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Abstract 
 

Effects of globalization are widely recognized today around the world. Perhaps one of the most 

distinguishable examples evincing the impact of globalization is China, where recent economic 

reforms have had significant effects on the country’s economy and local consumer culture. The 

focus of this research is on understanding Chinese consumers’ perception and preferences when it 

comes to domestic and foreign products. This thesis has dual purposes, the first of which is to 

provide insight regarding the current situation in China from the perspective of consumer 

ethnocentrism and cosmopolitanism. The second purpose is to provide evidence on the potential 

impact of consumer ethnocentrism and cosmopolitanism on product perception and willingness to 

buy Nordic products. The data for this research are gathered through a questionnaire that was 

distributed in China mostly among MBA students and young professionals. These respondents 

represent the target segment of the chosen product category. Furniture was selected as the focus of 

this thesis due to its clear Nordic visual appearance. In order to answer the research questions, a 

quantitative questionnaire was formulated based on developed hypothesis, and the results were 

analysed by using descriptive and inferential statistical methods. The research findings contributed 

to specifying relevant academic and managerial implications. 
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Chapter 1. Introduction  
 

In today’s global marketplaces consumers have more products to choose from than ever before. 

Globalization has brought a multitude of new and different products to the markets, which adds 

continually to the pressure of global competition, and the drive to satisfy various consumer needs is 

becoming ever more pivotal. This phenomenon is particularly visible in China, where more than 1.3 

billion consumers are being wooed by a number of global brands that have realized the huge market 

potential that lies in China. In the rest of the world, this realization has also reached Northern 

Europe. In 2014 as much as $16.4 billion worth of goods were exported to China from Nordic 

countries, consisting of Sweden, Denmark, Finland, Norway and Iceland (IMF, 2014). 

 

As a transitional economy China’s history with previously limited trading possibilities suggests 

potential interest towards foreign products. It is recognized that at the current level of economic 

development in China, access to the global marketplace is still a novelty and consumers are curious 

about foreign products. This may explain why China has typically scored moderately low on 

measures of consumer ethnocentrism and nationalism (Oh & Zhang, 2010). Along with 

globalization a plethora of foreign products have found their way to the hands of Chinese 

consumers, but recent changes in the global marketplace and China’s struggling economy may have 

shifted the nation’s attitude towards favouring China-made products. 

 

Some global brands of Nordic origin want to be regarded as independent and stateless, such as 

Lego, Carlsberg and Bang & Olufsen (Cumberland, Solgaard & Nikodemska-Wolowik, 2010), 

whereas others are utilizing the Nordic image in their branding strategy. Followers of the second 

path include the Finnish cosmetics brand Lumene, the Danish design house Muuto, and the Swedish 

clothing brand Tiger of Sweden. What all these brands share in common is that they express 

different Nordic aspects in their brand personality, and use the Nordic image as a visible attribute in 

their international communication strategies either through the brand story, the brand name, or a 

slogan. The differences between stateless brands and brands with strong brand origin have led me to 

wonder how the country of origin affects consumers’ perception and preferences, and whether the 

Nordic brand origin image is an asset or a hindrance for brands when viewed from the Chinese 

perspective.  
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1.1 Relevance of the study 
 

China is the second largest economy in the world today (Yao & Liu, 2012), which makes it an 

especially interesting country to investigate in terms of consumer behaviour. The country has 

experienced a huge economic transformation in the nearly 40 years since it opened its borders to 

foreign investment in 1978. The rapid economic development has resulted in remarkable growth of 

the Chinese economy and change in consumer patterns (Hung, Gu & Yim, 2007). Today China is 

the strongest economy in the world measured by purchasing power parity (Kamrany, 2015), and 

with more than 1.3 billion inhabitants the country represents a huge market for domestic and 

foreign products (Wang, He & Li, 2013).  

 

According to Sharma, Shimp and Shin (1995) the level of ethnocentrism and nationalism tends to 

grow higher when a country is facing a threat or it is under attack. This consequently influences 

people’s consumption behaviours and views on social issues (Sharma et al., 2015). Significant 

economic slowdown started in China after 2007 when the world was afflicted by the global 

financial crisis (Lee, 2015). Since then the country has been struggling to regain the prior growth 

rate of its national economy. In 2009 the Chinese government put into effect a “Buy China” policy 

as part of the country’s fiscal stimulus package (Rampell, 2009). The goal of the policy was to 

strengthen the national economy by relying more on domestic consumption than on foreign trade 

and investment to drive growth (Wu, 2010). Meanwhile, the question of whether the push towards 

domestic consumption has had an effect on Chinese consumer’s ethnocentric tendencies or not still 

remains open. After all, consumer ethnocentrism phenomenon is not a static state, but rather 

dynamic by its nature and hence subject to change (Tsai, Lee & Song, 2013). 

 

Despite the economic turndown of the recent years, China’s middle class has grown significantly in 

size and prosperity. Chinese consumers are gradually entering the stage where they have power to 

guide the supply. In fact, urban Chinese consumers play a key role in presenting new attitudes, 

consumption habits and values of design to China as they become more discerning and demanding 

about products’ ethicalness, quality, origin and brand (China Economic Review, 2016). This 

emphasises the power held by consumers today, and the importance for company managers to 

understand what Chinese consumers value and what they base their product evaluations on. 
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1.2 Motivation 

!
The interest towards studying Chinese consumers and conducting this research from Chinese 

perspective are to a large extent set by my own experiences in China. After having spent several 

months in the country as an exchange student I was able to see firsthand the effects of globalization 

in a country that is still relatively traditional, but quickly adapting Western culture. Combining the 

traditions and Westernization as part of everyday life and taking into consideration the power that 

Chinese consumers currently hold, I find it fascinating – and even more important – to understand 

the possible underlying reasons behind their attitudes and perceptions towards domestic and foreign 

brands. 

 

This study will focus on the Nordic countries as a brand origin from Chinese consumers’ 

perspective. A special emphasis will be put on a product category that carries a recognizable Nordic 

image even abroad – furniture. Since Northern Europe has for years been known for its design 

(Roncha, 2008), Nordic image is viewed as a concept of its own, and something that is easily 

distinguishable. Furthermore, in recent years there has been growing interest and conspicuousness 

of Nordic design in China. Since 2013 an annual event called Nordic Design & Innovation Week 

has taken place in Shanghai. The event has grown into a joint project, where young designers and 

design schools from Sweden, Finland, Norway and Denmark present their work (Nordic Design & 

Innovation Week, 2015). This has further increased collaboration between China and the Nordic 

countries. 

 

Due to the strengthening bond between China and the Nordic countries, I am curious to investigate 

how Nordic products are perceived in China, particularly among urban consumers, and how much 

this has to do with consumers’ ethnocentric or cosmopolitan tendencies. Could the Nordic brand 

origin image be an asset that can be used on the Chinese market, or would it be a hindrance if 

consumers are ethnocentric and prefer domestic products? Research in this field is still sparse, 

which further motivates me to investigate the position of Nordic products in China. I believe that an 

oriental perspective will shed a fresh and interesting light on this research topic. 
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1.3 Research question 
 

This thesis has two main goals. First is to understand what kinds of roles consumer ethnocentrism 

and cosmopolitanism have in China today, and the extent to which they affect Nordic product 

evaluation among urban Chinese consumers. Second is to understand how Nordic brand origin 

image influences Chinese consumers’ willingness to buy Nordic products. In order to gain a 

thorough understanding of the brand origin image in question, the Nordic countries consisting of 

Sweden, Finland, Denmark, Norway and Iceland will be viewed as a unified geographical area 

formulating a congruent brand origin. Thus, this notion will lead us to the initial research question: 

 

What is the role of ethnocentrism and cosmopolitanism among Chinese consumers in influencing 

the Nordic brand origin image and willingness to buy Nordic products? 

 

In order to answer the research question, the following three sub questions must be answered: 

 

• How positively or negatively are Nordic products perceived among urban Chinese 

consumers?  

• To what extent do consumers in urban Chinese cities express ethnocentric or cosmopolitan 

tendencies? 

• What is the relationship between product evaluation and willingness to buy Nordic products 

among urban Chinese consumers? 

 

1.4 Research purposes 
 

From an academic perspective the purpose of this thesis is to provide evidence on consumer 

ethnocentrism and cosmopolitanism, and to understand their potential impact on product perception 

and willingness to buy Nordic products. This will be explored by empirically studying the level of 

consumer ethnocentrism and cosmopolitanism, and investigating what kind of brand origin image 

Nordic products have in China, and how this is related to consumers’ willingness to buy. According 

to Netemeyer, Durvasula and Lichtenstein (1991) consumer ethnocentrism may pose a barrier to 

possible success of companies doing business on foreign markets. Therefore, understanding 
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consumer ethnocentrism may be useful in explaining bias towards domestic products. China’s 

recent globalization will also be discussed, since it is recognized that globalization has affected the 

cultural environment in China, which consequently influences consumers’ attitudes and preferences 

in terms of domestic and foreign products (He & Wang, 2015). Thus, the purpose of this research is 

to provide a snapshot of the current situation in China from a perspective of ethnocentrism and 

cosmopolitanism. Furthermore, this thesis identifies the Nordic countries (��, Běi Ōu) as a brand 

origin. Within this context the Nordic countries are considered as a unified geographical area that 

produces rather homogenous furniture products on the Chinese market. Based on Anholt’s (2007) 

study that suggested that many people, especially beyond Northern Europe, do not have a strong 

sense of differences between some Nordic countries, even when it comes to distinguishing between 

their exports. Anholt (2007) also points out that there exists a fairly well-established perception of 

Northern Europe being fairly and efficiently governed, with strong welfare systems as well as 

positive international relations and high levels of development. This congruent image therefore 

provides evidence suggesting that Chinese consumers may regard furniture products from this 

region to be fairly homogeneous. 

 

In this thesis China is considered as a heterogeneous market, with vast differences between rural 

and urban areas. This study focuses on investigating urban Chinese consumers, who are studied in 

terms of their degree of ethnocentrism and cosmopolitanism, and how these traits affect consumers’ 

perception and willingness to buy Nordic products. In addition, despite the rapid economic 

development and adaptation to the global world, China is this thesis is regarded as a developing 

economy. In China, income capita per is only a fraction of what it is in developed countries, 

although vast differences can be found between urban and rural areas. According to the current 

poverty standards, in 2014 there were more than 70 million people living in rural areas with a net 

income of less than RMB 2,300 per year (The World Bank, 2016). China’s development into an 

advanced economy is therefore still in the making. 

 

This study strives to provide international managers a more profound understanding on how 

products in certain related categories from the Nordic countries are likely to be perceived in China 

in relation to domestic products. Based on the findings of this study, managers of global companies 

should be able to gain valuable insight on whether they should or should not implement place of 

origin as part of their international marketing strategy when introducing Nordic products on the 
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Chinese market. Apart from international managers, this study should also provide local marketers 

with valuable information in regards to their marketing strategies, and how to remove potential 

obstacles related to country of origin image, consumer ethnocentrism and cosmopolitanism. By 

understanding what benefits and hindrances country of origin involves, the managers can optimize 

their brand image from local and global aspects. 

 

1.5 Methodological approach 
 

This thesis adopts the research strategy as a semi-deductive approach. The deductive strategy is 

congruent with the purpose of the research, since the deductive approach is linked to creating 

hypotheses, collecting data, and making evaluations of the existing theory. However, in practise the 

use of merely one research approach is not always straightforward (Saunders, Lewis & Thornhill, 

2016). This thesis implements mainly the deductive approach, but also includes sections where the 

deductive approach is not fully applied, but a more inductive approach is implemented. Since the 

deductive approach seeks to find an explanation for an association between two concepts through 

theory and test their relevance (Blaikie, 2010), the association between theories is applied through 

inductive approach in the context of this thesis. This means that there exists an assumption of 

associations in the beginning of this research, which will be observed in terms of their 

generalizability. Furthermore, the starting point of the thesis also implements the inductive 

approach in a way that seeks to answer the “what” question, which is influenced by the researcher’s 

background knowledge and later on, also theory and prior research. As opposed to the deductive 

approach that identifies a regularity that needs to be explained, an inductive approach is used here 

to set up the beginning of this research, as data collecting stems from investigating certain 

characteristics and consumer patterns.  

 

1.5.1 Research philosophy 

!
According to Saunders et al. (2016) there are five major research philosophies that are used in 

business and management today. These philosophies are positivism, critical realism, interpretivism, 

postmodernism, and pragmatism. Research philosophies are important to identify and acknowledge, 

as they delineate the different ways of seeing the world and carrying out research. Furthermore, 
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they generate the background of theoretical and methodological ideas, and are also the source of 

ontological and epistemological assumptions (Saunders et al., 2016; Blaikie, 2010).  

 

The research philosophy applied in this study is positivism. This brand of philosophy is regarded to 

consist of events that can be observed by human senses, and reality can be described in terms of 

constant associations between observed events or objects. Human senses and personal experiences 

play a significant role as sources of knowledge (Blaikie, 2010). From positivist perspective, it is 

believed that real knowledge is scientific, and phenomena that are worth investigating can be 

measured (Brown & Baker, 2007). Moreover, in positivist studies the researcher is purposely 

detached from the studied phenomena (Saunders et al. 2016). In the context of this thesis the data is 

gathered in a way where the researcher is neutral and independent from the data collecting process. 

In accordance with positivism, the job of the researcher is also to be as objective as possible (ibid). 

Lastly, positivist research philosophy is appropriate in the semi-deductive nature of this research. 

The quantitative data is collected by using a structured questionnaire, and the gathered results are 

considered to produce quantitative data that can be measured with statistical methods. 

 

1.5.2 Ontology & epistemology 
 

Ontological assumptions shape the way research objects are seen in a research context (Saunders et 

al., 2016). By defining ontological assumptions it is possible to state what kinds of social 

phenomena exist, what are the conditions for their existence, and how they are related in a social 

environment (Blaikie, 2010). This thesis implements the ontological assumption of cautious realist. 

This means that reality exists independently, as it does in the positivist research philosophy, but it 

can never be observed directly or accurately. This is because human senses are not perfect, and the 

reality is observed through interpretations, which can never be fully accurate. Therefore according 

to cautious realist assumption, when observing the reality the researcher must adopt a cautious and 

critical attitude (ibid). Considering that positivist research philosophy relies on studying an external 

world where knowledge is constituted through senses and experiences, it should be noted that the 

researcher must be critical when evaluating the research results. Knowledge may be constituted 

through different research methods, but all methods are susceptible to inaccuracy that eventually 

influences the interpretations of the study results.  
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Epistemological assumptions on the other hand guide what kind of knowledge is considered 

legitimate in each research. Generally in the context of business and management different types of 

knowledge can be considered legitimate. These include numerical, visual, and textual data as well 

as narratives, stories, and even fictional accounts (Saunders et al., 2016). For the purpose of this 

research, the epistemological assumption regards the acceptable knowledge to be constituted of 

scientific methods and through observable and measurable facts. Particularly law-like 

generalizations and numerical data formulate knowledge, which eventually contributes to causal 

explanations and predictions (Saunders et al., 2016). The epistemological assumption of this 

research is therefore congruent with positivism, as the applied positivist philosophy suggests that 

real knowledge is scientific and can be measured (Brown & Baker, 2007). This further rationalizes 

the use of a questionnaire in order to gather data about Chinese consumer tendencies. 

