, it is particularly important for companies to understand which are the 

factors that are influencing the decision process and the predisposition of the 

consumers toward a certain product or a certain country. With all the social 

changes happening in the last decades, from the economic crisis to the 

development of new communication technologies, cultures are more fragmented 

than ever, and the willingness and desires of people have changed. The increasing 

of the culture and the fragmentation and diversity in the personal experiences are 

making consumers more conscious of the products. Today, consumers look for the 

affirmation of their identity into products (Bauman, 2007a). However, this does not 

mean that all the consumers are open to new culture and to products from all 

around the world, they could also be 100% open to the purchase of foreign 

products, or be really conservative and nationalist. For a company to understand 

and overcome these differences, it is relevant to understand consumers’ 

predisposition toward a product or a brand. 

 

Companies should take into consideration the reasons for the purchase, that can 

be divided into three, not mutually exclusive, categories: rational, emotional and 

instinctive (Wright, 2006), where rational purchases are the consequence of a 

thorough analysis of the alternatives available; emotional purchases are, as the 

name suggests, driven by emotions like anger, pride, love, affection, nostalgia; 

further, instinctive purchases, that are motivated by impulses in buying products 

like, for example, chocolate or cigarettes.  

 

According to prior literature, “Country-of-origin” is influencing attitudes, beliefs, 

purchasing intentions and consumer’s perception of products (Baker & Ballington, 

2002; Agarwal & Teas, 2000). Additionally, consumers, for some countries, also 

take into consideration some specific factors such as the quality of the material, 

the experience of the specific country regarding a defined product and the level of 
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the internal competition (Thakor & Katsanis,1997). This evaluation is done 

especially for products for which it is particularly important or relevant the quality - 

including, e.g., security  - when they make a purchase but, for example, when the 

purchase is done with regarding of products with a low involvement the attention 

toward the brand and other factors might be lower compared to purchases with 

high involvement where, instead, the beliefs about the brand are formed through 

an active learning and this difference is of course influencing the marketing 

strategies that a company should pursue.  

 

As low involvement purchases as general pattern require minor risks and are often 

repetitive, companies selling this kind of products might focus on price competition 

to acquire more customers. Additionally, as for this kind of products consumers 

pay less attention to get all the information, even in a xenophobic environment 

foreign companies could use this at their advantage.  

 

Moreover, as some scholars (Hampton,1977; and Baumgartner & Jolibert, 1977) 

have already discussed, there is an increase in the perception of risk for products 

made abroad but that, however, consumers do not perceive all the products from a 

given country or foreigner to be the same (Han and Terpstra, 1988).  Furthermore, 

Elliott and Cameron (1994) suggest that consumers in general express a 

preference toward products locally made, and this is even stronger when the 

quality and the prices are equivalent or even better of the foreign ones. However, if 

the local quality is lower than the quality of the products made abroad, consumers 

will choose foreign products, even if, in the case of an improvement of the local 

quality, consumers are willing to try the local products that should have an 

equivalent quality or at least a lower price. 

 

A good example of this in the Italian market is the Chinese shops. In fact, today, in 

Italy a lot of Chinese shops are opening and actually staying open more than the 

Italian ones, as they have less financial issues thanks to the fact that they lend 

money to each other to open the shops, and that, on the Italian market, foreign 

companies have some tax incentives in the first five years of opening. Despite their 

financial tricks, and despite the fact that Italians perceive the quality of Chinese 

shops as low, they still go there to buy some kind of products. If in the past the 
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foreign shop was the second attempt of where to go if they could not find the 

product in the usual Italian shop, today the trend is changing, and people always 

more often directly go to the non-domestic store, since they are sure to find all 

kinds of products at an affordable price. This is even more true for products that, 

as supposition, should not be expensive and that are manufactured anyway 

abroad. Due to also the economic situation, Italians are not willing to pay an extra 

price anymore, only because they are buying in a local shop (Benignetti, 2017, 

April 24).  

 

However, not in all the peninsula the acceptance of foreign shops is the same. 

Indeed, especially in some suburbs where the opening of shops by immigrants are 

summed to economic difficulties and social problems, the presence of immigrants’ 

stores could lead to an even more xenophobic environment. A recent news that is 

worth to mention is what happened in April 2017 in a suburb of Rome, negatively 

famous to be an open-air drug market: a small extreme right wing political party put 

some adds on the window of foreign shops saying: “Boycot foreign shops, sustain 

local Italian commercial activities” (Favale, 2017, April 15). This is an example of 

how an extreme level of xenophobia could also affect foreign companies operating 

in Italy and how the national economic situation is enhancing the feeling.  

 

Another factor that companies should take into consideration is the growing of 

“transnationals” consumers (Sirkeci, 2013). This new class is composed by 

modern consumers that, thanks to the reduction of national boundaries, to easier 

ways to spread word of mouth opinions - especially through social media - and to 

personal experiences, are increasing the relevance of sharing consumer 

experience. This may help companies that want to sell or produce in a foreign 

country. In fact, if a foreign company that want to produce or sell in Italy and it is 

already popular enough among Italians, it might have less difficulties even in a 

country with xenophobic attitudes. However, this might also affect a company in a 

negative way when a particular behavior from their side is going to negatively 

influence the national market. An example of this is what happen to Lactalis, a 

French dairying company that acquired Parmalat to expand further their market 

share in Italy: when they decided, in 2016, to not renew the supply contract to 

some farmers from Liguria as the French company wanted to pay them the milk 
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less than the production cost, a boycott campaign started against Parmalat landing 

on national tv and on social media; the decision to buy milk abroad because it was 

cheaper, would have hurt the Italian local economy, and negatively affect the 

quality of the final product (Meletti, G., 2013, June 13). This is to enlighten the fact 

that, although the Italian market looks open to foreign companies, when their 

behavior is going to affect the economy and the quality - connected to the Country 

of Origin effect - the population reacts in a negative way, and the company risks 

their market share. 