 

1.6 Thesis structure and framework 
 

This thesis consists of eight chapters and it proceeds as follows. In the first chapter, an introduction 

to the subject is presented, as well as the purpose of the study and research questions. In the second 

chapter globalization in China and its effects are discussed. Next, the literature review is presented 

for understanding consumer ethnocentrism, cosmopolitanism, brand origin image and willingness to 

buy. The fourth section contains hypothesis development together with a discussion based on the 

literature review framework. In the fifth chapter, the methodology and the research design are 

discussed, and the gathering of empirical information is described. Results and findings of the 

empirical study are presented in the sixth chapter, while the next chapter contains the discussion of 

the results in the light of existing literature, as well as the research limitations. In chapter eight I 

will discuss academic and managerial implications drawn from the research finding and discussion. 

Lastly, recommendations for future research and final concluding remarks are presented in the light 

of this research topic. 
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Chapter 2. Globalization in China 
 

China’s transformation from a closed economy to one of the biggest consumer markets in the world 

within the last few decades has been remarkable. As a result of globalization national, economic, 

and cultural boundaries have blurred, while interconnectivity between countries and communities 

has increased (WHO, 2016). In China, globalization has shown the way to engage with the rest of 

the world, and it has had fundamental effects on Chinese society. Understanding the evolvement of 

globalization and its consequences allows us to better comprehend the consumer environment in 

China, and the local cultural environment. The country’s development into a globalized society will 

in this chapter be viewed from an economic standpoint with implications on cultural integration 

with the rest of the world. 

 

2.1 Economic integration – from planned economy towards free trade 

!
There have been many influential concepts travelling from the West to the East since the 1920’s. 

Among with these cultural and theoretical trends, the concept of globalization has become a part of 

Eastern cultures during the 20th century (Wang, 2015). According to one definition, globalization 

can be understood as “a process of growing interdependence that represents a fundamental change 

from a world of individual and independent states to a world of state interdependence” (WHO, 

2016). The concept generally includes two interrelated elements, of which the first one is the 

opening of borders to flows of goods, services, finance, people and ideas across international 

borders. The second element include the changes that happen in institutional and policy regimes at 

both national and international levels that facilitate such flows. As a result of globalization, 

national, economic and cultural boundaries are losing their importance, while interconnectivity 

between countries and communities increases (ibid).  

 

Within the last 10 years, globalization has become increasingly prominent in China, resulting in the 

country’s integration in the global economy in a way that has fundamentally changed the global 

economic system (Zhang & He, 2016). Before the beginning of Deng Xiaoping’s economic and 

institutional reforms of 1978, China’s trade activities were strongly linked to planned economy, and 



! 13!

most trade was subject to exacting quantitative guidelines. Prior to the reformed trade regime, 

import and export plans were controlled by the Ministry of Foreign Trade, and the State Planning 

Commission’s import plan concerned more than 90% of all the imports (Branstetter & Lardy, 

2006).  

 

In the 1980’s China was mainly importing technology and resources it needed, but it still lacked 

real competitiveness in the world market (Hou, 2011). Gradually over the 1980’s and 1990’s China 

reformed its trade regime and moved towards a more liberalized trading economy. The economic 

reforms that China implemented included the deployment of many tariffs, quotas, and import 

licenses, while the government still restricted the rights to engage in foreign trade. Despite the 

restrictions and formal barriers during the reform period, an increasing number of domestic 

companies were granted trading rights (Branstetter & Lardy, 2006), which led to more import and 

export activity. 

 

In the 1990’s many of the formal regulations were loosened, and the Chinese government 

eventually started to exempt some domestic firms and organizations from import duties. This 

resulted in a dramatic increase of Foreign Direct Investment (FDI) in the country. In the first half of 

2000, trade tariffs affected less than 40% of imports. However, due to the differences in the trade 

regimes within domestic companies, a substantial number of illegal sales occurred during the years 

of reformation as parts and components that had been imported on duty-free basis were sold 

illegally on the domestic markets. Many goods were also smuggled to China mostly through Hong 

Kong (Branstetter & Lardy, 2006), where an open trade policy was generally implemented. 

!

2.1.1 Main stages of economic globalization in China 

!
The process that resulted from opening the economy for FDI and trade liberalization reached its 

peak in 2001, when China became a member of the World Trade Organization (WTO) (Awan, 

2015). According to some researchers (Hou, 2011) this was one of the main developmental stages 

alongside with FDIs and Special Economic Zones (SEZs) of China’s reintegration with the world. 

Various scholars recognise that China’s entry into WTO has had significant effects not just to China 

itself, but also on a global scale (Andersen, Barslund. Hansen, Harr & Jensen, 2014; Awan, 2015). 

As a member of the WTO, China committed to liberalize its economy (Hsueh, 2012), and during 
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the first 10 years of its membership, China became the second largest economy in the world 

surpassing Germany, and the world’s largest exporter in 2010 (Yao & Liu, 2012; Wang, 2015). 

 

Accession to the WTO meant China had to open up its huge domestic market to foreign producers, 

which significantly contributed to China’s integration into the rest of the world (Hou, 2011). 

According to Yao and Liu (2012), China could not have experienced such dramatic financial 

growth without its membership in the WTO. China’s membership led the country to gradually 

integrate with the world economy and acted as the stimulus for economic growth. Moreover, 

Johnston (2003) states that China’s membership in the WTO was not only a pragmatic action, but it 

also has a symbolic meaning. By joining the WTO, China has sent a clear message that the country 

officially embraces the free trade regime and is open to adapt to global trade policies. 

 

Besides adopting the Open Door policy that eventually led to its WTO membership, FDI inflows 

had a major effect on China’s integration in the world economy and thus, to globalization. China 

pursued globalization by attracting a significant amount of FDI in the country and by expanding its 

international trade value (Mah, 2013). In the beginning of the economic reforms in 1979, China 

concentrated its FDI inflows on the SEZs in the Guangdong and Fujian provinces (Hou, 2011). The 

use of SEZs was primarily due to the lack of infrastructure and capital stock in the country (Mah, 

2013), and it marked the first significant initiative in China’s new openness to the global economy 

after two decades of economic isolation (Hou, 2011). As China attracted more FDI in the SEZs, 

these areas became economically flourishing and gradually drew exports to the neighbouring 

provinces, resulting in China turning into a Mecca for FDI, and furthermore becoming known as the 

“Factory of the World” (Mah, 2013; Hou, 2011). Additionally, the increase in the level of FDI in 

China resulted in strong interaction between the Chinese and foreigners, which according to Jiang, 

Chen & Liu (2010), enabled cultural change. 

 

It should be noted that globalization in China has not only been restricted to the economy. The rapid 

embrace of the Internet has enabled new technology to spread much faster, and it has allowed 

people to be interactively engaged with global information flows and hence take part in cultural 

convergence which remarkably speeds up the globalization process (Dreher, 2006). New 

technologies have enabled people to have access to multiple different cultural traditions and values. 

At the same time the rapid development and usage of these technologies have a pivotal role in 
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diminishing national borders and allowing individuals to choose from a number of different values, 

cultures and languages (Saran & Kalliny, 2012).  

!

2.2 China’s cultural integration 

!
There can be seen fundamental changes in Chinese consumers’ lifestyles and consumption 

behaviour, which are driven by strong economic growth, urbanization, increased education and the 

rise of the middle class. The face of China has also changed dramatically in only decades as the 

government’s reforms have engendered a diverse economy, a more differentiated and vibrant 

society, and a population that is more and more rights-conscious (Wang & Wong, 2007).  

 

Among Chinese consumers there have been limitations in terms of product choice in the country for 

decades (Tsai, Lee & Song, 2013). Along with the Chinese government’s market reforms, the 

country’s economy has rapidly developed from a planned economy with scarce consumer goods to 

a Western-style consumer society, where modern marketing tools are in everyday use, and the 

choice of consumer goods is profuse (Grunert, Loose, Zhou & Tinggaard, 2015). Another corollary 

of globalization is the fact that the Chinese products have become more familiar and recognizable 

worldwide, and this has led Chinese consumers to have trust and pride in domestic products as well 

as in Chinese culture (Prasso, 2007). Tsai, Lee and Song (2013) also state that the increased 

conspicuousness and global recognition of many Chinese brands, such as Haier, may have had a 

positive effect on consumers’ judgement towards domestic products. Based on this notion the 

cultural integration of the global markets has thus not only changed the consumer culture in China, 

but has had an effect on consumers’ attitudes and evaluations towards domestic and foreign 

countries and products by affecting their ethnocentric and cosmopolitan tendencies. 

 

As an oriental country where there is a strong traditional culture, any foreign concepts travelling to 

China tend to be localised or “Sinicized" in order for them to be properly assimilated in that 

particular culture. The effect holds true particularly in modern China, as the cultural globalization 

has been implemented in the contemporary Chinese culture through glocalisation (Wang, 2015). 

Wang (2015) also points out that globalization is not as simply integrated in Chinese society as one 

might think. Even though China has been marked by multiple characteristics of postmodern 

consumer culture, the country is not fully globalized in a Western sense, since localisation and other 
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types of regional nationalism tend to resist globalization. Furthermore, Confucianism and other 

traditions still hold an important role in the Chinese culture (ibid). 

 

Finally, as Western ideas have started to take over in oriental countries more strongly than before, 

China is facing a challenge of how to seek and sustain its national and cultural identity while other 

national cultures are becoming increasingly homogenised. The rise of globalization has impacted 

the literacy rate in China, which has shrunk considerably in the recent years. Also literature and art 

are today competing tightly against popular and consumer cultures. Globalization has brought 

popular culture in the everyday lives of Chinese consumers, and thus it is influencing their cultural 

life and even affecting their aesthetic taste (Wang, 2015). 

 

2.4 Consequences of globalization on China 

!
It is generally understood that globalization and FDI have a positive effect on the host economy’s 

level of economic development (Jiang et al., 2010). Globalization is also said to boost productivity 

and living standards due to a more functional division of labour and better conditions for companies 

to utilize economies of scale (WHO, 2016). Tang, Metwalli and Smith (2010) state that Foreign-

invested Enterprises (FIE) along with FDI, which has been the key driver of economic growth in 

China, has had profound effects on China’s economy. Besides short-term effects, China’s 

integration in the world economy has also had positive long-term effects. Apart from extensive 

economic growth, another indication is the increased development of innovative technologies. In 

China the motivation for innovation is a result of global competition and the expansion of global 

capital. To avoid unnecessary overlap in production, many goods today are sold worldwide. 

Consequently, the competition on the global market increases, which especially in developing 

countries like China, motivates to create even more competitive products that are sold on the global 

markets (Wang, 2015).  

!
However, globalization is often judged due to its negative effects. One of the contradictory effects 

of globalization in China has to do with the workers’ compensation. It should be noted that the 

recent economic growth has had a positive effect on the number of jobs in the country. Companies 

that are involved in export tend to employ migrant workers from the rural and poor areas of China’s 

countryside, who usually move to cities to work in factories’ production lines (Ross & Chan, 2002). 



! 17!

Ross and Chan (2002) also point out that despite China’s economic growth that has created a large 

number of new jobs in the country, contrary to general belief, this has not resulted in higher wages 

or labour standards. In fact, as a result of increased competition to allure factories to China, wages 

have actually fallen, which affects negatively on the workers’ purchasing power.  

 

Some scholars also remark that China’s rush for globalization has had a significantly negative effect 

on the income equality of the country, especially between urban and rural areas. Empirical evidence 

shows that increased globalization has created vast income discrepancies that result in rising income 

inequalities within the country (Wang, 2015; Hou, 2011; Mah, 2013). According to Johnston (2003) 

it has also caused environmental degradation and problems in the public health sector. The rising 

inequality that has followed globalization in China can be attributable to both trade liberalization as 

well as FDI. As a result multinational companies have focused their business activities in coastal 

cities and urban areas, while rural areas in the country have not experienced much progress in the 

form of business and trade, nor comparable income gain. Another factor is that multinational 

corporations tend to pay higher wages compared to domestic companies, even regardless of 

controlling factors such as industry type and worker characteristics (Tomohara & Takii, 2011). In a 

similar manner, globalization has arguably induced differences between the rural and urban areas in 

China as a result of penetration of technology. A gap between those who “have” and those who 

“have not” has evolved as the digital divide is confronting many different social groups (Mok & 

Leung, 2012). 

 

That being said, it should be noted that globalization and FDI in particular have also had beneficial 

effects in China and for Chinese consumers. The increased competition that emerged alongside with 

economic reform has increased the quality of Chinese products. At the same time competition has 

reduced prices, while a large variety of alternative products and services have been introduced to 

the Chinese markets. These effects have had a positive impact on Chinese consumers’ living 

standards (Branstetter & Lardy, 2006). Moreover, as the quality of Chinese products improves, 

consumers may develop more positive attitudes towards domestic products and brands. According 

to Kaynak and Kara (2002) international competition not only leads to increased quality of 

domestic products, but also helps domestic companies to become more consumer-oriented and thus, 

more competitive. 
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2.4.1 Role of advertising in a globalizing environment 

 

Globalization and international integration has enabled nationwide distribution and advertising of 

both domestic and foreign brands in China (Branstetter & Lardy, 2006). When investigating 

consumer perceptions towards certain products and brands, consumers’ familiarity with products 

tends to influence their product beliefs positively (Orbaiz & Papadopoulos, 2003). Globalization is 

hence expected to raise consumers’ awareness towards foreign products. Familiarity consequently 

may result when consumers are susceptible to advertising. Therefore, it is expected that consumers 

who have been susceptible to advertising of foreign products also tend to evaluate them more 

favourably. However, Orbaiz and Papadopoulos (2003) note that this phenomenon only seems to 

hold true for origins whose products are reasonably well known.  

 

Zhou and Belk (2004) on the other hand state that the mere presence of global images and foreign 

appeals in advertising does not mean that local culture is becoming more globalized or consumers’ 

values are changing. In addition, global marketing strategies have been criticized for not taking into 

consideration the unique nature and cultural differences of each market. Thus, a more localized and 

adaptive approach has emerged in order to address local consumers (Zhou & Belk, 2004). 

Particularly in China, where Western appeals have become more prominent in advertising (Cheong, 

Zheng & Kim, 2011) the competition between local and foreign brands has grown more apparent. 

As a corollary some Chinese companies have shifted their advertising and branding strategies 

towards more foreign or Western looks. At the same time foreign companies doing business on the 

Chinese markets are using Chinese brand names and locally appealing advertising. Some 

multinational brands are also using Chinese cultural symbols in advertising to appear more local in 

China. This may well be justified, since reactions towards global brands accommodating to the 

Chinese market are generally positive (Zhao & Belk, 2002; Zhou & Belk, 2004).  
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Chapter 3. Literature review 
 

As globalization and increased international trade activity have become an essential part of the 

world economy, there has emerged a need for a better understanding of the factors that influence 

consumer attitudes towards domestic and foreign products (Netemeyer et al, 1991). The integration 

of the West and the Western culture has furthermore created both admiration and antipathy among 

Chinese consumers (Zhou & Belk, 2004), hence leaving the question open on whether or not 

globalization has affected the ethnocentric or cosmopolitan tendencies of the consumers.  

 

In addition the fast economic growth and transition from planned economy towards a market 

economy during the past decades has brought unexpected changes in consumer behaviour in China 

(Wang, Li & Fu, 2010 cited in Grunert et al., 2015). This highlights the relevance to understand the 

theory behind consumer attitudes in relation to domestic and foreign products. In this chapter I will 

discuss the theoretical framework in relation to consumer ethnocentrism, cosmopolitanism, and 

brand origin image. This chapter also presents theoretical implications on consumer evaluations and 

willingness to buy based on the main theoretical constructs. 