 

In the current social and cultural environment, with the increasing of immigration, it 

is also particularly relevant to take into consideration the fact that immigrants are 

struggling to integrate and combine their subgroup with the local/national identity. 

Some recent literature (Klink and Wagner, 2006; Fassin, 2006) illustrated the 

effects that the adoption of an adverse behavior toward the country in which they 

actually live might create and influence the consumers’ willingness to buy products 

produced by national companies or domestically. 

 

 

6.2.2.1 Foreign Companies 
 

Every international marketing textbook state that, when companies want to enter 

foreign countries, there are some precautions they should take into account, 

among these: linguistic and cultural differences, history and geography of the 

specific country, social and political environments, the situation of the economy, 

and so on (Cateora, Gilly & Graham, 2011). Following this statement, foreign 

companies that wish to target the Italian market have to take into consideration the 

context in which they operate - economic, social, cultural - and research about the 

attitudes that Italians might have toward their products. The effects of xenophobia 

in Italy, as confirmed by this research, might persuade consumers to not purchase 

foreign products or even to just evaluate negatively a product because its foreign 

origins. To overcome this prejudice, foreign brands could adopt specific marketing 

strategies that target xenophobic consumers.  
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a. “Fusion” Marketing Stretegy 

 

One of the strategy that foreign companies could take into consideration when 

entering the Italian market is to use a “fusion” approach. The findings of this 

research prove how Italians are actually open to new cultures and the statistics 

(Napolitano & Visconti, 2011) confirm that Italian consumers are changing, both in 

desires and needs. This might also be explained by a whole new package of 

traditions and rituals, brought along by the newcomers in the country, which has 

created a sense of charm and mystery in the host community. These same 

feelings have already contaminated many industrial and commercial sectors: 

fashion, gastronomy, furniture, music and movies. The creation of a melting pot 

fascinates the average young consumer, offering seductive but harmless 

experiences, allowing to be part of a cosmopolitan and colorful community that 

scatters between consumption opportunities, experiences, affiliations, identities. 

This cannot just be defined as a trend phenomenon, it is an ongoing process that 

does not cancel the differences, but it is actually the first contact point between the 

diverse cultures (Giuseppe Minoia, 2007, 2008); it could be the first step toward a 

bigger integration and persuade even the most xenophobic consumer.  

 

b. Young People and Online Channels 

 

Further, according to the findings of this study and prior research (e.g., Hernes & 

Knudsen, 1992; Harris, 2009), young people are generally more culturally open 

than in the past. Their tendency to travel more and their natural predisposition to 

international mobility and to make intercultural friendships, make them the perfect 

target for foreign companies that wish to target the Italian market. More than every 

other age group, young people especially value the chance to choose among 

many possibilities available and they particularly care for the value for money: 70% 

of the respondents of a study conducted by the PwC Total Retail Survey 2014 

(cited by Vendrame, 2014, February 26) said that finding the best prices is the 

main reason they buy on the internet. According to the same studies, young 

Italians in the age group 18-34 are also very sensitive to fashion and new brands, 

and they particularly use social media to look for new trends. In fact, 47% of Italian 

consumers use social media to follow a brand or find a new one and 85% of the 
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respondents prefer to buy directly from the brand’s official Website. Despite the 

brand's origin being still a rather important characteristic for purchasing choices, 

young people look first for other characteristics in the products. On the basis of 

this, we further suggest for foreign companies to not underestimate the role that 

online channels can have in reaching Italian consumers: according to the findings 

of an analysis conducted by the Nielsen global survey "Connected Commerce" 

(2016), made on a sample of 13,000 individuals in 24 countries, Italy is the country 

with the highest rate of online shoppers who choose to buy foreign products (79%) 

against a global average equal to 57%, and an European average of around 65%. 

The reasons why Italian consumers use online channels to purchase products are, 

first of all, to search for the best deal they can find (42%), then to find products that 

are not available in the physical stores (39%) or to search for products online 

before shopping in the store (39%). 

 

c. Brand Name 

 

Another strategy that foreign companies could adopt when operating on the Italian 

market is to adopt an “Italian sounding” brand name, or to acquire an Italian 

existing company without spreading the word about the acquisition, to leave the 

belief among the population that the company actually never changed the owner, 

and it is still an Italian one. An example is Pernigotti - an Italian company founded 

in the 1860’s in the north of Italy - that has been sold to the Toksoz Group (from 

Turkey), but chose to keep the original name. By not advertising the change of 

ownership, they managed to keep the country of origin effect, despite the fact that 

the hazelnuts to make their cocoa spread are not anymore from Piedmont (Italy), 

but from Turkey (Nardi, 2015, November 24). However, thanks to a brand name 

that recalls an historical Italian brand, and the “Made in Italy” statement written on 

their jar, people with low levels of product consciousness will still buy Pernigotti’s 

products.  

 

d. Advertising  

 

Since the results of the current study indicate that xenophobia has a considerable 

effect on both foreign product evaluation and avoidance to buy foreign products, 
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foreign brands should try to change the opinions of the locals, trying to send out a 

certain message. Advertising can be a powerful way to change the minds of the 

consumers and to create a positive image surrounding the brand that could 

separate it from the stereotypical and xenophobic view of their country of origin. 

For example, Coca-cola, famous for its Super Bowl commercials, in 2016 released 

“Together is Beautiful”, powerful campaign promoting diversity and the melting pot 

of cultures that is America. Or United Colors of Benetton, Italian brand that has 

always chosen to address not the consumer, but the individual, and that last year 

released the campaign “Clothes for Humans”, stating that they are proud to make 

clothes for ”humans that come in different colors and different shapes, [...] that 

hold different beliefs and live in different places” (Benetton’s Manifesto, cited in 

Roderick, 2016).  

 

Foreign companies that decide to sell and promote their products or services in 

Italy could change the way their own country is perceived by Italians through 

advertising. This already happens a lot within the travel industry, and there are 

several advertising campaigns launched by countries that are trying to build a new 

country brand that could change the general perceptions and encourage people to 

visit them. For example, the 2016’s “This is Egypt” campaign, or Jordan’s efforts to 

promote the country in Europe: according to The Jordan Times, after the war in 

neighboring Syria, the country has seen a dramatic fall in tourism in the last years 

and is now trying to convince the world that it is safe to visit Jordan. In general, 

also brands that sell products or other services could invest in advertising 

campaigns that overcome stereotypes, contributing in changing the misperception 

of the population or in fighting xenophobia by promoting an ideology of union 

between people that are diverse in “race” and nationality.  

 

 

6.2.2.2 Italian Companies 
 

Italian companies that produce and sell their products in Italy have an advantage 

over foreign competition, that is defined by the wording “Made in Italy”: this is one 

of the first known and truly appreciated brands in the whole world (Aquaro, 2013, 

November 13). It defines a know-how that distinguishes Italian products in the 
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eyes of other countries, as it is immediately linked to high quality and the Italian 

lifestyle, especially in the areas of clothing, furnishing, cars, and food. However, 

the attitude of the Italians in this respect is ambivalent and varies on the basis of 

the product category. According to a 2016 study conducted by Nielsen, when it 

comes to clothing and footwear, 37% of the Italian population chooses global 

brands, and 38% are indifferent to the brand, while only 25% prefer the made in 

Italy. Also in the automotive market, Italians are oriented to international brands in 

58% of the cases, above those of France (31%) and Germany (28%), more 

oriented toward local. The preference for foreign brands is also re-confirmed in the 

spending of electronic devices, with a 63%, six points higher than the European 

average. When it comes to food, however, the opinions of Italians are very 

different: on average, 71% of Italians claim to prefer Italian fruit, vegetables, meat 

and fish.  

 

It is relevant to briefly digress about the importance that the “Made in Italy” brand 

still has on the Italian food industry. It could be noticed that, despite an always 

more globalized world where people are more willing to taste new foods and 

products, there is also a rise of locally produced goods sold in the Italian shops. 

According to a recent LifeGate analysis (cited in F.Q., 2017, May 12), 83% of 

Italians supported biological agriculture, and 57% of them are willing to pay a small 

overprice to have km zero (locally grown) products; what is also interesting to 

notice is that 81% of graduates are favorable to this kind of products. However, 

despite the positive statistics about the willingness to buy local and biological 

products, the actual behavior is slightly different, with only 27% always consuming 

local products, and only 20% biological products. The mentioned data highlight a 

possible return to nationalism, but also to the attention to quality, safety, health and 

value-for-money. Locally produced goods are also supporting the local economy, 

usually composed by small-medium farmers. 

 

Besides the food industry, therefore, that has seen a growth of the “Made in Italy”, 

the results of the 2016 Nielsen study show that the Italian attraction for global 

brands for other kinds of products could be motivated by innovation of the products 

of the multinationals (48%) and the achievement of value for money (45%), while 

the reasons for choosing Italian brands are to support the economy (61%), 
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consumer proximity (50%) and reliability (46%). From these results, it is clear that 

the “Made in Italy” is slowly losing its effectiveness among Italian consumers in a 

lot of sectors. The presence of xenophobic consumers might, therefore, in a way, 

become an advantage for Italian companies, because, transcending from reasons 

like innovation or value for money, they will choose the Italian product over the 

foreign one, no matter what.   

6.2.3 Consumer Implications  

 

It is also relevant to evaluate the implications that xenophobia has on consumers. 

The importance of doing so is due to the fact that the study analyzes the effect that 

xenophobia has on consumers’ predisposition toward foreign products. The 

following pages present the implications for consumers on the Italian market - both 

Italian and foreign consumers -, analyzed from a marketing perspective.  

 

a. Monocultural marketing strategy 

 

The presence of foreigners in Italy, and how they inevitably become consumers on 

the Italian market, should carefully be considered by Italian companies. The 

majority of them already manages to avoid situation of discrimination against 

minorities: through what is defined a “defensive monoculture” strategy (Napolitano 

& Visconti, 2011), they manage to carefully avoid the initiation of any relationship 

with subjects considered different or dangerous, as they are afraid of diversity, and 

they fear that being contaminated might make them lose their normal Italian 

clientele. They stand in defense of traditional values and of the Italian identity, 

targeting consumers that do not have any particular ethnic or cultural related need, 

and normally look for efficient, prepared and creative Italian employees. They act 

on the basis of a universal marketing strategy, according to which their products 

are the same for all, because immigrants are customers like the others.  

 

However, this is a strategy that is only sometimes sincerely inspired by the desire 

to not create ghettos and to not further increase the already widespread 

xenophobia: in most cases, in fact, it is a form of undifferentiated marketing, 

justified as egalitarian or non-discriminatory, but actually only focused on the one 
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target perceived as profitable: Italian consumers. One of the most evident 

examples of this apparent facade of openness is found within banking: the 

requirements of the banks may become a wall that relegates immigrants in a 

position of subordination (Napolitano & Visconti, 2011). Not being able to get a 

mortgage to buy a house or a loan to start an activity, in fact, it is a symptom of a 

denied integration and it could lead to serious repercussions, just as much as 

those produced by a more explicit xenophobia.  

Despite some negative aspects of this form of undifferentiated universal marketing, 

it is helping a particular category of immigrants in their integration process: these 

are consumers who have accepted the Western model and, just as Italian 

consumers, see consumption as the main ways through self-expression. According 

to Abis (2004), young people, principally, feel the need to homologate to their 

peers and to assimilate local signs and behaviors and to make them their own. 