 

3.1 Consumer ethnocentrism 
 

Research has studied the phenomenon of patriotic purchase from the perspective of consumer 

ethnocentrism, which regards the appropriateness of purchasing foreign-made products (Shimp & 

Sharma, 1987). As defined by the authors, consumer ethnocentrism is a concept of “the beliefs held 

by consumers about the appropriateness, indeed morality, of purchasing foreign-made products” 

(Shimp & Sharma, 1987, p. 280). Consumer ethnocentrism includes a preference towards domestic 

products, and a moral objection of purchasing foreign products. Ethnocentric consumers tend to 

believe that purchasing foreign products is harmful for the domestic economy, and thus it is 

immoral to buy them (Wang et al., 2013). Ethnocentric consumers also tend to overestimate 

domestic products, and correspondingly, underestimate imported foreign products (Sharma et al., 

1995). In this way, ethnocentricity has a significant impact on how consumers form attitudes 
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towards foreign products, and how they base their decision making when it comes to choosing 

between domestic and foreign products (Reardon, Miller, Vida & Kim, 2005). 

 

Sharma and Shimp were the first to reformulate the concept of consumer ethnocentrism in the 

context of marketing and consumer behaviour in 1987, after which it has been studied extensively 

in the literature of international marketing and behavioural studies. Originally the concept of 

consumer ethnocentrism was drawn from the general construct of ethnocentrism, which means 

viewing one’s own group superior compared to an out-group (Shimp & Sharma, 1987). The term of 

ethnocentrism itself was established already in 1906 by William Sumner, who defined it as “view of 

things in which one’s own group is the centre of everything, and all others are scaled and rated 

with reference to it” (Jimenez-Guerrero, Gasquez-Abad & Linares-Aguera, 2014). Sumner’s 

definition is also in line with that of Chang and Ritter’s (1976), who recognize ethnocentrism 

consists of two dimensions: the positive attitude towards one’s own group, and a negative attitude 

towards an out-group.  

 

In general, it has been found that regardless of consumers’ nationality, place of residence, or ethnic 

background, consumers prefer to buy locally manufactured products (Kaynak & Kara, 2002). 

However, many different attributes have been found to have a strengthening or weakening effect on 

consumer ethnocentrism. Stronger ethnocentric tendencies have been discovered among consumers 

who are less educated and who have a lower level of income, as opposed to those with higher 

education and higher income. Furthermore, women have been found to be more ethnocentric than 

men (Sharma et al., 1995). In a study conducted by Cumberland et al. (2010) it was discovered that 

consumers’ age was positively related to ethnocentrism, while education and income were found to 

have a negative relationship with ethnocentrism, supporting the similar findings of Sharma et al. 

(1995). Moreover, Cilingir and Basfirinci (2014) state in their article that consumers in less 

developed countries tend to be less ethnocentric than consumer living in more developed countries. 

In developing markets consumers have only recently been exposed to branding, and in addition to 

this, developed markets are often complicated by an abundance of counterfeit products. Consumers 

in developed markets may therefore value products as consumption cues, but they may not 

necessarily show brand loyalty to branded products (Strizhakova, Coulter & Price, 2008). 
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3.1.1 Ethnocentrism and quality judgement of foreign products 
 

It is widely documented in the international marketing literature that some consumers have a 

tendency to favour domestic products, while some other consumers favour imported goods. These 

tendencies can have various motives from quality perception to a patriotic bias against foreign 

products  (Netemeyer et al., 1991; Sharma et al., 1995; Klein, Ettenson & Morris, 1998). In a study 

conducted by Netemeyer et al. (1991) the researchers found out that consumers with strong 

ethnocentric beliefs tend to evaluate foreign products more negatively than those who did not show 

strong ethnocentric tendencies. Consumers who hold ethnocentric beliefs feel that it is wrong to buy 

foreign products, and they also evaluate foreign products lower in quality than domestic ones. 

When making judgements about foreign products, ethnocentric consumers do not only rely on their 

moral or economic beliefs, but also on their quality perception as they think that the home country 

produces products with the highest quality (Klein et al., 1998). In other words, highly ethnocentric 

consumers are not only affected by consumer ethnocentrism in terms of their willingness to buy 

foreign products, but it also predicts consumers’ quality judgement. 

 

The fact that consumers tend to be more ethnocentric in developed countries than in developing 

countries may be due to the fact that consumers in developing countries perceive the quality of 

foreign products to be better, and foreign products are regarded as a novelty. The quality perception 

effect decreases, however, when the country becomes economically more developed 

(Shankarmahesh, 2006). Globalization also plays an important role when it comes to ethnocentric 

tendencies, since in developing countries variation can be found in terms of consumer 

ethnocentrism depending on how much consumers have been affected by globalization (Strizhakova 

et al., 2008). 

!
Other researchers have found that in developing countries consumers’ ethnocentric tendencies may 

affect the quality perception of the imported products positively, if the consumers associate the 

products with a country that is economically highly developed or industrialized (Wang & Chen, 

2004). Furthermore, the quality perception of a product’s overall attributes is composed of a set of 

cues, which can either be intrinsic, such as quality and durability, or extrinsic, such as brand, price, 

or country of origin (Klein et al., 1998; Koubaa, 2008). Each cue provides consumers with 

information about a product that serves as the basis when evaluating the product (Peter & Olson, 
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1987 cited in Insch & McBride, 2004). Because ethnocentric consumers tend to underestimate the 

product attributes of foreign products and overestimate them with local products, consumer 

ethnocentrism can indicate consumers’ prejudice against foreign products (Sharma et al. 1995; 

Wang et al. 2013). In a similar manner, product attribute cues such as country of origin, which are 

associated with highly developed countries, may have an enhancing effect on the overall quality 

perception among consumers. 

 

3.1.2 Measurement of consumer ethnocentrism 

!
When measuring consumers’ tendency for ethnocentrism, the current literature (Watson & Wright, 

2000; Yu & Albaum 2002; Cilingir & Basfirinci, 2014; Tsai, Yoo & Lee, 2013) has extensively 

used the consumer ethnocentrism tendencies scale, also known as the CETSCALE. The scale was 

created by Shimp and Sharma in 1987, and it was originally developed to measure consumer 

ethnocentrism in the context of American consumers. Since then CETSCALE has been validated in 

different countries and cultures, and in several studies it has been considered as a legitimate means 

to get reliable and valid results regarding consumer ethnocentrism (Tsai, Lee & Song, 2013; 

Cilingir & Basfirinci, 2014; Yu & Albaum, 2002). However, studies that have used CETSCALE 

have generated such diverse study results that Shimp and Sharma (1987) developed a shorter 

version of the original scale to overcome the evident problems (Sharma, 2015). The modified scale 

only includes 10 question items, and it has been used extensively in literature (Bi et al., 2012; Klein 

& Ettensoe, 1999; Balabanis & Diamantopoulos, 2004). 

 

Other adaptations also exist, and they differ from the original CETSCALE by not just the number of 

the items, but also in terms of what items of the original scale are being used. Hence, the results 

derived from these studies are also significantly diverse. This has created uncertainty in relation to 

whether the CETSCALE is in fact a unidimensional or multidimensional construct. The studies that 

did not agree with the unidimensionality of the scale found multiple dimensions that explain 

ethnocentric tendencies (Jimenez-Guerrero et al., 2014). Although the CETSCALE has been widely 

used in existing literature, only a few studies have modified the original scale items apart from 

translating it to different languages (Douglas & Nijssen, 2003; Altintas et al., 2007; Jimenez-

Guerrero et al., 2014). Despite the varying study results, most researchers have used the scale as it 

is, and thus it has stayed relatively unchangeable since its creation in the 1980’s. 



! 23!

3.1.3 Limitations regarding the existing scales 
 

When Shimp and Sharma (1987) first created the CETSCALE, they were in fact trying to develop a 

scale of seven dimensions that would measure a general construct of consumer orientations toward 

foreign products. However, only one dimension (ethnocentrism) was found reliable, and the authors 

decided to focus on this dimension and develop it into a construct explaining consumers’ attitudes 

toward domestic and foreign products. In fact, only 12 items of the ethnocentrism dimensions were 

found reliable, but the authors nevertheless added five items that were earlier found unreliable. This 

resulted in the development of the 17-item scale (Sharma, 2015). In his paper Sharma (2015) points 

out that this may explain the ambivalent results of other studies when trying to replicate the original 

study. 

 

Another problem with CETSCALE is the disconnection between the operationalization of consumer 

ethnocentrism and its conceptual definition. Sharma (2015) argues that only one of the questions 

actually manages to investigate the consumer’s personal beliefs and tendencies, and that this notion 

has been ignored by the scholars subsequently using CETSCALE. Additionally, there lie more 

problems when it comes to testing the measurement invariance and dimensionality of the scale. 

Consumer ethnocentrism does not have the same conceptual meaning and operational structure in 

other countries outside the US where the scale was originally created, and although many 

international researchers recognize this problem, they have not tested the scale for its measurement 

variance (Jimenez-Guerrero et al., 2014; Sharma, 2015). 

 

Lastly, CETSCALE is also criticized for focusing too much on the socio-normative and economic 

aspects, especially considering that these aspects may change significantly over time. This leads to 

limitations in terms of the applicability and generalizability of CETSCALE across different 

countries. A potentially better approach to avoid this problem would be to focus on individuals’ 

socio-psychological characteristics that may be more stable over time. Hence the limited testing of 

CETSCALE’s validity, dimensionality, and cross-cultural measurement invariance may also 

explain contradictory results when it comes to antecedents and consequences of consumer 

ethnocentrism in studies conducted outside the US (Jimenez-Guerrero et al. 2014; Sharma, 2015). 
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3.1.4 Consumer Ethnocentrism scale 
 

As a response to the lack of the original CETSCALE’s construct validity, dimensionality, and 

cross-cultural measurement invariance, Sharma (2015) constructed a revised Consumer 

Ethnocentrism (CE) scale. This scale according to the author “significantly improves Shimp and 

Sharma’s (1987) unidimensional CETSCALE by reconceptualising it as a multidimensional 

construct, which was their original intention” (Sharma, 2015, p. 387). Due to the limitations 

regarding the original CETSCALE, in this research a new, revised consumer ethnocentrism CE 

scale is being used.  

 

It can be argued that the CETSCALE has not been satisfactorily validated in the context of 

developing countries (Saffu & Walker, 2006). In addition, it is not certain that the CE construct that 

has been conceptualized and operationalized by Shimp and Sharma in 1987 properly represents the 

conceptual definition of consumer ethnocentrism (Sharma, 2015). The need for a new scale has thus 

resulted in the reconceptualization of CE as a multi-dimensional attitude construct. Constructed as a 

three-component entity for attitudes, the new CE construct consists of the following aspects: 

 

• Affective reaction 

• Cognitive bias 

• Behavioural preference 

 

The affective reaction component strives to account for the emotional reactions to domestic and 

foreign products and services, while the cognitive bias on the other hand represents bias in relation 

to favouring domestic products and services and against foreign-made products and services. 

Lastly, the behavioural component represents the tendency to favour domestic products and services 

compared to those from foreign countries (Sharma, 2015). 

 

3.2 Cosmopolitanism 
 

Due to globalization consumers are increasingly exposed to different cultures and consumption 

patterns through media and marketing (Cleveland, Erdogan, Arikan & Poyraz, 2011). The growing 

awareness and association with foreign cultures is often found to bring up positive attitudes towards 
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products and services from other countries. It is also recognized that whereas consumer 

ethnocentrism is a good predictor of purchase behaviour for domestic products, it does not explain 

foreign product purchases. In contrast of consumer ethnocentrism that studies negative attitudes 

towards foreign countries and their products, the concept of cosmopolitanism strives to explain 

positive attitudes and behaviour towards foreign products (Riefler & Diamantopoulos, 2009). 

 

Cosmopolitanism can be defined as a characteristic that “endorses a reflective distance from one’s 

own cultural affiliation and openness towards other cultures and customs” (Anderson, 1998; Bean, 

1995 cited in Riefler, Diamantopoulos & Siguaw, 2012). However, in contemporary literature the 

term ‘cosmopolitanism’ is still used very loosely, which may result of a lack of a universally 

accepted definition. Some scholars conceptualize the term to be either a moral or an ethical 

imperative, an attitude or an orientation (Riefler et al. 2012). Within this context the term follows 

the attitudinal perspective, as to comport with the consumer ethnocentrism concept. When it comes 

to the attitudinal perspective, the concept is understood to capture a general attitude towards other 

countries and explain positive attitudes and behaviours towards foreign products (Riefler & 

Diamantopoulos, 2009).  

 

The origin of the word ‘cosmopolitanism’ comes from Ancient Greece, since the Greek word 

‘kosmopolitês’ literally translates to citizen of the world (Cleveland et al. 2011). The concept of 

cosmopolitanism was originally introduced in 1957 by Merton, who used the term to describe those 

individuals who are more oriented towards the outside world instead of their local community 

(Riefler & Diamantopoulos, 2009). A few decades later in 1994, Cannon and Yaprak were the first 

researchers to introduce the concept of cosmopolitanism in a marketing context (ibid). Throughout 

recent years marketing literature has recognized the growing significance of cosmopolitanism for 

consumer behaviour. This has led to a growing number of cosmopolitanism studies and particularly 

efforts in conceptualizing the relationship between cosmopolitanism and marketing practice. 

Despite the growing interest and literature in this field, today the empirical studies of 

cosmopolitanism are still sparse (Altlntaș, Kurtulmușoğlu, Kaufmannc, Harcard & Gundogane, 

2013; Riefler & Diamantopoulos, 2009).  

 

As technology has enabled virtual interactions between people and cultures all around the world for 

example through internet and television, it has led to the deterritorialization of culture (Appadurai, 
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1990 cited in Cleveland, Laroche, Takahashi & Erdoğan, 2014). This also means that global media 

frees culture from geography, and because they are not inseparable anymore, cultural diffusion does 

not necessarily require travelling or physical presence (Cleveland et al. 2014). Therefore a person 

can be a cosmopolite without ever leaving their home country (Hannerz, 1990 cited in Cleveland, 

Laroche & Takahashi, 2015). 

 

3.2.1 Cosmopolitanism and product evaluation 
 

A key characteristic of cosmopolitan consumers is their general interest towards other cultures and 

foreign countries. It is not the in-depth knowledge about other cultures that defines if a person is a 

cosmopolite or not, but rather the willingness to engage with foreign cultures. This willingness to 

absorb other cultures often becomes apparent through consumers’ tendency to purchase products 

and brands that are from outside of their home country or that have a global brand image (Parts & 

Vida, 2011). While cosmopolitanism has been defined in various ways across different cultures, 

most researchers view that in terms of foreign product evaluation, cosmopolitanism affects 

consumers’ taste and preferences and may lead to more favourable perception and quality 

judgement (Riefler et al. 2012). Research has also shown that positive orientation towards foreign 

products and the out-group has a direct effect on consumers’ ethnocentric tendencies, and it hence 

decreases consumers’ prejudice towards imports. This eventually influences consumers’ purchase 

behaviour (Sharma et al., 1995).  

 

When it comes to cosmopolitan consumers’ perception in developing countries, evidence suggests 

that consumers tend to judge products imported from developing countries less favourably than 

products from developed countries (Kaynak & Kara, 2002). This negative attitude towards imports 

from developing countries has however shifted as transnational companies have increasingly 

centralized their production in low-cost manufacturing countries (Chao, 1993). Additionally, in the 

past years lowering of trade barriers with increased global branding has influenced the negative 

consumer perceptions of developing countries and their products (Sharma, Mathur, & Dhawan, 

2008 cited in Jin et al., 2015).! 
 