This is especially true for second-generation immigrants, children born and raised 

in Italy from foreign parents, who attend Italian schools and watch Italian 

advertising on TV.  

 

The effect for the consumer per se is different if the company using this marketing 

strategy is Italian or foreigner, but operating on the Italian market. An example 

could be found in the butcher shops: if the Italian one is mostly selling national 

products, since these are preferred by Italians - as confirmed by Nielsen (2016), 

71% of Italians claim to prefer Italian fruit, vegetables, meat and fish -, immigrants’ 

butcher shops, that are selling also not Italian meat, have as customers immigrants 

that are instead more willing to buy there, as they can find meat treated according 

to their tradition, such as the Jewish Kasher meat. Another example where 

consumers might feel the monocultural marketing is for foreign small shops: small 

local Arabic, Russian or Pakistani shops, among the others selling only typical 

products, keep all the labels in the original language. This might make Italian 

consumers uncomfortable and less willing to go there but, since Italian consumers, 

according to the results of this study, are culturally open, they could prefer to buy 

the foreign product from mass market retailers that are using a “fusion” marketing 

strategy. 
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c. “Fusion” marketing strategy  

 

Fusion marketing is a combination of monocultural marketing, mentioned above, 

and migrant marketing, which is an aggressive type of marketing focusing on 

immigrants that have just arrived on the Italian ground (Napolitano & Visconti, 

2011). However, immigrants might feel preys of a marketing that is only looking to 

make the most money possible, not really favoring integration.   

 

Fusion marketing is therefore a marketing strategy that is applied to get closer to 

both immigrants and Italians (Napolitano & Visconti, 2011). This technique is not 

only persuading even the most xenophobic Italian consumer, but it also allows the 

diffusion of an ethno-fusion and ethno-demographic culture, since it involves all 

religions, colors, ethnicities, tastes, parents and children (Rissa Kourouma, 2008, 

Yalla Italia). An approach that seems to capture and interpret the sensitivities of 

especially young migrants, that transform it into an opportunity for normality, 

sociality and fun. 

 

Fusion marketing is therefore addressing all the possible consumers on the Italian 

territory, trying to combine the cultural openness of Italians with their xenophobic 

attitudes (confirmed by the results of this research). Barilla, for example, a symbol 

of Italian tradition, launched Cous cous Barilla, positioning it as a “new and original 

way to eat” and even became the main sponsor of the 2007 Cous Cous Fest in 

San Vito Lo Capo (Aquilani, 2008, July 29), an Italian town. Cous cous, which is a 

typical ethnic food, has officially entered the Italian tradition.  

Another example is Giovanni Rana that started to produce a type of ravioli called 

“Recipes from the world” that includes flavors such as chicken curry and almond, 

chili con carne or feta and Kalamata olives, to reproduce some more “international” 

traditional foods. The effort that some companies are putting in order to create 

more international products are consequently influencing also the consumers’ 

predisposition toward products that are not originally from Italy.  
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6.3 Limitations  

 

This paragraph focuses on the limitations found in the process of conducting this 

study. Since this study was conducted by carrying out a survey, it presents several 

methodological limitations, in addition to theoretical limitations.  

 

First, because of the time limit, this research was conducted on only 215 

respondents that gave valid answers. Besides the limited dimension of the sample, 

another limitation given by time constraints was that it did not allow to study the 

phenomena taken into consideration in a longitudinal way; in particular regarding 

the effects that the perception of the economy has on xenophobia, it would have 

been ideal to collect and analyze the data overtime (for example, over a period of 

weeks or months).  

 

Another barrier encountered was language: it is important to consider that a lot of 

the material used to have a proper theoretical and situational background for this 

research is in Italian, and so is the survey sent out to the population. Despite the 

maximum efforts in providing the best translation possible, the accuracy of the 

content in its original language might lose its effectiveness when translated. 

Additionally, it has already been addressed the problem of translating the word 

“immigrant” in Italian. In the everyday spoken Italian, by using the word 

“immigrato”, people do not really distinguish the economic immigrant from the 

refugee; the results of the pre-test show how the majority of the interviewees 

consider “immigrants” all the people coming “with a boat” on Italian shores, without 

a clear distinction between who is looking for a more favorable economic situation, 

and who actually needs shelter from a dangerous condition. Further, the word 

“immigrato”, despite defining all non-Italians moving permanently to Italy, has 

mistakenly become a way to define only people coming from developing countries. 

To overcome this limitation, the real definition of the word “immigrato” was inserted 

at the beginning of the survey for all the respondents to read, but there is no true 

way to know whether it might have been effective while they were filling out the 

survey.    
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A further limitation encountered in conducting the survey was given by the choice 

of sending it out online. This, despite being the most cost- and time-effective mode 

of researching data, may have caused a huge loss of respondents that could have 

influenced the current data. By handing out paper surveys, for example, a more 

heterogeneous sample could have been reached and, along with it, more 

diversified opinions on the subjects in study. The data collected fails to represent a 

part of the Italian society composed by individuals supporting extremist and far-

right political parties, which are rising and collecting more and more followers; 

additionally, it did not include all the people that have no access to social media. 

Further, the topics discussed are extremely sensitive and people are not always 

keen on giving out their true opinions, despite all the accuracies taken into 

consideration to avoid social desirability biases. Despite acknowledging these 

problems, we think that the survey offers a valid starting point for further research 

in the field.  

 

Furthermore, the survey asked for particular demographic questions (age, 

education, etc.) that allowed a specific clustering of the respondents, however no 

question asked about the provenience of the respondents in Italy. It would have 

been interesting to analyze whether there is any difference between people 

coming from the North and South of Italy, in particular in relation to xenophobia. 