Even though cosmopolitan consumers generally have a positive stance towards foreign products, it 

does not mean that their image of domestic brands is necessarily low (Jin et al., 2015). Consumers’ 
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preference for domestic products seems to be stronger if they have been using the brand for a long 

time, or they regard these particular products to have a better price-quality ratio than foreign 

products. Also, if a brand is seen both global and local at the same time it is likely to be favourably 

assessed by cosmopolitan consumers (Kinra, 2006; Alden, Kelly, Riefler, Lee, & Soutar, 2013 cited 

in Jin et al., 2015). This statement is not completely in line with the view that some researchers, 

such as Altlntaș et al. (2013) hold of cosmopolitanism being the opposite of consumer 

ethnocentrism. Whereas ethnocentric consumers think it is their moral obligation and normative 

responsibility to purchase domestic products, based on this background of the cosmopolitanism 

construct, cosmopolitan consumers show a tendency to prefer products from foreign countries 

without having a moral judgement towards domestic products.  

 

3.2.2 Global consumer culture and cosmopolitanism as a consumer orientation 

!
According to Cleveland & Laroche (2007) cosmopolitanism is one of the distinct dimensions of 

acculturation to global consumer culture. When consumers’ interest in being a part of the global 

market segment is extended to comprise more than mere cosmopolitan tendencies, one way to 

comprise consumers’ global attributes is through their self-identification with global consumer 

culture. Consumers’ self-identification with global consumer culture refers to consumer lifestyles 

and belief systems, which are not a corollary of cosmopolitan tendencies. Rather, they extend to 

comprise a social identity that is global in nature (Cleveland et al., 2015). Consumers may define 

themselves through consumption of global products, which raises a question of the relationship 

between self-identification with global consumer culture and behaviour that is global in nature. 

 

Prior research has suggested that the impact of consumers’ perception of brand globalness and 

brand origin image on consumers’ attitudes and purchase intentions tends to be stronger in 

developing than in developed economies (Zhou & Hui, 2003). Moreover, consumers in developing 

countries have been found to prefer foreign brands for their symbolic attributes, such as expressing 

social status (Batra et al., 2000). Foreign brands also function as means for consumers to 

communicate their competence in terms of foreign cultures, and enables them to be part of the 

global consumer community (Sichtmann & Diamantopoulos, 2013). Due to the driving forces of 

Western globalization, global consumer culture is perceived as a Westernized manifestation. 

However, as culture, particularly global consumer culture, is susceptible for change and the 
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economic centre of the world is shifting from West to East, Asian cultures will be increasingly 

integrated worldwide. Along with the integration, the global consumer culture will adopt towards 

Asian culture, even though the reciprocal effect of globalization is creating changes in Asian 

cultures themselves simultaneously (Cleveland & Laroche, 2007).  

 

Overall, it is important to note that while the focus of the global consumer culture is still strongly 

Western, consumers in developing countries are becoming more interested in the globalized world 

and want to be part of it through consumption decisions. Particularly in China, it has been found 

that foreign products are often regarded as status symbols (Wang & Chen, 2004), which may be due 

to the fact that Chinese people have the impression that Western countries produce products with 

better quality and have higher quality of life (Cheong et al., 2011). The increased willingness to 

belong to a global consumer community and express social identification with other global 

consumers has led some scholars to understand the potential of using globally oriented consumers 

as a basis for market segmentation (Riefler et al., 2012; Cleveland & Laroche, 2007). 

 

3.2.3 Measurement of cosmopolitanism 
 

Measuring cosmopolitan tendencies has been just as disputed and divided as measuring consumer 

ethnocentrism, if not even more so. This has created many challenges in grasping the true nature of 

the cosmopolitanism construct, as there does not exist a consensus on which scale measures 

cosmopolitan tendencies in the best possible way. The first studies in the field of cosmopolitanism 

have used a so-called CYMYC scale that Cannon, Yoon, McGowan & Yaprak published in 1994 

(Riefler & Diamantopoulos, 2009). This scale was the first one developed specifically for a 

marketing context, but later studies showed that the scale had some serious limitations to it. The 

CYMYC scale has been criticized for having poor content validity and low internal consistency, as 

well as unstable dimensionality and questionable construct validity (Riefler et al., 2012; Cleveland 

et al. 2014). These problems were to a large extent a consequence of the lack of a conceptual 

definition that would have been needed in the scale development process (Riefler et al., 2012). 

There have also been other cosmopolitanism scales used in the social science literature (Altlntaș et 

al., 2013; Earle & Cvetkovich, 1997), but these too have been criticized for their poor content 

validity or low level of generalizability as they were considered too dependent on a particular 

research context (Cleveland et al. 2014). 



! 29!

 

Two of the most recent scales in the cosmopolitanism context are the C-COSMO (Riefler et al., 

2012) and cosmopolitanism (COS) scales (Cleveland & Laroche, 2007). Both scales were 

developed in order to address the gaps in previous studies, but as opposed to the former, the latter 

scale has been widely replicated in other studies, which gives it advantage in terms of validity and 

reliability. The COS scale was created after a review on cosmopolitanism literature and constructs, 

and by generating a pool of possible construct items the assessment of psychometric properties 

yielded in a cosmopolitanism scale. The COS scale is unidimensional, and after its development has 

been validated in a number of different countries by using a multigroup confirmatory factor analysis 

(Cleveland et al. 2014; Cleveland et al. 2009). The cross-cultural validation has proved the scale’s 

usability in both developed and developing countries, which substantiates the rationale to use the 

COS scale in a various different countries and research contexts. 

!

3.3 Brand origin image 
 

When companies seek to differentiate their products and create added value, they may develop 

regional variants as a branding strategy (Van Ittersum, Candel & Meulenberg, 2003). For the 

purpose of this study, brand origin is defined in accordance with Thakor and Kohli’s (1996) 

definition. According to Thakor and Kohli (1996), brand origin is “the place, region or country to 

which the brand is perceived to belong by its target consumers” (1996, p. 27). Therefore brand 

origins may be considered to regard places, countries, or even larger areas, such as the Nordic 

countries. When international regions are analysed as a brand origin, the focus is on their regional 

similarities. The region is perceived as an area that shares mutual elements, which are different 

from the surrounding areas (Alexander et al. 2001 cited in Chlivickas & Smaliukiene, 2009). Since 

brand origin and product evaluation have mainly been studied from a country of origin perspective, 

and the two concepts of brand origin and country of origin are expected to operate through similar 

processes (Van Ittersum et al., 2003) I will discuss the main concepts of country of origin in this 

thesis, and seek to identify the conceptual differences and commonalities between country of origin 

and brand origin. The brand origin image construct will further help to create a congruent 

understanding of Nordic countries as a unified brand origin region. 
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3.3.1 Country of origin 

!
Today the relevance of country of origin studies has increased in saliency due to changes in the 

global markets. National economies are quickly turning global and consumers are increasingly 

concerned about products’ origin (Laroche, Papadopoulos, Heslop & Mourali, 2005). Country of 

origin acts as a means for companies to tell a brand’s story and differentiate it from other competing 

brands. Understanding how consumers perceive country of origin and how important it is to them 

allows marketers to better forecast the influence of brand’s origin on branded products and the 

brand strength of entire countries (Future Brand, 2014).  

 

Country of origin is the most important indicator when evaluating whether a product is foreign or 

domestic (Cilingir & Basfirinci, 2014). The importance of the country of origin concept and country 

of origin images is highly regarded in international marketing and cross-cultural consumer research 

(Parameswaran & Pisharodi, 2002). A pioneer in this field of study is Nagashima (1970), who 

defined country image as “the picture, the representation, the stereotype that businessmen and 

consumers attach to products of a specific country. This image is created by such variables as 

representative products, national characteristics, economic and political background, history and 

tradition'' (Nagashima, 1970, p. 68). Many scholars have stated that consumers tend to hold certain 

stereotypes of foreign countries as producers of goods and services. Consequently, consumers make 

evaluations regarding the qualities of these products by using their subjective ideas and stereotypes. 

This has led to a growing interest in understanding the relationship between certain countries’ 

image, consumers’ quality judgements as well as purchasing decisions (Li, Yang & Da Lei, 2012; 

Laroche et al., 2005). 

 

Although a significant number of studies have investigated the country of origin in relation to 

consumers’ beliefs and buying behaviour, country of origin is still one of the most disputed areas in 

the fields of international marketing and consumer behaviour. Various studies have reached diverse 

conclusions that are not in congruence with each other (Godey et al., 2012). Furthermore, it has 

become increasingly complicated to define a product’s country of origin unambiguously. The 

problem arises when a product cannot be considered originating from one single country. Products 

may have a different country of design, country of manufacture, country of assembly (Chlivickas & 

Smaliukiene, 2009; Insch & McBride, 2004), or even country of ownership (Mort & Duncan, 
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2003). Since these countries may be very heterogeneous between each other, vast differences 

between the countries may confuse consumers and decrease the brand influence (Chlivickas & 

Smaliukiene, 2009). Despite this fact, products are still perceived to have a country of origin, and 

such perception may cause consumers to be biased when it comes to products and their perceived 

origin. The home country of the company that owns the brand may greatly influence the perceived 

country of origin (Yu & Albaum, 2002). 

!

3.3.2 Country of origin effect 
 

In a similar manner to company brands, countries can be seen to have their own brands (Chaves & 

Giraldi, 2014). When a country is associated with specific attributes, it differentiates and identifies 

with other countries in people’s minds, while generating images and cognitive determinations, 

which eventually lead to producing a perception of a country. Consumers also use country brand as 

a source of information, and thus the evoked associations determine how attractive a country is seen 

by foreigners (ibid). Scholars generally attach the country of origin effect closely to stereotyping, 

which is a psychological process that seeks to explain how consumers perceive country of origin 

information (Shimp & Sharma, 1987). Country stereotypes have an important role as they help 

consumers to construct evaluations of foreign products and influence consumers’ cognitive 

processing of other product-related cues. Since stereotypes of countries can evolve positively or 

negatively, it is imperative for marketing managers to thoroughly consider a product’s national 

image (Ahmed & d’Astous, 2006).  

 

Another major importance of the country of origin effects lies in their usage as shortcuts by 

consumers, when making purchasing decisions. Country of origin effects work as a “made in” label, 

which has implications regarding a product’s quality or value. However, this label is merely 

symbolic since governments cannot stipulate the same quality standards throughout the entire 

manufacturing sector. Regardless of products’ diverse quality levels, country of origin perception is 

nonetheless influential in consumers’ minds and may have more significance than objective quality 

of a product. This is due to the fact that consumers are prone to making decisions based on an 

image or a reputation instead of logic, especially when they regard the decisions to be important and 

to have influential consequences (Anholt, 2007). 
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3.3.3 Brand origin in the formation of consumer perceptions 
 

While most previous research has approached brand origins from the perspective of a single country 

(Godey et al., 2012; Koubaa, 2008; Insch & McBride, 2004; Li et al., 2012), brand origin concept 

may well be extended to comprise larger geographical regions according to Thakor and Kohli’s 

definition. Moreover, the authors argue that from this perspective, the actual origin of a brand is 

nearly irrelevant since the focus is on consumer perceptions. The reason why consumer perceptions 

are so important is because marketing communications influence consumers, who eventually hold 

the power to choose one brand over another in purchasing situations. It may be that consumers do 

not always regard the actual place of origin to be the perceived brand origin. This can be due to lack 

of obvious origin information, or it could be a result of deliberate misrepresentation by a company 

(Thakor & Kohli, 1996). Evidence shows that consumers tend to evaluate products from developing 

countries to be riskier and have lower quality than products made in developed countries (Laroche 

et al., 2005), which is why companies are concerned about generating favourable brand origins in 

consumers’ mind. 

 
According to Chlivickas & Smaliukiene (2009), there are two complementary views on brand 

origin. The first research direction sees consumers as users of brand origin information, who 

generate evaluations regarding products from that country based on the brand origin information. 

Factors such as economic development, market orientation, and culture may be regarded as 

information cues, and they lead to consumer cognitions that are reflected in product country 

evaluations as well as country positioning in consumer’s mind (Ahmed and d’Astous 2006). From 

this perspective, the concept of brand origin functions as a sweeping factor that leads consumers to 

form a subjective perception of the products originating from the same country. The second 

research direction on the other hand reflects how consumers make associations with single brand’s 

origin and other brand names originating from the same place. Here the underlying notion is that 

product familiarity predicts consumers’ country perceptions, and perceived brand origin 

associations are formed through cognitive and affective components (Chlivickas & Smaliukiene, 

2009). Bilkei and Nes (1982) on the other hand found that when consumers use country of origin 

cues, they tend to focus on cognitive attributes when viewing a product as a cluster of cues (Godey 

et al., 2012). Therefore cognitive features such as design, material, or performance are essential in 

creating an image of a product. 
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Similar conceptualizations can be found in the country image literature. Two distinct ways – a 

summary construct and a halo effect – are used to explain how consumers deal with country image 

information. In the summary construct the concept of country image is measured by the 

characteristics of products from a specific country. This perspective is used when consumers are 

able to base their evaluations on previous experiences with the country’s products (Lala, Allred & 

Chakraborty, 2008). Respectively, the halo effect suggests that consumers focus on a country’s 

general characteristics mainly on four underlying dimensions: political, economic, technical, and 

social desirability dimensions (Martin & Eroglu, 1993). The halo effect is used when consumers are 

not familiar with the country’s product. Therefore consumers base their perception on factors such 

as what they think of the people, what type of government the country has and so on.  

!
In the country of origin literature country image is often comprehended as to be composed in a 

similar manner to brand origin. However, despite their many similarities country of origin and 

brand origin have some differences. Firstly, due to the conceptualization of brand origin in terms of 

consumer perception, the perceived brand origin does not necessarily need to be the same as a 

product’s “made-in” label. This differentiation has become particularly important as multinational 

corporations are offshoring their production to countries with lower labour costs. Secondly, 

compared to country of origin concept, brand origin can be understood as a more inclusive concept. 

Brand origin is not indicated merely by a product’s country of origin, but it also takes into 

consideration other attributes (Thakor & Kohli, 1996). For example, even without mentioning a 

specific country, it is likely that consumers attach some meaning to the term Nordic. The merged 

meanings of this region are then transferred to products, and they are involved in the co-creation of 

a view of products originating from that specific region. 

 

3.4 Willingness to buy as a behavioural intention 

!
Purchase intention refers to consumers’ willingness to buy certain products and brands (Joshi & 

Rahman, 2015). Cosmopolitan and ethnocentric tendencies have both been shown to impact 

consumers’ consumption choices in terms of foreign products and brands (Wang et al. 2013; 

Caldwell, Blackwell, & Tulloch, 2006). However, in order to understand what leads to behavioural 

intention we need to address which factors have influence on consumers’ willingness to buy. 
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Studies to date have widely recognized the significance of beliefs and attitudes as predictors of 

behavioural intentions, and especially in product purchasing intentions (Heslop, Lu & Cray, 2008). 

Brand purchase intention always requires brand awareness and brand attitude, since it is necessary 

for consumers to be aware of a brand before purchasing it, and to have an attitude towards the 

brand. Favourable attitude is an especially important factor influencing purchase behaviour in 

situations where the product is not trivial or inexpensive (Percy & Rosenbaum-Elliott, 2009). For 

low-involvement buying situations the category need often leads to buying behaviour, when a brand 

is familiar and the attitude towards the brand is favourable (De Pelsmacker, Geuens & Van den 

Bergh, 2013). Thus, brand awareness is the link between the brand and the message, whereas brand 

attitude is the accumulation of what a person knows or how they feel about a brand. Brand attitude 

therefore provides the connection between the brand and a person’s motive to buy or use it (Percy 

& Rosenbaum-Elliott, 2009). 