The dualism between North and South is a very important aspect to consider 

whenever the Italian context is analyzed, as for some ways it is almost like they 

are two different countries: taking also this into consideration could have offered 

interesting cues for the research. This opens up useful reflections for future 

research.    

 

A further limitation is about how very limited research exists in international 

marketing regarding xenophobia and its impact on consumers. Xenophobia has 

always been studied in sociology and psychology, but there seems to be a gap in 

its effects on consumers’ purchase behavior, which has given us no (or very little) 

prior research to compare our findings with.  

 

Moreover, it is important to mention that the findings of this study are limited to the 

research model and the variables considered: in the literature review, many 
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potential predictors are taken into consideration that, if analyzed, might have 

offered a more precise overview of the presence of xenophobic issues in Italy (e.g. 

media influence, politics, etc.).  
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7. Conclusion 

 

This study contributes to the international marketing literature, providing an 

explanation of the effects that xenophobia has on consumers’ predispositions 

toward foreign products. In particular, it demonstrated that perception of economy 

and cultural openness are two significant predictors of xenophobia, and that 

xenophobia has an impact on both consumers’ foreign product evaluation and their 

avoidance to buy foreign products.  

 

The hypotheses tested during the analysis were developed thanks to the support 

of a strong theoretical background (section 3), which allowed to construct the 

model portrayed in section 5.3. The results were found by sending out an online 

survey directed to the Italian population and then, once the data were collected, by 

running a path analysis through PLS-SEM of the model previously built. Several 

conclusions were drawn from interpreting the results obtained, and from revisiting 

them, considering also the social and economic situation of the country in 

consideration (sections 2.3 and 2.4), and the theoretical background.      

 

The conclusions drawn from the analysis enabled us to find an answer to the 

research question “What is the impact of xenophobia on consumers’ 

predispositions toward foreign products?”. The answer is that xenophobia has a 

negative impact on foreign product evaluation and a positive one on avoidance to 

buy foreign products, meaning that the more one is xenophobic, the more 

negatively he or she will evaluate foreign products, and that, the more one is 

xenophobic, the more he or she will avoid buying foreign products. Furthermore, 

not only this research offered a valid answer to its initial research question, but it 

also addressed two antecedents for the xenophobia variable, finding out that both 

perception of economy and cultural openness have a negative impact on 

xenophobia.   

 

The findings of this study not only serve for several valuable research implications, 

they also draw important conclusions that are valuable to marketers. While in 

sociology and psychology xenophobia has already been deeply and thoroughly 
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discussed, very little literature has studied the effects of xenophobia on 

consumers’ predispositions toward foreign products, therefore this thesis opens up 

an interesting path for further studies to fill the gap in marketing literature. 
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8. Future Research 

 

This study and the derived findings could be a starting point for future research. In 

this chapter, ideas and possible approaches that could follow up from the results 

and insights of this study are presented, and suggestions for further researches 

are given. 

 

Prior researches on xenophobia have been mostly studied in sociological and 

psychological journals, however the literature is still lacking a more managerial and 

marketing approach to deal with the topic. The results found in this study illustrate 

the relevance and the impact that xenophobia has on consumers’ predispositions 

toward foreign products, showing that there actually is a relation among all the 

variables studied. By capitalizing on the findings, researchers might approach each 

of the studied variables to understand their impact and relation among each others 

in a country different than Italy, and by using other variables that might still be 

connected, it would be interesting to understand if they are related and influencing 

either the level of xenophobia or the predisposition of people - Italian and not - 

toward foreign products and services. 

 

8.1 Economy, Politics and Xenophobia 

 

It has been argued that perception of economy has an impact on the Italians’ level 

of xenophobia. In this thesis, while conducting the path analysis, only two items 

were considered to determine the variable, but it might be interesting to evaluate 

PE with more items, and to also take into consideration more elements that are 

impacting on this. For example, many scholars (e.g. Hetherington, 1996; 

Kahneman, 2011) found that medias have the power to shape public opinion and, 

on the basis of what they have just heard on the television, people can be 

influenced in their opinions about important economic and social issues. By taking 

a look at the item PE-Q3 “Of every 100 people of working age in Italy, how many 

would you say are unemployed and looking for work?” - which was later not 

considered in the path analysis because of low factor loading - the results showed 
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how the majority of the respondents (84%) overestimated the unemployment rate. 

This might be explained by the fact that, for the past few years, the unemployment 

rate has been a hot topic on Italian economic television shows: by constantly 

hearing about the issue, people believe that the problem is even bigger than how it 

is in reality. Therefore, it would be interesting to analyze how and to what extent 

the media have an influence on people’s perceptions of the economy and, 

consequently, an influence on the level of xenophobia, since, based on the 

findings of this research, the more PE is negative, the more XEN is higher.  

 

With regards to this same finding - the way people perceive the economic situation 

has a direct effect on the individuals’ xenophobic attitudes - there is an important 

issue to assess: causality dilemmas. The relationship could have easily been the 

other way around, with xenophobia being the predictor of negative economic 

perceptions. Despite a huge sector of literature explaining the unidirectional 

relationship between perception of economy and anti-immigrant feelings (e.g. 