 

Brand purchase intentions follow from favourable brand attitudes (Percy & Rosenbaum-Elliott, 

2009). Attitudes can further be understood to consist of three components: cognitive, affective and 

behavioural. These components together constitute the tri-component model of attitudes, which is 

presented in Figure 1. The affective component of the model reflects the emotions and feelings that 

are associated with the object, while the cognitive component refers to the knowledge, beliefs and 

consumer evaluations of the object. The behavioural component on the other hand reflects the 

readiness to fulfil an action (De Pelsmacker et al., 2013). The significance of attitude lays in the 

conception that the more favourable brand attitudes are, the more likely it is for behavioural 

intention to become an action and lead to product purchase. 

 

 
Figure 1. Tri-component model of attitudes 
Source: Adapted from De Pelsmacker et al., 2013 
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3.4.1 Implications of the tri-component model 
 

Recently the tri-component model has been applied in several studies modelling the country of 

origin image (Chlivickas & Smaliukiene, 2009; Heslop et al., 2008; Van Ittersum et al., 2003). 

Country images impact how consumers perceive not only individual products, but also product 

categories, and they affect consumers both directly and indirectly on product beliefs and purchase 

intentions (Heslop et al., 2008). Most literature on country effects focus on the impact of product 

beliefs, such as product quality, reliability, and attractiveness by investigating their impact on 

consumer responses. These cognitive components explain through rationales why consumers 

perceive a country to be able to produce excellent products in a certain product category. However, 

if consumers link overall negative feelings with the country, it may lead to negative behavioural 

consequences (Han et al., 2005 cited in Chlivickas & Smaliukiene, 2009). 

 

Besides countries, the tri-component model provides insight on how consumers generate responses 

when it comes to different geographical destination levels, such as cities, streets and regions. 

Instead of focusing on particular traits of a place, the components may be seen as dimensions, 

which emphasize how consumers’ mental responses are generated. When constructing mental 

images of a place, the images essentially create mental shortcuts in consumers’ minds, which help 

them to make relative judgement and decisions (Josiassen et al., 2015). Further, these shortcuts 

function as relevant indicators leading to attitudes and intentional orientations (Hakala, 

Lemmetyinen & Kantola, 2013).  

 

Moreover, when it comes to investigating the role of ethnocentrism in country of origin effects, 

most of the studies are considered as affect-based studies (Heslop et al., 2008). Ethnocentric 

orientations have, however, a significant cognitive foundation to them, because ethnocentric 

tendencies are often based on the disadvantages that it causes to domestic producers (ibid). 

Therefore ethnocentrism can rarely be justified to generate from purely one dimension, which 

further emphasizes the need to apply the three attitudinal components in the context of 

ethnocentrism studies. 
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3.4.2 Social influence on willingness to buy 
 

One of the most pivotal concepts in Confucian culture is the respect for one’s parents. This refers to 

filial piety, which is one of the core values in Confucian culture (Jinbo & Huihua, 2012). Recent 

studies have shown that the decision making among Chinese consumers is subject to peer influence, 

which implies of consumers’ responsiveness to external influences from family, friends, activity 

partners and co-workers (Yang & Laroche, 2011). The reason why normative and social factors are 

so relevant is because they tend to influence consumers’ willingness to buy foreign products (Wang 

et al., 2013). Consumers’ motives to comply with external expectations from other people may 

result from utilitarian purposes or value expressiveness. When conforming to other people’s 

expectations for utilitarian purposes, a consumer either wishes to get a reward or avoid a 

punishment. Value expressiveness on the other hand means that a consumer is driven by the desire 

to maintain or enhance his or her self-image. This happens through identifying a reference group of 

whose behaviour or opinions a consumer adopts (ibid). 

 

In order to understand whether the social influence among Chinese consumers affects their 

willingness to buy foreign products, the impact of external influence should be investigated in 

relation to consumers’ domestic and foreign product perception. If the collective norm supports 

purchasing imports, strong social influence may be beneficial for international marketers. 

Conversely, if the Chinese collective norm supports favouring domestic brands, it is likely that 

social influence has a negative impact on willingness to buy foreign brands. As the Chinese are 

regarded as a heterogeneous society, differences are expected to exist among different subcultural 

groups. In general, urban consumers in developing countries have been found to have favourable 

attitudes towards foreign products (Batra et al., 2000). Further, as the effects of China’s cultural 

integration and the increased conspicuousness of Chinese brands on a global scale may have shifted 

consumers’ attitudes towards both domestic and foreign brands considerably (Tsai, Lee & Song, 

2013; Wang, 2015), understanding what urban Chinese consumers base their purchase intentions on 

is imperative. 
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Chapter 4. Hypothesis development 
!
Based on the presented literature review and information about China’s globalization, a set of 

hypotheses are formulated and later tested using statistical analysis. The developed hypotheses 

concern the proposition of causal relationships between the relevant concepts of the present study. 

The analysis will further seek to explain the relationship between Nordic brand origin image and the 

factors that influence consumers’ Nordic product perceptions and willingness to buy. 

!

4.1 Research hypothesis 

 

As described in the preceding chapter, the underlying theory shows that consumer ethnocentrism is 

negatively connected to consumer evaluations of foreign products (Klein et al. 1998; Sharma et al., 

1995). Cosmopolitanism on the other hand has been found to influence consumers’ taste and 

preferences through favourable perception and quality judgement of non-locally produced products 

(Riefler et al. 2012). Therefore, consumers who are open towards learning about other cultures are 

argued to be more likely to generate positive attitudes towards foreign products. Based on this 

notion, it is hypothesized that:  

 

H1a: Chinese consumers with high level of ethnocentrism evaluate Nordic products less favourably 

than consumers with low level of ethnocentrism 

H1b: Chinese consumers with high level of cosmopolitanism evaluate Nordic products more 

favourably than consumers with low level of cosmopolitanism 

 

In addition to negative product evaluation, consumer ethnocentrism has been found to have a 

negative relationship with willingness to purchase foreign products (Shimp & Sharma, 1987). On 

the other hand, cosmopolitanism has a diminishing influence on prejudice towards imports, and it 

has been found to positively impact foreign product purchase behaviour and brand attitudes (Parts 

& Vida, 2011). In order to study this relation between cosmopolitanism and consumer 

ethnocentrism on Chinese consumers’ willingness to buy foreign products, it is hypothesized that: 
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H2a: Chinese consumers with high levels of ethnocentrism are less willing to buy Nordic products 

than consumers with low level of ethnocentrism 

H2b: Chinese consumers with high level of cosmopolitanism are more willing to buy Nordic 

products than consumers with low level of cosmopolitanism 

 

While consumer ethnocentrism is generally linked to moral opposition and lower evaluation of 

foreign products, some cosmopolitanism studies have yielded in contradictory results that do not 

support the complete polarity of the two traits (Jin et al., 2015). Therefore the testing of the 

following hypothesis provides an opportunity to understand this controversy between ethnocentrism 

and cosmopolitanism as opposite concepts: 

 

H3: The level of cosmopolitanism is negatively related to the level of consumer ethnocentrism in 

China 

!
Globalization has caused consumers to be increasingly involved with different cultures through 

media and marketing, which, according to some researchers, is positively related to consumer 

perceptions towards products and services from other countries (Riefler & Diamantopoulos, 2009). 

In addition, other scholars have discovered that mass media exposure plays a key role in globally 

oriented behaviour (Cleveland et al., 2011). In order to study this effect in the context of Nordic 

product evaluation and behavioural intention it is hypothesized that: 

 

H4a: Being exposed to advertisements of foreign products is positively related to Chinese 

consumers’ evaluation towards Nordic products 

H4b: Being exposed to advertisements of foreign products is positively related to Chinese 

consumers’ willingness to buy Nordic products!
 

Consumers who are oriented towards global consumer culture tend to attach meanings to 

consumption of global products and brand (Cleveland et al., 2015). Particularly in China, non-local 

products are considered as a status symbol and they communicate belonging to a global consumer 

community (Wang & Chen, 2004). Thus, it is argued that urban Chinese consumers who identify 

themselves with the global consumer culture will generate positive attitudes and willingness to buy 

Nordic products. Based on this assumption, it is hypothesized: 
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H5a: Self-identification with global consumer culture among Chinese consumers is positively 

related to evaluation of Nordic products  

H5b: Self-identification with global consumer culture among Chinese consumers is positively 

related to consumers’ willingness to buy Nordic products 

 

In prior studies Chinese consumers have been found to be responsive to external influences and 

susceptible to the approval of their friends and family when making purchase decisions (Yang & 

Laroche, 2011). This may either weaken or strengthen consumers’ purchase decisions when it 

comes to Nordic products. Thus, it is relevant to study the collective norm towards Nordic products 

among urban Chinese consumers. Consequently, the following hypothesis is formulated:  

 

H6: Normative influence is related to Chinese consumers’ willingness to buy Nordic products 

 

The final hypothesis concerns the relationship between Nordic product evaluation and behavioural 

intention. Percy and Rosenbaum-Elliott (2009) state that brand attitudes form the link between a 

person’s motive to buy or use the brand. Similarly, Wang and Chen (2004) have found that 

consumers’ willingness to purchase domestic and foreign products are influenced by consumers’ 

perceived evaluation of the product. This relationship is studied in order to make reasonable 

arguments based on the mindset of Chinese consumers, and to gather insight on whether there is a 

strong relationship between Nordic product evaluation and willingness to purchase Nordic products 

among urban Chinese consumers. Against this background it is hypothesized that: 

 

H7: Chinese consumers’ perception towards Nordic products is positively related to their 

willingness to buy Nordic products   
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Chapter 5. Methodology 
!

The following chapter describes the methodological design of the thesis, and sets out the layout for 

achieving the objectives of the study. Presenting the methodological research design will serve as 

basis for the next chapter, where I will present and elaborate the research findings. 

 

5.1 Method of data collection 
 

In this thesis, quantitative methods were used to obtain research objectives. Primary data was 

collected by using a questionnaire, which can be analysed by using descriptive and inferential 

statistics (Saunders et al., 2016). Quantitative data collection methods were used in this research 

mainly for two reasons, the first being its high level of objectivity (Bryman & Bell, 2015). From the 

perspective of this research, high level of objectivity was deemed important, since the purpose of 

the thesis was to explore possible relationships between variables, and to generate findings that are 

generalizable and statistically representative for a studied population. Hence, in order to have 

accurate and unbiased results that could be expanded to concern a larger group of people, 

objectivity was regarded essential. Secondly, quantitative methods allow a broader and more 

accurate study compared to qualitative methods. This is due to the possibility to involve a larger 

number of subjects in the study. Further, this is likely to increase the study’s ability to reflect the 

whole population and enhance the generalizability of the results (Field, 2009). Therefore, 

quantitative data collection method was considered the most suitable in the light of this research. 

 

However, perhaps one of the biggest challenges in quantitative methods has to do with the limited 

range of data that can be collected. There also exists a significant risk that a questionnaire is 

conducted poorly, which would affect data results as well as the reliability and validity of the entire 

study (Saunders et al., 2016). The potential weaknesses of quantitative methods were 

acknowledged, which resulted in conducting a survey that consisted of previously validated 

questionnaire statements. Questionnaire reliability was further tested with inferential statistical 

methods.  
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5.2 Product category selection 
 

The product category that was under scrutiny in this research was Nordic furniture products. 

Furniture was deemed a suitable category for this study for several reasons. Firstly, Nordic furniture 

has a strong regional identity (Roncha, 2008), which makes it easy for Chinese respondents to 

connect the region with the product category. Secondly, since Nordic design is generally identified 

through simplicity, modernism, the use of natural materials and ergonomics (ibid), the recognizable 

design of Nordic furniture is distinctive even abroad, and presumably perceived differently by 

Chinese consumers when compared to local and global corresponding products. Lastly, furniture 

was selected as the focus product category since it is a high-involvement and non-necessity product. 

These types of products tend to bring up ethnocentric tendencies in case they exist (Cumberland et 

al., 2010). 

 

5.3 Selection criteria for respondents 
 

Since the focus of this research was on understanding Chinese consumers’ behavioural attributes 

and perception towards Nordic products, being Chinese and living in mainland China were 

important selection criteria for the survey participants. As the chosen product category in this 

research was Nordic furniture, the target sample consisted of Chinese adults, and more specifically, 

urban Chinese consumers, who were considered to be the primary target group of Nordic furniture 

products in China. It was further assumed that not every respondent would have personal 

experience in buying products within this product category, but the respondents were expected to be 

able to make their own decisions in terms of buying furniture. This way the necessary selection 

criteria extended to consumers who were old enough to be in the primary decision-maker position 

when selecting their own furniture. The most suitable scope of consumers was considered to consist 

of MBA students and young professionals, who were hence considered as the target sample. The 

questionnaire was distributed among consumers in Guangzhou and Shanghai. These cities are both 

among the largest and most urban cities in China with more than 11 and 22 million inhabitants, 

respectively (World Population Review, 2016). 
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Lastly, it was noted that in addition to the urban nature of the respondents, the survey sample 

consisted of fairly young respondents due to the distribution among MBA students and young 

professionals. However, it is argued that these consumers may well be a suitable target group for 

Nordic furniture marketers, since young people tend to adapt to global trends more rapidly than 

older people (Shukla, 2011). Moreover, these consumers are perceived to belong to the appropriate 

scope in regards to income, age, and urbanity to be able to represent the target group of consumers 

purchasing Nordic furniture.  

 

5.4 Qualitative questionnaire 
 

In order to gather qualitative data in the form of a questionnaire, a platform to formulate the 

questions and collect the responses was needed. After comparing different survey platforms, a web-

based tool called Typeform was chosen. This tool showed great usability with its simple, yet 

functional design, and it was considered easy to use both for the designer and the respondents. An 

important requirement for the tool was that it could not have been blocked in China, and thus some 

other platforms such as Google Docs were discarded. After collecting the data, results were 

transferred to Microsoft Excel and the statistical analysis program IBM SPSS version 22. Both tools 

were used in analysing the data. Excel was mostly used in simple arithmetical calculations and 

visualizing the data, whereas SPSS was used to conduct more challenging statistical operations. In 

order to analyse the questionnaire results with both programs, question items and necessary 

responses were translated from Chinese back to English and labelled for further investigation. 

 

The questionnaire consisted of 39 question items in total. These questions were derived from 

existing studies done by top researchers. From those studies only the question items that had been 

validated and deemed relevant to this research were included. This was done in order to ensure the 

high quality of the questionnaire and to maintain its validity. The objective was to construct a 

questionnaire that would fundamentally be as valid as possible, and that would include a set of 

applicable question items contributing relevant information to answer the final research questions.  

 

After constructing the questionnaire in English, it was tested by five people in order to make sure 

that the question flow was logical and the questionnaire was easily understandable. The pilot testing 

was done by Nordic citizens who were all fluent in English. The test interviewees also provided 
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comments and questions, after which some minor changes were made to the questionnaire to make 

it more understandable and coherent. After this stage the questionnaire was translated from English 

to Simplified Mandarin Chinese by a native Chinese speaker. The goal was to ensure that all the 

respondents would have a clear understanding of the questions, since it was not expected that all the 

respondents were fluent in English. Lastly, the questionnaire was back translated by another person 

to ensure the quality of the translation. The purpose of back translation was to show any 

discrepancies and avoid misinterpretations that had possibly emerged during the translation 

(Douglas & Craig, 2006). After comparing the back translated version with the original English 

one, some small discrepancies were found between the two. Minor changes to the questionnaire 

were therefore made accordingly with the help of the back translator to ensure the constancy of the 

question contents. 

 

Due to the low-budget nature of this research, the questionnaire was distributed mostly through the 

author’s personal connections in China. The questionnaire was first shared among a group of young 

professionals in Shanghai and MBA students at Lingnan College in Guangzhou by sending a link to 

the online survey by email and a widely used Chinese communication app WeChat. The survey was 

then spread to more students and other Chinese consumers with the help of the student coordinator 

and the respondents themselves. Hence a snowball sampling was partially used to gather the results. 

The survey ran from the 2nd of March until 31st of March. During this time a total number of 108 

people completed the survey. A total number of 180 unique visits were tracked in the survey page, 

meaning that the response rate among the people who visited the survey page was 60%. As every 

question item required an answer before submitting the survey, all the submitted responses were 

fully completed and usable in the data analysis.  

 

5.5 Questionnaire structure 
 

The questionnaire consists of six sections of which all include question items or statements with 

different themes. All questions excluding the demographics section were measured on a 7-point 

Likert scale ranging from 1 ‘strongly disagree’ to 7 ‘strongly agree’ with a neutral point of 4 

‘undecided’. Before presenting the actual questionnaire statements, the survey started with a 

welcoming screen where the respondents were thanked for participating in the survey. Participants 

were informed what the addressed theme of the survey would be, and for clarification, the Nordic 
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countries were defined to consist of Sweden, Finland, Denmark, Iceland, and Norway. It was also 

made clear for the participants what the purpose of the questionnaire was, and that the responses 

would be treated anonymously. 

 

The first part of the questionnaire consisted of demographic questions. Five demographic questions 

were asked to get a concise profile of each respondent. Questions included questions of the 

respondents’ gender, age, household type, annual household income, and level of education. These 

responses could be used for drawing conclusions based on demographic variables, and how they 

relate to consumers’ evaluations and attitudes regarding the studied themes.  

 

The second part of the questionnaire focused on exploring consumer ethnocentrism. The scale used 

was the revised CE scale by Sharma (2015). 15 question items covering three dimensions were 

included to investigate the respondents’ potential ethnocentric tendencies. These questions covered 

the three aspects of attitude components. Thus, five questions each regarding affective reaction, 

cognitive bias, and behavioural preference were asked related to each component accordingly. This 

section was designed to reveal whether Chinese consumers have ethnocentric tendencies or not, and 

it also indicated the attitudinal nature of any ethnocentrism if present. 

 

The third section focused on cosmopolitanism. These questions were derived from the study by 

Cleveland et al. (2015), and they were identified as five statements that intended to reveal 

consumers’ cosmopolitan tendencies. Two additional statements, one regarding the exposure to 

marketing activities of multinationals, and another one regarding the self-identification with global 

consumer culture were included. These questions were also derived from Cleveland et al. ‘s (2015) 

study. The purpose of the questions was to develop a deeper understanding of what may potentially 

be related to cosmopolitan tendencies. Furthermore, these question statements were expected to 

work in an opposite manner to consumer ethnocentric tendencies. Thus, the more that consumers 

agree with the cosmopolitanism statements, it should indicate that the more positively they evaluate 

foreign products.  

 

The fourth section consisted of a set of product judgement statements. The purpose of this section 

was to understand how consumers evaluate furniture made in the Nordic countries and to use this 

knowledge in a more general way in comprehending what kind of brand origin image is related to 
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the Nordic countries. The focus was on the cognitive processes that strive to explain the underlying 

disposition towards Nordic brand origin through product evaluation. Cognitive attributes were used 

to explore consumers’ product perceptions, since cognitions tend to provide justifiable explanations 

for consumers to understand why some countries are able to manufacture excellent products in a 

certain product category (Han et al., 2005 cited in Chlivickas & Smaliukiene, 2009). Furthermore, 

in the context of this research the Nordic countries were regarded as a brand origin in particular, 

referring to their ability to produce products with specific attributes. The product evaluation 

statements were derived from a number of studies that had included the items in their research and 

found the statements valid (for instance Klein et al., 1998; Darling & Arnold, 1988; Darling & 

Wood, 1990; Wood & Darling, 1993). In this study the statement items were specifically designed 

to apply to a furniture category. Therefore, the set of questions was modified accordingly. One of 

the original statements addressed technological advancement and did not seem relevant enough to 

include. This item was removed from the questionnaire set, leaving five statements that examined 

consumers’ perception of Nordic furniture’s workmanship, quality, colour and design, reliability, 

and value for the money to be investigated. 

 

The fifth part of the questionnaire investigated consumers’ willingness to buy Nordic-made 

furniture. These statements were based on Klein et al.’s (1998) study, and which have afterwards 

been used as modified versions in various other studies (Darling & Arnold, 1988; Darling & Wood, 

1990; Wood & Darling, 1993). Willingness to buy was investigated through five statements that 

aimed at reflecting consumers’ behavioural intention in terms of purchasing Nordic products. 

Furthermore, these statements were considered applicable to use in a Chinese context, as Wang et 

al. (2013) have used and validated the set of statements in prior research with Chinese consumers. 

 

The last section of the questionnaire consisted of statements regarding consumers’ susceptibility to 

normative influence. These statements were taken from Wang et al.’s (2013) study conducted with 

Chinese consumers. Susceptibility to normative influence was measured with two statement items, 

which served the purpose of exploring to what extent Chinese consumers tend to live up to other 

people’s expectations. Moreover, as susceptibility to normative influence is interrelated with 

willingness to buy foreign products (Wang et al., 2013), understanding consumers’ susceptibility to 

external influences may provide insight on general perception towards purchasing Nordic products. 
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Prior use and validation of the statement items in a similar context supports their use in this 

research.  

5.6 Research reliability and validity 
 

This research was conducted in a way that if done again in similar environment and context, it 

would presumably yield similar results. The detailed description of the research methods allows the 

study to be replicated, and furthermore, the statistical instruments that are used in this study hold a 

high level of reliability in measuring quantitative data. It should be pointed out, however, that this 

research investigated consumers’ attitudes, opinions and other behavioural traits, which may change 

over time. Therefore, if this study were to be conducted again, statistical methods should be tested 

again for their reliability, and this way make sure that the research is as reliable as possible, even if 

some changes occur in consumers’ attitudes and opinion. This is also why some statistical tests are 

used in this research to ensure the maximal reliability of the study. 

 

Validity of this research was ensured by using questionnaire items that have been proved reliable 

and valid in prior studies. Only the revised CE scale due to its novelty, has been validated by 

Sharma (2015) himself, and therefore lacks validation supported by other researchers. Many of the 

question items have also been used in a Chinese context, which further supports their use. Each 

questionnaire item had a purpose in this study, and they were set to measure a particular trait. 

Understanding these traits and their relationships is essential in order to answer the research 

question. Therefore, particular questionnaire items were chosen carefully, and only those items that 

measured the pertinent constructs were chosen. Their use in prior studies, proving their validity was 

requisite for their use in this research. 
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Chapter 6. Results & Data analysis 
 

This chapter presents the analysis of the data collected by conducting a questionnaire. The goal of 

the online questionnaire was to gain insight on Chinese consumers’ level of ethnocentrism and 

cosmopolitanism, and investigate to which extent these factors have an influence on consumer 

evaluations towards Nordic products and willingness to buy. Hence, this chapter provides an 

analysis of the data along with the relevant findings. A more precise overview of the results can be 

found in the appendices A-I. 

 

6.1 Sample description 
 

The survey was answered by 108 Chinese consumers altogether. Out of the total number of 

respondents 69% were females and 31% were males. The majority of the respondents belonged to 

the 20-29 years old age group. These respondents covered 63% of the total number of answers. The 

second largest age group was 30-39 (19%) year olds, followed by the under 20 cohort, who 

accounted for 15%. Respondents between the ages 40 and 49 accounted only for 2%, and 

respondents between 50 and 59 covered the rest, which was only 1% of the respondents. As far as 

educational level was concerned, more than half of the respondents (54%) had a 4-year college 

degree as the highest degree obtained. The second largest group with 23% of the respondents 

consisted of consumers with Master’s degree as their highest obtained degree, closely followed by 

20% of the respondents having finished high school. Respondents with vocational/trade school 

accounted for 2%, while the rest of the respondents, 1% of the total, had their level of education less 

than high school.  

 

When it comes to the household type, the majority at 37% lived in a single-person household. The 

second largest group with 32% of the respondents stated their household type as single-person 

living with parents. The third largest group, 11%, stated their household type as a couple with 

children. 9% of the respondents did not identify with any of the available options and thus their 

household type was stated as “other”. The rest of the respondents consisted of couple without 

children (8%), multi-generational family (2%), and single-parent family (1%). Regarding the level 
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of income, the majority of 20% stated their annual household income level to be between RMB 

110,000 – 149,999. The rest of the respondents were divided relatively equally among different 

income groups, as 17% stated their income to be less than RMB 30,000, followed by 14% stating 

their income level of RMB 70,000 – 109,999. Two income groups accounted for 11% each: 

respondents with an annual household income of more than RMB 230,000, and the ones earning 

between RMB 30,000 and 69,999. Lastly, 8% of the respondents stated their annual earnings 

between RMB 150,000 – 189,999 followed by 6% of the respondents with annual household 

income of 190,000 – 229,999. 13% chose not to state their annual income. 

 

6.2 Research findings 

!
Before the actual analysis process of the data, the questionnaire variables were checked for any 

mistakes or suspicious values. This screening showed that six question items had been worded 

reversely, and therefore were not congruent with the rest of the questions. These items were recoded 

by reversing the scoring around to ensure validity and reliability of the used scales. The scales used 

in this research are all, apart from demographic questions measured on a 7-point Likert scale, and 

are therefore strictly speaking ordinal scales. In the context of the present study, however, the scales 

are treated as interval scales due to ‘the assumption of equal appearing intervals’, which allows 

Likert scale to be considered interval, when there are five or more possible answers (Janssens, 

Wijnen, De Pelsmacker & Van Kenhove, 2008). 

 

When looking at the visual representations of the variables, it should be pointed out that 

respondents’ answers were measured on a scale from 1 to 7 with equally distributed intervals. The 

questions were formulated as statements, with which the respondents’ would agree or disagree to a 

certain extent. Therefore the X-axis present the agreement scale and consequently, the percentages 

show the distribution among consumers in terms of how much they agree or disagree with the 

questionnaire statements. The higher the number is on the agreement scale, the more positive 

tendencies consumers show towards the specific trait. 
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6.2.1 Level of consumer ethnocentrism in China 
 

When creating a composite variable in SPSS, Cronbach’s alpha was derived to examine the 

reliability of the measurement scale and to identify the internal consistency of the scale. The 

suggested cut-off value for Cronbach’s alpha is 0.70, in order to provide good scale reliability 

(Field, 2009). In terms of ethnocentrism scale, the Cronbach’s alpha was 0.90, which shows good 

scale reliability. Ethnocentrism among the respondents was measured as a composite variable, 

where the mean was 3.5 (SD = 0.86). When ethnocentrism statements were divided into three parts 

according to their attitudinal components, affective reaction was the strongest dimension (M = 3.86, 

SD = 0.92). Affective reaction was followed by cognitive bias (M = 3.40, SD = 0.94). Behavioural 

preference was the weakest among the attitudinal components (M = 3.19, SD = 1.04). The 

frequency distribution for consumer ethnocentrism is presented in Figure 2.  
 
 

 
Figure 2. Distribution of the respondents’ ethnocentric tendencies in percentages 
 

According to the data set of this research, differences in ethnocentric tendencies can be found 

among different respondent groups. A Kruskal-Wallis test was conducted to see if there were 

significant differences between different groups of respondents. A Kruskal-Wallis test showed that 

there were statistically significant differences in ethnocentrism tendency levels between men and 

women, χ2(1) =  8.658, p = 0.003, with a mean rank of 67.57 for men, and 48.49 for women. 

Another significant difference by using the Kruskal-Wallis test was found in ethnocentrism 

tendency levels between the income levels of the respondents, χ2(3) = 13.084, p = 0.004. The 

statistically significant differences are presented in Figures 3 and 4. 
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Figure 3. Gender differences found in consumer ethnocentrism dimension 
 

When measuring the differences in consumers’ level of income in relation to consumer 

ethnocentrism, the respondents were divided into three separate income groups. The first group 

consists of consumers earning anything up to RMB 109,999 annually. The second group with 

medium income level consists of consumers earning between RMB 110,000 and RMB 149,999 on 

an annual basis. The third group with the highest income is composed of consumers who earn RMB 

150,000 or more per year. The fourth income group shows the consumers who did not wish to state 

their level of income. In the research questionnaire the income was asked on a household basis, and 

thus differences on the response level may vary to a large extent. The research findings showed that 

consumers with lowest income show most ethnocentric tendencies, and respectively, consumers 

with medium and high income were considerably less ethnocentric. Figure 4 presents the 

statistically significant differences between income groups in relation to the respondents’ 

ethnocentric tendencies. 
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Figure 4. Income level differences found in consumer ethnocentrism dimension 
 

6.2.2 Cosmopolitanism among Chinese consumers 
 

In a similar manner to ethnocentrism, cosmopolitanism was treated as a composite variable. The 

Cronbach’s alpha scored 0.90, which shows good scale reliability and supports the use of the 

composite variable. The measured mean for cosmopolitanism is 6.00 (SD = 0.86), providing 

evidence on considerable inclination towards Chinese consumers favouring foreign products and 

brands. Figure 5 represent the visualization of frequency distribution of cosmopolitanism. 

 

 
Figure 5. Distribution of the respondents’ cosmopolitan tendencies 
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A Kruskal-Wallis test was conducted to identify statistically significant differences among different 

respondent groups. However, the test did not show significant differences in cosmopolitanism 

levels within demographic variables’ subgroups. Therefore it is suggested that Chinese consumers 

show similar cosmopolitan tendencies irrespective of their gender, age, level of education, income, 

or household type.  

 

6.2.3 Chinese consumers’ exposure to foreign products advertisement 
 

When it comes to investigating how much Chinese consumers encounter foreign product 

advertisements in newspapers, their exposure to marketing activities of multinationals was 

measured on a 7-point scale. Exposure to marketing activities of multinationals scored a mean of 

4.67 (SD = 1.51). Figure 6 displays the distribution of the responses measuring consumers’ 

exposure to marketing activities of multinationals in percentages. The bar chart shows that about 30 

percent of the respondents stated that they either strongly agree or agree with the statement of 

“When I read a newspaper, I come across many advertisements for foreign products”, whereas less 

than 10% of the respondents strongly disagreed or disagreed with this statement. While a 

considerable number of the respondents are undecided on the statement, the data shows a generally 

slightly positive disposition towards exposure to foreign product advertisements. 

 

 

 
Figure 6. Distribution of the respondents’ exposure to marketing activities of multinationals 
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6.2.4 Chinese consumers self-identification with global consumer culture 
 

The questionnaire statement “I like reading magazines about the fashion, decor, and trends in other 

countries” was chosen to measure self-identification with global consumer culture. The mean score 

for self-identification with global consumer culture was 4.71 (SD = 1.60). The distribution of the 

responses is presented in Figure 7. The bar chart shows that consumers’ responses are rather equally 

divided on the scale, except for those who strongly disagree or disagree with the statement. 

Although these responses accounted for a relatively small share of the respondents, there is not a 

clear unified trend towards identifying oneself with the global consumer culture. Many consumers 

are undecided on the statement, and a considerable amount of the respondents showed a slightly 

negative tendency towards enjoying reading magazines about foreign fashion, decor, and trends. 
 

 
Figure 7. Distribution of the respondents’ self-identification with global consumer culture 
 

A Kruskal-Wallis test showed that within self-identification with global consumer culture 

dimension, statistically significant differences were found between men and women, χ2(1) = 8.894, 

p = 0.003, with a mean rank of 41.46 for men, and 60.49 for women indicating that women identify 

with global consumer culture more than men. These gender differences are depicted in Figure 8. 