Espenshade & Hempstead, 1996; Citrin et al., 1997; Burns & Gimpel, 2000), there 

are also studies that point out how globalization and immigration are seen by the 

majority of people as the main factors responsible for their impoverishment and 

economic instability (e.g. Ferrera, 2017). Therefore, a bad perception of the 

economy can make people more xenophobic, but also, the more people are 

xenophobic, the worse they will perceive the state of the economy. It is a chicken 

and egg situation in which it becomes unclear if xenophobic feelings are the 

consequence or the cause of bad perceptions of the economy. Further, the role of 

politicians in this causality dilemma is extremely important: sometimes, they are 

the ones triggering and fueling the vicious circle, by exploiting the general 

discontent, emphasizing the feelings of relative deprivation and making proposals 

in line with what voters want, even if they are unworkable or unreasonable 

(Ferrera, 2017). For future research, to overcome this issue, it would be interesting 

to better understand the relationship that Xenophobia has on Perception of 

Economy, and how important is the role of politicians and media in mediating this 

relationship.  
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8.2 Xenophobia by Country 

 

It is important to take into consideration that this research has been done on the 

Italian market, after carefully analyzing the Italian social, economic and historical 

background and by sending out the survey to Italian respondents. Running a 

similar - or even the same - analysis in another country could have led to very 

different results. According to a study run by two Swedish economists and reported 

by the Washington Post in 2013, there is already a wide variation in the levels of 

xenophobia among Western European countries. One would expect for the 

Western countries to be more tolerant than those in Eastern Europe, but that is not 

the case: almost 23% of French respondents answered that they did not want a 

neighbor from a different race, against the more tolerant results surprisingly 

showed by former Soviet countries, like Belarus and Latvia. Doing the same 

research on the French market could have maybe brought up completely different 

results. Or, crossing the European borders, there are some countries that are 

traditionally considered to be among the most xenophobic, one of them is Japan. 

The cases of discrimination and racism in Japan mainly concern the ethnic 

minorities present in the country; according to a 2006 United Nations report, the 

most discriminated minorities in Japan are the descendants of immigrants from 

neighboring countries (Korea and China) and new immigrants from other countries 

(e.g. Brazilians, Filipinos and Vietnamese). This is mainly due to the diffused belief 

that only Japanese people are able to understand and appreciate their culture 

(Weiner, 2003). In running the same analysis in Japan, for example, among the 

variables predicting xenophobia, it would have been interesting to see the impact 

of traditional values and the importance that the cultural background has on their 

racist and xenophobic attitudes. Another example is given by South Africa: many 

scholars have been trying to explain the frequent xenophobic attacks against 

foreigners who own South-African businesses, or against foreign traders. These 

are episodes defined by local journalists as “hate crimes”, motivated by a 

leadership deficit and politicians that exploit the presence of immigrants by using 

them as a scapegoat to justify their failures (Misago, 2017). Therefore, conducting 

a similar research to South Africa would have been very interesting and would 

have offered many points of consideration for future research. 
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In conclusion, it is important to notice that the findings that are true in one country, 

can differ a lot from those in another country, and that there are several variables 

to take into consideration, for example cultural threats can be not a significant 

reason for anti-immigration feelings in Denmark (Dinesen, Klemmensen & 

Nørgaard, 2016), but they can be enough to motivate xenophobia in the 

Netherlands (Sniderman et al., 2004) or in the United States (Brader et al., 2008).   

8.3 Role of Personal Predispositions 

 

Because of the complexity of human behavior studies, a variable is very hardly 

explained by just one or two predictors. Besides perceiving economic threats and 

the individual’s cultural openness, there are several other causes to xenophobia, 

and some of them were already mentioned in the previous chapters. It is however 

important to mention the role that individual motivational and dispositional factors 

(Dinesen et al., 2016) might have when explaining xenophobia, and more 

specifically hostility toward immigrants. 

One of the theoretical models that could have been taken into consideration 

concerning personality traits is the Big Five Model (Digman, 1990), which 

summarizes personality traits in five latent dimensions: openness to experience, 

conscientiousness, agreeableness, extraversion and neuroticism. Further, 

according to some previous research (Gerber, Huber, Doherty, & Dowling, 2010; 

Gerber et al., 2011; Gerber, Huber, Doherty, Dowling, Raso & Ha, 2011) 

personality traits also are to be considered, since, in conjunction with situational 

factors in terms of economic and cultural threat, they deeply influence attitudes 

toward immigration (Dinesen et al., 2016). Therefore, future research could further 

go through the effects of xenophobic attitudes by relating it to personal 

predispositions, to have a clearer view of the phenomenon.  

8.4 Food and Xenophobia 

 

This research explained how xenophobia has indeed an impact on consumers’ 

foreign product evaluation and on their avoidance to buy foreign products. In the 
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designing of the questionnaire it was applied the "general product concept", 

previously used by Reierson, (1966) and Lillis & Narayan (1974), in order to avoid 

product influences. However, it would be interesting to let those actually influence 

the respondents, to understand whether their answers, in relation to xenophobia, 

might be the same or show some controversies. Asking questions about food, for 

example, might lead to different results than asking about clothing, or cars, or any 

other product or service. It is interesting to notice how in a country with such high 

rates of xenophobia, the passion for ethnic cuisine has spread so much, becoming 

a real trend, especially in the biggest cities. The Foundation Leone Moressa 

counted more than 50,000 ethnic restaurants in Italy back in 2012, and a 2015 

study conducted by Osservatorio dell’Istituto Zooprofilattico Sperimentale delle 

Venezie found that 57.5% of their respondents admit that they have increased the 

consumption of foreign food over the past five years, with their favorites being 

Arabic, Chinese and Japanese dishes. The reasons lie in the increase of the 

number of foreigners on the Italian ground, but also in the increasing curiosity that 

people have toward food and products of “others”, confirming the already 

discussed paradox that sees Italians as an overall culturally open country, but still 

as a xenophobic people. We assume that, out of all the “people from other 

countries” that move to Italy, the sub-group “immigrants” (as defined by the Italian 

assumption) are the only ones’ victim of xenophobia by Italians. Therefore, what 

would xenophobic people answer to specific food related questions? This is open 

for further research.   