The figure indicates that women identify themselves with global consumer culture more than men, 

with a mean difference of about 0.9 units. 
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Figure 8. Gender differences found in self-identification with global consumer culture dimension 
 

6.2.5 Perception of Nordic products among Chinese consumers 
 

Before composing an index variable of product evaluation, the scale was tested for internal 

consistency and scale reliability with Cronbach’s alpha. The composite variable was considered 

reliable (α = 0.82) and the mean for product evaluation was relatively high (M = 5.30, SD = 0.86). 

Although the general tendency orients towards a favourable attitude when it comes to Nordic 

product judgement, it should be noted that the scale value 4 – representing the neutral point – 

received a relatively high occurrence, suggesting that nearly fifth of the respondents were 

undecided on the statement. The distribution of the responses is presented in Figure 9.  

 

Figure 9. Distribution of the respondents’ evaluation of Nordic products reported 
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The Kruskal-Wallis test was used to see if there were any statistically significant differences among 

different respondent groups when it comes to Nordic product evaluation. The test revealed existing 

differences among respondents with different educational backgrounds, χ2(4) = 9.514, p = 0.049. 

Figure 10 below presents how the respondents based on their educational background judge Nordic 

furniture products. The most positive attitude towards Nordic products based on the data is among 

those consumers who are either highly educated with Master’s degree, and the ones who had the 

lowest academic degree. The least favourable attitudes towards Nordic products were the 

consumers who were holding a vocational or a trade school degree.  

 

 
Figure 10. Educational background differences found in Nordic product evaluation dimension 
 
 

6.2.6 Chinese consumers’ willingness to purchase Nordic products 
 

Willingness to buy was measured by constructing an index variable out of five separate questions 

measuring traits for a respondent’s willingness to buy Nordic products. The index was tested for 

scale reliability with Cronbach’s alpha. The derived alpha value supported the scale’s reliability (α 

= 0.81), and the mean for willingness to buy was 5.58 (SD = 0.99). Based on the empirical data, 

Chinese consumers show a notable positive tendency towards willingness to buy Nordic products. 

A large proportion of the respondents agree with statements indicating positive inclination towards 
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reluctance to purchase Nordic products. Figure 11 presents the distribution of the consumers’ 

responses on willingness to buy Nordic products. 

 

 
Figure 11. Distribution of the respondents’ willingness to buy Nordic products reported in percentages 
 

6.2.7 Normative influence among Chinese consumers 
 

The last part of the questionnaire focused on investigating consumers’ susceptibility to normative 

influence. This indicates the extent of how much consumers value the approval of other people, 

such as friends and family when making purchasing decisions, and how much consumers achieve a 

sense of belonging when purchasing the same products and brands as their family and friends. The 

susceptibility attribute consisted of two statements. The Cronbach’s alpha for the susceptibility 

scale was 0.70, which indicates good scale reliability. The mean for susceptibility to normative 

influence was 4.75 (SD = 1.23). Only about 10% of the respondents disagreed to some extent with 

the statements, whereas statements referring to agreement reached relatively higher response rates. 

This shows a slightly positive disposition towards susceptibility to normative influence, with a high 

rate of respondents who were undecided (27%). The distribution of the respondents’ susceptibility 

to normative influence is presented in Figure 12. 
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Figure 12. Distribution of the respondents’ susceptibility to normative influence reported in percentages 
!
!
6.3 Consumer ethnocentrism scale assessment 
 

As mentioned in the methodology chapter, this research applied the revised CE scale introduced by 

Sharma (2015) in order to study Chinese consumers’ ethnocentrism. The scale consisted of 15 

variables that depicted three dimensions. A factor analysis was used to identify clusters that would 

have a large correlation coefficient between a selection of variables. The analysis revealed whether 

multiple variables in the CE scale measured the same underlying dimension. 

 

The factor analysis revealed that the CE scale is a multidimensional construct. According to the 

findings, three separate dimensions compose the construct of consumer ethnocentrism. The 

importance of the factors was justified by an eigenvalue greater than one according to the 

recommended cut-off value (Kaiser, 1960 cited in Field, 2009). The initial eigenvalues and values 

after varimax rotation can be found in the Appendix G. In the analysis the variables were rotated in 

order to maximize the loading of each variable on one factor, while minimizing the loading on other 

factors. Given the sample size of greater than 100, loadings that exceed 0.512 were regarded as 

significant (Stevens, 2002 cited in Field, 2009). Therefore the factor loadings varying between 

0.513 and 0.857 in the component matrix were regarded as the significant variables of each 

component. 
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After the rotation, three components were extracted. The items that cluster on the same components 

indicate that the first component represents behavioural aspects and consumers’ preferences in 

terms of preferring Chinese products and service providers in purchasing decisions. The second 

component on the other hand represents affection towards Chinese products and services and 

recognition of the skilful workforce. This component is in line with Sharma’s (2015) affective 

reaction component, although some differences can be found in the involvement of variables. 

Finally, the last component emphasizes the comparison with home country and foreign countries, 

and could be described as opposition towards foreign countries. Table 1 below shows the factor 

loadings after rotation. 
 

Table 1. Orthogonally rotated component loadings for 15 questionnaire items (N = 108) 

 

Component 1 2 3 

Love 0.453 0.63 0.091 

Pride 0.533 0.601 0.14 

Admiration 0.119 0.664 0.116 

Attachment 0.663 0.438 0.14 

Hate towards foreign products and services -0.084 0.058 0.741 

Superiority 0.228 0.432 0.556 

Workmanship 0.237 0.63 0.179 

Work attitudes 0.139 0.783 0.2 

Foreign countries do not compare 0.331 0.43 0.513 

Hardest working people 0.478 0.306 -0.055 

Always choose the products from China 0.783 0.138 0.325 

Prefer Chinese products and services 0.857 0.09 0.22 

Preference for Chinese service providers 0.774 0.37 0.23 

Avoid buying foreign 0.264 0.113 0.727 

Refusal to buy foreign 0.259 0.157 0.781 

Eigenvalues 6.531 1.524 1.116 

Percentage of total variance 23.33 20.471 17.343 
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Whereas Sharma’s (2015) revised scale has a clear distinction between three dimensions that focus 

on affective reaction, cognitive bias and behavioural preference, this factor analysis did not indicate 

as distinct differences, although a tendency towards similar findings is evident. As table 1 shows, 

three components have eigenvalues higher than Kaiser’s criterion of 1, and combined the 

components explain 61.14% of the total variance. Table 1 also shows that one factor loading (pride) 

is significant on two components, whereas factor loading for ‘hardest working people’ does not 

reach significance on any of the components. Overall, the factor loadings support the scale’s 

applicability alongside with strong reliability test results. 

!

6.4 Hypothesis testing 
 

Linear regression analysis and Pearson correlation tests were used to examine the research 

hypothesis. Hypothesis testing will tell if the results are statistically significant to be generalized to 

a larger population that is represented by the sample of the research (Field, 2009). Hypotheses were 

investigated by creating null hypotheses that the used statistical method should either reject or 

support. This leads to the conclusion of whether the predicted effect exists or not. 

 

In order to determine the relationship between the level of consumer ethnocentrism, 

cosmopolitanism, respondents’ product evaluation and their willingness to buy Nordic products, a 

regression analysis was performed. The predictor variables of ethnocentrism and cosmopolitanism 

were first explored with product evaluation as the outcome variable. Multiple linear regression 

analysis was used to analyse hypotheses H1 and H2. Consequently, the following null hypotheses 

were investigated: 

 

• H0: Levels of consumer ethnocentrism and cosmopolitanism are not related to Chinese 

consumers’ evaluation towards Nordic products 

• H0: Levels of consumer ethnocentrism and cosmopolitanism are not related to Chinese 

consumers’ willingness to buy Nordic products 

 

The linear regression analysis showed that a significant regression equation was found with 

cosmopolitanism and Nordic product evaluation. Respondents’ predicted evaluation of products is 

equal to F(2,105) = 8.405, p < 0.001. It was found that cosmopolitanism significantly predicted 
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product evaluation (β = 0.335, p < 0.001). This means that when a person’s level of 

cosmopolitanism increases by one unit, their product evaluation increases by 0.335 units. In the 

regression model only cosmopolitanism was a significant predictor of product evaluations. The p-

value for ethnocentrism was greater than the common alpha level (p > 0.05) indicating that the 

coefficient is not statistically significant. Based on the coefficient of determination (R2), the 

regression model explains 13.8% of the variability of product evaluation. However, since 

ethnocentrism was not a significant predictor of product evaluation and the R2 tends to be adjusted 

according to the number of the independent variables, the adjusted R2 indicates that variability of 

product evaluation is closer to 12%. The linear regression coefficients and p-values are presented in 

table 2. 

 
Table 2. Regression analysis results for Nordic product evaluation 
 
 Regression coefficient 

(β) 

Standardized 
regression coefficient 
(Beta) 

Significance level (p) 

Constant 3.726  0.000 
Ethnocentrism -0.125 -0.125 0.173 
Cosmopolitanism 0.335 0.334 0.000 
R2 0.138   
Adjusted R2 0.122   

 

 
In determining the ability of consumer ethnocentrism and cosmopolitanism to predict consumers’ 

willingness to buy Nordic products a linear multiple regression analysis was performed. 

Cosmopolitanism was not regarded statistically significant in the regression model with a p-value 

higher than the alpha level of 0.05. Consumers’ predicted willingness to buy is equal to F(2,105) = 

12.946, p < 0.001. Consumer ethnocentrism is a significant predictor of willingness to buy (β = -

0.497, p < 0.001). The regression coefficient shows that when the level of ethnocentrism increases 

by one unit, willingness to buy decreases by 0.497 units. The coefficient of determination indicates 

that the regression model explains roughly 18% of the variability of consumers’ willingness to buy 

Nordic products. Table 3 represents the regression coefficients and significance levels of the linear 

regression model. 
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Table 3. Regression analysis results for willingness to buy Nordic products 
 
 Regression coefficient 

(β) 

Standardized 
regression coefficient 
(Beta) 

Significance level (p) 

Constant 6.926  0.00 
Ethnocentrism -0.497 -0.434 0.00 
Cosmopolitanism 0.064 0.055 0.531 
R2 0.198   
Adjusted R2 0.183   

 

In testing hypothesis H3, I investigated whether cosmopolitanism would correlate negatively with 

consumer ethnocentrism. According to the hypothesis, negative relationship was expected to appear 

between cosmopolitanism and consumer ethnocentrism. Thus, the following null hypothesis was 

examined: 

 

• H0: The level of cosmopolitanism and the level of consumer ethnocentrism are not 

negatively related in China 

 

Contrary to expectations, Pearson correlation coefficient test showed that there is not a statistically 

significant negative correlation between cosmopolitanism and consumer ethnocentrism (r = -0.13, p 

> 0.05). Since the p-value is higher than the common alpha level, the null hypothesis gets support 

and the alternative hypothesis is rejected. Corroboration of the null hypothesis thus indicates that 

the level of Chinese consumers’ cosmopolitanism does not correlate negatively with their level of 

ethnocentrism.  

 

In hypothesis H4 the goal was to investigate the relationship between exposure to marketing 

activities of multinationals and Nordic product evaluation as well as consumers’ willingness to buy 

Nordic products. The following null hypotheses were studied with Pearson correlation coefficient 

test: 

 

• H0a: Being exposed to advertisement for foreign products is not positively related to Chinese 

consumers’ evaluation towards Nordic products 
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• H0b: Being exposed to advertisement for foreign products is not positively related to Chinese 

consumers’ willingness to buy Nordic products 

 

Based on the results of the study, there is a slight correlation between the exposure to marketing 

activities of multinationals and Chinese consumers’ evaluation towards Nordic products (r = 0.17, p 

= .036). Respectively, when looking at the relationship between being exposed to foreign product 

advertisement and consumers’ willingness to buy, the Pearson test indicates that there is a 

statistically significant correlation between willingness to buy and being exposed to advertisement 

for foreign products (r = 0.26, p = 0.004). Hence, based on the significance levels it is justifiable to 

reject the null hypothesis in both cases. By rejecting the null hypotheses the alternative hypotheses 

are corroborated, although with weak correlations.  

 

In testing hypothesis H5 I strived to investigate the relationship between positive self-identification 

with global consumer culture and the respondents’ Nordic product evaluation and willingness to 

buy Nordic products. These relationships were studied by analysing the following two null 

hypotheses: 

 

• H0a: Self-identification with global consumer culture is not positively related to Nordic 

product evaluation among Chinese consumers 

• H0b: Self-identification with global consumer culture is not positively related to willingness 

to buy Nordic products among Chinese consumers 

 

The Pearson correlation coefficient showed a positive correlation between Nordic product 

evaluation and self-identification with global consumer culture (r = 0.44). The correlation was also 

statistically extremely significant (p < 0.001). However, the correlation between consumers’ 

willingness to buy Nordic products and self-identification with global consumer culture does not 

indicate statistical significance. Based on the statistically significant correlation coefficients, the 

first null hypothesis does not get corroboration and is rejected. The second null hypothesis, H0b, 

does on the other hand get support and therefore the alternative hypothesis is rejected. The data 

suggest the more consumers identify themselves with global consumer culture, the more positively 

they judge Nordic products. However, similar effect was not discovered regarding willingness to 

buy Nordic products. 
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Hypothesis number six focused on examining the relationship between consumers’ susceptibility to 

normative influence and the respondents’ inclination towards buying foreign products. Bivariate 

correlation testing was used to study hypothesis H6. Based on the theory, it was argued that 

susceptibility to normative influence would relate to Chinese consumers’ willingness to buy Nordic 

products. Since it is not known whether the general opinion of others would be positive or negative 

towards purchasing foreign products, the nature of the relationship could not be predicted. Thus, the 

following null hypothesis was investigated: 

 

• H0: There is no relationship between the susceptibility to normative influence and 

consumers’ willingness to buy Nordic products 

 

In the correlation analysis, the two-tailed correlation test did not show a statistically significant 

correlation between the susceptibility to normative influence and consumers’ willingness to buy 

Nordic products. Hence the result is not in line with the alternative hypothesis, according to which 

normative influence is related to consumers’ willingness to purchase Nordic products.  
 

Correlation testing was also conducted for the last hypothesis. Hypothesis H7 strived to examine 

what kind of reciprocal effect Chinese consumers’ evaluation of Nordic products have in relation to 

their willingness to buy Nordic products. Here, the following null hypothesis was investigated: 

 

• H0: There is no positive relationship between Chinese consumers’ evaluation of Nordic 

products and their willingness to buy them 

 

Correlation testing showed that there is a positive correlation between the two variables. The 

correlation coefficient had an extremely significant one-tailed p-value (r = 0.38, p < 0.001), which 

indicated that as expected, the more favourably Chinese consumers judge Nordic products, the more 

willing they are to purchase them. However, since the Pearson correlation test does not tell anything 

about the causality of the two variables, it should be pointed out that the latter variable cannot be 

considered to be a consequence of the former. Rather the correlation between these two variables 

merely shows that when there is a positive tendency towards the other one, the other variable scores 

positively too. 
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Chapter 7. Discussion 
 

The empirical results bring forth several findings that provide insight on the existing literature. This 

chapter will focus on those findings, and they are being analysed and discussed in order to lay out 

both challenges and possibilities when it comes to doing business on the Chinese market. In this 

chapter I will also discuss the results generated from the hypothesis testing, and the overall results 

that have been revealed by the quantitative data analysis.  