 

8.5 Xenophilia 

The concept of xenophobia, identified as repulsion toward everything that is 

foreign (Hjerm, 1998), has been thoroughly analyzed and explained in this 

research, by finding which are the predictors and which effects it has on 

consumers’ predispositions toward foreign products. Therefore, once found the 

impact and the importance that xenophobia might have in international marketing, 

it would be interesting to study causes and consequences on consumers’ 

purchase decisions of the opposite construct: xenophilia. Perlmutter (1954) defines 

xenophilia as attraction toward everything that is foreign; consumer xenophilia, 

expanding from consumer affinity, which explains a country-specific positive 
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attitude toward foreign products (Oberecker, Riefler & Diamantopoulos, 2008), 

could be further researched to find its impact on all foreign products, and not just 

country-specific. This could have also important implications on companies that 

want to target another country, and it would also be important from a theoretical 

point of view to see if both xenophobia and xenophilia have an impact on 

international marketing and how they insert themselves in the Consumer 

Attraction-Repulsion Matrix proposed by Josiassen (2011). 

 

 

Figure 5: The Consumer Attraction-Repulsion Matrix 

 

The matrix summarizes the names of the constructs when consumers are attracted 

to or repulsed toward a specific foreign country rather than the domestic country; 

however, with xenophobia and xenophilia, the difference would be that, instead of 

analyzing a specific foreign country, the repulsion and the attraction of the 

consumers are directed to all foreign countries. 
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9. Appendix 

Appendix 1: Survey in English 

 

PERCEPTION OF ECONOMY  
 
PE1. On the whole how satisfied are you with the present state of the economy in 

Italy?  

 

PE2. Would you say it is generally bad or good for Italian economy that people 

come to live here from other countries?  

 

PE3. Of every 100 people of working age in Italy, how many would you say are 

unemployed and looking for work?  

 

PE4. What do you think overall about the standard of living of pensioners? Please 

tell me on a score of 1 to 7, where 1 means extremely bad and 7 means extremely 

good.  

 

PE5. What do you think overall about the standard of living of people who are 

unemployed?  

 

CULTURAL OPENNESS 
 

On a scale from strongly disagree to strongly agree, how much do you agree with 

the following statements?  

 

CO1. I enjoy exchanging ideas with people from other cultures or countries.  

 

CO2. I am interested in learning more about people who live in other countries. 

 

CO3. I enjoy being with people from other countries to learn about their views and 

approaches.  
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CO4. I like to observe people of other countries, to see what I can learn from them.  

 

CO5. I like to learn about other ways of life. 

  

CO6. I find people from other cultures stimulating. 

 

 

XENOPHOBIA  
 
On a scale from strongly disagree to strongly agree, how much do you agree with 
the following statements?  
 
XEN1. Interacting with immigrants makes me uneasy. 
 

XEN2. With increased immigration I fear that our way of life will change for the 
worse. 
 

XEN3. I am afraid that our own culture will be lost with increase in immigration. 
 

XEN4. Immigration in this country is out of control. 
 

XEN5. I doubt that immigrants will put the interest of this country first. 
 

XEN6. People who come to our country often do so to exploit our social systems. 
 

XEN7. Immigrants take more from Italy than they give back. 
 

XEN8. Italy is worse off with immigration than without it. 
 

XEN9. Increasing immigration means increasing crime rates. 
 

XEN10. Italian culture dilutes with more immigration. 
 

XEN11. Immigration threatens our domestic security.  
 

XEN12. Immigrants are more often involved in crime than Italians. 
 

XEN13. Immigrants often claim asylum on a fraudulent basis. 
 

XEN14. Immigrants do not want to blend into Italian culture. 
 

XEN15. Immigrants often don’t do much to integrate themselves. 
 

XEN16. Immigrants take resources that should better be given to Italians. 
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XEN17. Immigrants benefit from the welfare system although they don’t contribute 
much. 
 
 

FOREIGN PRODUCT EVALUATION  
 

On a scale from Strongly disagree to strongly agree, how much do you agree with 

the following statements?  

 

FPE1. Products made abroad seem good. 

 

FPE2. I am favorable toward products made abroad. 

 

FPE3. Products made abroad seem to be unsatisfactory. 

 

AVOIDANCE TO BUY  
 

On a scale from strongly disagree to strongly agree, how much do you agree with 

the following statements?  

 

ABFP1. I would feel guilty if I bought a product made abroad. 

 

ABFP2. Whenever possible, I avoid buying products made in another country. 

 

ABFP3. I do not like the idea of owning products made abroad. 

 

ABFP4. Whenever available, I would prefer to buy products that are made abroad. 
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DEMOGRAPHICS 
 

1. What is your age?  

 

• Under 17 years old 

• 18-24 years old 

• 25-34 years old 

• 35-44 years old 

• 45-54 years old 

• 55-64 years old 

• 65 years or older 

 

 

2. What is your gender?  

• Female 

• Male 

 

3.  Employment Status: Are you currently?: 

  

●      Student 

●      Employed 

●    Self-employed  

●    Unemployed and looking for work  

●    Unemployed but not currently looking for work  

●    Retired 

●     Unable to work  

 

4. Education: What is the highest degree or level of school you have completed? If 

currently enrolled, highest degree received. 

 

●  No schooling completed 

●  Some high school, no diploma 

●     High school graduate, diploma  
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●  Trade/technical/vocational training  

●     Bachelor’s degree 

●     Master’s degree 

●     Doctorate degree  

 

 

5.  How would you describe your political views?     

 

Very Conservative 

Conservative  

Moderate  

Liberal  

Very liberal 

I prefer not to answer  

 

 

Appendix 2: Survey in Italian 

 

Italian Introduction to the survey 

 

Grazie per aver deciso di dedicare 5 minuti alla compilazione del seguente 

questionario. Il tuo aiuto, completamente anonimo, sarà fondamentale per la 

nostra tesi! Ricorda che non c’è una risposta giusta o sbagliata. 

 

N.B. nel questionario, con il termine “immigrato” si fa riferimento alla definizione 

Treccani: Che, o chi, si è trasferito in un altro paese; in senso specifico, riferendosi 

ai soli spostamenti determinati da dislivelli nelle condizioni economiche dei varî 

paesi, chi si è stabilito temporaneamente o definitivamente per ragioni di lavoro in 

un territorio diverso da quello d’origine. 

 

Grazie ancora! 

 

PERCEPTION OF ECONOMY 
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PE1.  In generale, quanto puoi ritenerti soddisfatto dell’attuale situazione 

economica italiana?  

 

PE2.  In generale, diresti che per l’economia italiana è negativo o positivo che 

persone provenienti da altri Paesi vengano a vivere in Italia?   

  

PE3. Su ogni 100 persone in età lavorativa in Italia, quante di queste ritieni che 

siano disoccupate e alla ricerca di un lavoro? Se non sei sicuro per favore dai una 

stima personale. 

 

PE4. In generale, cosa pensi degli standard di vita dei pensionati?   

 

PE5. In generale, cosa pensi degli standard di vita dei disoccupati?  

 

 CULTURAL OPENNESS 

 

Quanto sei d’accordo con le seguenti affermazioni? 

 

CO1. Mi piace scambiare opinioni e idee con persone provenienti da altre culture o 

Paesi 

 

CO2. Mi interessa imparare di più sulle persone che vivono in altri Paesi. 

 

CO3. Mi piace trascorrere del tempo con persone provenienti da altri Paesi per 

conoscere i loro punti di vista ed approcci. 

 

CO4. Mi piace osservare il comportamento delle persone provenienti da altri Paesi 

per vedere cosa posso imparare da loro. 

 

CO5. Mi piace esplorare modi di vivere diversi dal mio      

 

CO6. Ritengo che persone di altri Paesi siano interessanti. 
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XENOPHOBIA  

 

Quanto sei d’accordo con le seguenti affermazioni? 

 

XEN1. Interagire con immigrati mi mette a disagio. 

 

XEN2. Con l’aumentare dell’immigrazione temo che il nostro stile di vita peggiori. 

 

XEN3. Sono preoccupato che la nostra cultura sia messa a repentaglio 

dall’aumentare dell’immigrazione. 

 

XEN4. L’immigrazione in Italia è fuori controllo. 

 

XEN5. Dubito che gli immigrati metteranno al primo posto gli interessi dell’Italia 

 

XEN6. Le persone che vengono in Italia spesso lo fanno per sfruttare il nostro 

sistema sociale. 

 

XEN7. Gli immigrati prendono più dall’Italia di quanto restituiscono. 

 

XEN8. L’immigrazione peggiora lo stato delle cose in Italia. 

 

XEN9. Un aumento dell’immigrazione corrisponde ad un aumento della criminalità. 

 

XEN10. La cultura italiana si disperde con l’aumento dell’immigrazione. 

 

XEN11. L’immigrazione minaccia la sicurezza nazionale. 

 

XEN12. Gli immigrati sono coinvolti nei crimini più frequentemente rispetto agli 

italiani. 

 

XEN13. Gli immigrati spesso richiedono asilo con motivazioni fraudolenti. 
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XEN14. Gli immigrati non si vogliono adattare alla cultura italiana. 

 

XEN15. Gli immigrati spesso non fanno molto per integrarsi. 

 

XEN16. Gli immigrati ricevono risorse che sarebbe meglio dare agli italiani. 

 

XEN17. Gli immigrati traggono benefici dai sussidi pubblici sebbene non 

contribuiscono molto. 

 

FOREIGN PRODUCT EVALUATION  

 

Quanto sei d’accordo con le seguenti affermazioni?  

 

FPE1. I Prodotti realizzati all’estero sembrano buoni. 

 

FPE2. Sono favorevole ai prodotti realizzati all’estero. 

 

FPE3. I prodotti realizzati all’estero mi sembrano insoddisfacenti. 

 

AVOIDANCE TO BUY FOREIGN PRODUCTS  

 

Quanto sei d’accordo con le seguenti affermazioni?  

 

ABFP1. Mi sentirei in colpa se acquistassi prodotti realizzati all’estero. 

 

ABFP2. Quando possibile, evito di acquistare prodotti realizzati in un altro Paese 

 

ABFP3. Non mi piace l’idea di possedere prodotti realizzati all’estero. 

 

ABFP4. Quando disponibili, preferisco acquistare prodotti che sono realizzati 

all’estero 
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DEMOGRAPHICS 

 

1.  Quanti anni hai? 

 

Sotto i 17 anni 

18-24 anni 

25-34 anni 

35-44 anni 

45-54 anni 

55-64 anni 

65 anni o più 

 

2- Genere? 

Female 

Male 

 

3- Situazione lavorativa attuale: 

 

●     Studente 

●     Lavoratore 

●     Lavoratore Autonomo 

●     Disoccupato e in cerca di lavoro 

●     Disoccupato ma NON in cerca di lavoro 

●     Pensionato 

●     Impossibilitato a prestare attività lavorativa 

 

4- Educazione: qual è il livello più alto di istruzione che hai completato? Se 

attualmente iscritto, il più alto conseguito 

● Non ho terminato nessuna scuola 

● Ho frequentato le superiori ma non ho ottenuto il diploma 

● Diploma di scuola superiore  

● Diploma professionale 

● Laurea triennale 
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● Laurea specialistica 

● Dottorato 

 

5- Quali sono le tue origini?  

- Origini Italiane 

- Italiano di origini straniere / genitori “misti” 

- Origini straniere 

 

6- Come definiresti il tuo orientamento politico?  

 

Estrema destra 

Destra 

Centro 

Sinistra 

Estrema sinistra 

Preferisco non rispondere 
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