 

7.1 Ethnocentric tendencies among Chinese consumers 
 

Based on the findings of this research, the results support prior findings that Chinese consumers 

typically score relatively low on consumer ethnocentrism (Oh & Zhang, 2010). It is also shown that 

the recent economic turndown does not seem to have had a significant effect on consumers’ 

ethnocentric tendencies. It is worth noticing that while ethnocentrism scores are not very prominent 

in general, abnormally high scores (see Appendix D) were given to the statement “China has the 

hardest working people in manufacturing industry” (M = 5.17, SD = 1.49). This may show that 

Chinese consumers recognize the hard work of domestic manufacturing workers. Consumers’ 

acknowledgement may be due to the considerably weaker labour standards in China compared to 

other, especially developed countries. Despite the increased globalization and the growing number 

of jobs offered by multinational companies in China, the workers’ compensations are still low, and 

the income gaps especially between rural and urban areas do not seem to be diminishing (Wang, 

2015). Higher wages attract Chinese manufacturing workers to move to bigger cities (Tomohara & 

Takii, 2011), where the working hours are long and problems with pollution and other health issues 

pose a serious risk for the workers (Hou, 2011). Furthermore, consumers’ recognition of hard 

working Chinese may well be justified, since according to Sun, Wang and Zhang (2015) the 

average working hour per week in China is 43.5 hours. In addition, Perlin (2013) states that in big 

companies, such as Foxconn, 50-hour work weeks are typical and during peak season even one 

hundred-hour work weeks are not impossible. Despite the acknowledgment of the hard work of the 

manufacturing industry workers, Chinese consumers do not show a strong preference for domestic 

products over foreign ones, and no statistically significant relationship was found between 



! 65!

consumer ethnocentrism and Nordic product evaluation. Hence, the finding is not congruent with 

prior studies (Netemeyer et al., 1991; Klein et al., 1998) according to which ethnocentric consumers 

evaluate foreign products more negatively than non-ethnocentric consumers. 

 

In addition, the research revealed that consumer ethnocentrism is a significant (negative) predictor 

of willingness to buy Nordic products. This result is concordant with findings from previous 

studies, which have concluded that strong ethnocentric tendencies tend to have a negative influence 

on consumers’ willingness to buy non-locally made products (Shimp & Sharma, 1987; Wang et al., 

2013). However, based on these findings, this is not an expression of negative foreign product 

evaluation. Therefore, it is suggested that ethnocentric tendencies may be linked more to moral 

obligations to protect the domestic economy or alternatively to a perception of superiority of 

domestic products, rather than negative individual attitudes towards foreign products. From this 

perspective, ethnocentric consumers may have neutral or even positive perception of the quality of 

foreign products and brands, but would still not consider purchasing non-locally produced products.  

 
As mentioned in the findings, statistically significant differences in consumers’ ethnocentrism 

levels were found between men and women, suggesting that men are more likely to show 

ethnocentric tendencies than women. Statistically significant differences were also found within 

consumer groups of different income levels. The income differences support the existing literature, 

indicating that consumers with low income tend to be more ethnocentric than consumers with 

medium or high income. This finding is in line with Cumberland et al.’s (2010) study, in which 

income was found to negatively correlate with ethnocentrism. However, contrary to their study, in 

this research the respondents’ age or level of education did not relate with consumers’ ethnocentric 

tendencies. Furthermore, according to the results of this research men were found to be more 

ethnocentric than women, whereas the opposite effect was stated in the research conducted by 

Sharma et al. (1995).  

 

7.2 Cosmopolitan consumer culture in China 

 

While the results suggested that consumer ethnocentrism could predict consumers’ willingness to 

buy Nordic products, cosmopolitanism was found to be a significant predictor of Nordic product 

evaluation. Chinese consumers scored high on the cosmopolitanism dimension, and showed 
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considerable interest towards other ways of life, learning about foreign people and cultures, and 

exchanging ideas with people from different backgrounds. This finding supports the notion that 

China constitutes a potential market for foreign products. Moreover, it should be noted that as the 

survey sample consisted of relatively young respondents, globalness and foreign products on the 

markets may not be a novelty for them in the same manner as they are for older generations. 

Therefore, it is argued that these urban consumers are likely to be very familiar with globalization 

and using products and brands from non-local origins. 

 

In China products with a non-local origin hold symbolic benefits. These benefits, such as 

modernity, prestige, and associations with foreign lifestyles are important motives for purchasing 

foreign products (Zhou & Hui, 2003). The symbolic benefits of imports may therefore be in the key 

position when it comes to evaluating foreign products from a particular country or region. Based on 

the findings of this research, Nordic products have a favourable image among Chinese consumers. 

Nordic products are therefore assumed to hold symbolic value, which cosmopolitan consumers 

strive for in their purchasing decisions and behaviour. However, it was recognized in the data 

analysis that cosmopolitan tendencies do not directly affect consumers’ willingness to purchase 

Nordic products. Rather, cosmopolitanism merely has a direct positive impact on product 

evaluation. Such a finding suggests that a foreign brand origin image may generate symbolic value 

in the mind of the consumers, which through positive attitudes may lead to purchasing decision.  

 

In developing countries imported products tend to be more expensive and scarcer than local ones, 

which increases their symbolic value and makes them more desirable (Bearden & Etzel, 1982 cited 

in Batra et al., 2000). Moreover, consumers with higher income have also been found to be more 

likely to travel and try more foreign products (Balabanis, Diamantopoulos, Mueller & Melewar, 

2001). What is relevant to notice in the empirical results is that no statistically significant 

differences were found in cosmopolitanism levels among different income groups. Such findings 

indicate that cosmopolitan consumers may base attitudes towards foreign brands and products on 

either subjective perception or direct experiences, since wealthier consumers are expected to have 

more direct experience with foreign products than less wealthy income groups. This notion also 

supports the finding of Cleveland et al. (2011) according to which being cosmopolitan does not 

require engaging directly with foreign cultures. Rather cosmopolitanism can emerge indirectly 
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through exposure to global media, and consumers without extensive travelling or direct experiences 

with foreign cultures or products can exhibit cosmopolitan values and traits. 

 

Another finding that results from the research outcomes of this study is that when investigated with 

the Pearson correlation coefficient test, there was no negative correlation found between consumer 

ethnocentrism and cosmopolitanism. Thus, the corroboration of H3 indicates that ethnocentrism and 

cosmopolitanism are not in fact opposite traits. As Jin et al. (2015) suggested, being cosmopolitan 

does not necessarily mean that a consumer holds a negative view towards domestic products. This 

finding on the other hand does not support the perception of Altlntaș et al. (2013), which treats 

cosmopolitanism and ethnocentrism as straightforwardly contrary attributes. Although moral 

obligation and normative responsibility are linked to consumer ethnocentrism, the tendency towards 

supporting domestic economy does not, according to this study, exclude the simultaneously existing 

favourable attitudes towards foreign countries, cultures, and products. 

 

Finally, it should be pointed out that even though Chinese consumers expressed only slight 

ethnocentric tendencies and strong cosmopolitan tendencies, both Nordic product evaluation and 

willingness to buy Nordic products scored rather high on undecidedness, represented by value 4 in 

the middle of the scale. While this may indicate the respondents’ uncertainty in terms of their 

opinion, it can also be a sign of lack of information when it comes to Nordic products and their 

attributes. This finding suggests that company managers should not regard ethnocentrism as a 

barrier for doing business in China. On the contrary, they should rather understand how to 

overcome the obstacles posited by potential lack of awareness of Nordic countries and Nordic 

brands in China, and how to best utilize the positive attitudes towards foreign products and brands.  

 

7.3 Globalization and Chinese consumer culture 
 

The influence of globalization on local economies has been recognized for example by Grunert et 

al. (2015), who acknowledged that the increased marketing activities in China are a consequence of 

the Chinese government’s reforms. These reforms are further considered to be a significant 

contributor to westernizing the Chinese society through modern marketing tools and foreign 

product supply. The findings of this research support the importance of globalization recognized in 
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prior studies, as the impact of globalization and how it has changed the Chinese consumer society is 

apparent. 

 

The findings of this study indicate that Chinese consumers express strong positive attitudes towards 

Nordic product evaluation and willingness to buy Nordic products. To a large extent this may be 

due to globalization, since it has been recognized in the current literature that international 

integration has enabled both domestic and foreign product advertising to spread through global 

markets. This increases foreign product familiarity, which further has a positive influence on 

foreign product beliefs (Orbaiz & Papadopoulos, 2003). Beliefs refer to the cognitive dimension in 

the tri-component attitude model, and consist of consumers’ knowledge, beliefs, and evaluations of 

a product (De Pelsmacker et al., 2013). Advertising hence plays a key role in increasing foreign 

product awareness and creating positive product beliefs through familiarity. Another cause for 

Chinese consumers to judge Nordic products favourably may be due to the consumers’ aesthetic 

taste. While the findings of this research recognize Chinese consumers’ positive evaluation towards 

Nordic products, such insights are consistent with Wang’s (2015) statement suggesting that 

globalization influences Chinese consumers’ cultural life and affects their aesthetic taste. This 

finding both emphasizes the relevance of advertising in influencing consumer preferences, as well 

as the value of creating positive beliefs through familiarity. 

 

Despite the strong evidence of Chinese consumers’ cosmopolitanism, the results revealed a 

complicated picture with regard to self-identification with global consumer culture. This trait was 

measured with the questionnaire statement “I like reading magazines about the fashion, decor, and 

trends in other countries”. While the statement may not fully represent the extent to which Chinese 

consumers actually identify themselves with global consumer culture, it does provide interesting 

insight on their willingness to read about trends in other countries. A considerable number of the 

respondents had a favourable attitude towards self-identification with the global consumer culture. 

However, a significant number of the respondents also stated that they either disagree to some 

extent or are undecided with the statement. The lack of unambiguously positive tendency is hence 

not in line with strong cosmopolitanism in China, as one might expect. This may be due to the fact 

that magazines representing foreign trends are not widely available in China, which might explain 

the large amount of undecided responses. It may also be that consumers like to use other medium 

for gathering information about foreign trends, such as blogs, foreign television shows and movies. 
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The empirical data identified statistically significant differences in the self-identification with the 

global consumer culture between men and women. While men scored very close to the neutral 

point, women expressed considerably more positive tendency towards the statement. Thus, the 

difference in ambiguous general tendency may also stem from rather notable differences among 

genders. Such findings suggest that women tend to follow foreign trends more than men, and are 

more interested in trends outside China. 

 

The extent of Chinese consumers’ exposure to foreign product advertisement was measured with 

the statement “When I read a newspaper, I come across many advertisements for foreign products”. 

The statement scored relatively positive values, although many consumers expressed undecidedness 

with the aforementioned statement. While the undecidedness can mean that consumers do not have 

a strong opinion on whether they come across many foreign product advertisement or not, it may 

also indicate of consumers’ unwillingness to read newspapers in the first place, if it is found that 

they prefer to consume the news through other medium such as television, radio, or news apps for 

smart phones. Notable undecidedness could also be due to the fact that while foreign advertisement 

has become more prominent in China through globalization (Branstetter & Lardy, 2006), 

recognizing a product’s origin may not be an easy task. Strong brand recognition and value added 

positioning of local brands have posed a serious threat for foreign rivals. This has led foreign brands 

to adapt to the Chinese markets by giving foreign brands local brand names. For instance, 

Whirlpool washing machines are sold in China under the Chinese brand Kelon, and Maytag is using 

its Chinese partner’s name, Rongshida (Zhou & Hui, 2003). At the same time local brands are 

striving to adapt to global marketing approach and are using Western appeals in advertising (Cheng, 

1997; Cheng & Schweitzer, 1996; Tse, Belk, & Zhou, 1989; Ye, 2003 cited in Zhou & Belk, 2004). 

This might result in consumers’ uncertainty of products’ place of origin, but it also may provide 

marketing managers a way to position their products in the most fitting way if they know what 

consumers essentially value. 

 

7.4 Foreign brand origin image in China 
 

Chinese consumers were investigated in terms of their evaluation towards Nordic furniture products 

in order to understand how the Nordic brand origin image is perceived among consumers. The 

empirical data showed that there is generally a high tendency towards positive Nordic product 
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evaluation. Statistically significant differences were found within different education groups. A 

general tendency in the data analysis (Figure 10) shows that in terms of education, higher degree 

attainment indicates a higher product evaluation. An exception are those respondents who have only 

finished high school or have an education below that, since they also demonstrated highly positive 

Nordic product evaluation. It should be noted that since survey was mostly distributed among MBA 

students, highly educated respondents were over represented in the sample compared to those with 

lower level of education. Consequently, respondents belonging to the low education group formed a 

small part of the survey sample, which reflects some aberration in the results.   

 

Due to the highly positive Nordic product evaluation, goods originating from the Nordic countries 

seem to hold a favourable position in Chinese consumers’ minds. Brand origin image is developed 

through marketing communications, which influences consumers in buying situations (Thakor & 

Kohli, 1996). Since Nordic countries have their own regional attributes (Roncha, 2008), and which 

were found to be positive, the area and products originating from this region could be seen as 

differentiating factors separating Nordic products from other competing goods. This notion further 

suggests that brand origin image could be used as a marketing tool. The finding is consistent with 

Van Ittersum et al.’s (2003) idea of using regions as a way to create a branding strategy.  

 

As mentioned in the literature review, there are two ways in which consumers can use brand origin 

information. The first way is used when consumers’ do not have personal experience in using the 

products from a particular origin, and in this case the brand origins’ attributes are used as cues. The 

second way relies on consumers’ existing perception of products from that particular origin, and 

therefore the product’s attributes are regarded as cues indicating the quality of other products from 

similar origin (Chlivickas & Smaliukiene, 2009; Lala et al., 2008; Martin & Eroglu, 1993). The 

findings of this study support the theory of two-way processing of brand perception, as it was found 

that Chinese consumers hold positive foreign brand attitudes despite their level of income. 

Particularly in transitional economies such as China, not all consumers can afford or have 

experience in purchasing foreign products. Therefore consumers rely on cues that the brand 

presents (Reardon et al., 2005). Moreover, as it is likely that less affluent consumers lack 

experience in using foreign products, they have to use another route to generate product 

perceptions. Chinese consumers who have experience in using Nordic products are expected to use 

their subjective knowledge in evaluating the attributes of other Nordic products – even in different 
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product categories. Correspondingly those consumers who have not purchased Nordic products 

before, may base their evaluation on what they think that people from the Nordic countries are like, 

or on what kind of technical advancement is related to the Nordic countries. This finding brings 

forth how positive brand and place of origin cues can be beneficial in the foreign product evaluation 

process. 

 

Although in this research consumer attitudes were studied through perception of Nordic products’ 

cognitive attributes, there should be criticism in terms of postulating that not all respondents’ in fact 

have experience with using Nordic products, and particularly Nordic furniture products. It also 

cannot be expected that many high income consumers in China have direct experience with Nordic 

products. Moreover, it should be pointed out that it cannot be defined in this context which route 

consumers’ use when making foreign product evaluations. Nevertheless, the presence of strong 

positive cognitive attitudes among different demographic groups supports the fact that consumers 

are able to make a product judgement even without necessarily having direct experience with the 

product category. 

 

7.5 Research limitations 

!
Like with any research undertaken, there are certain limitations to this study. The first limitation has 

to do with the research sample, as the questionnaire was mainly distributed among MBA students 

and young professionals in Guangzhou and Shanghai. Some researchers state that using a student 

sample may decrease the external validity of the survey due to a homogeneous sample (Sears, 1986 

cited in Reis & Judd, 2000). Although the sample of this research did not consist solely of MBA 

students, the homogeneity can for instance be seen in the level of education and age in the research 

sample, as most of the respondents were quite well educated and young. Homogeneity and higher 

socioeconomic background of the sample therefore set limitations to the generalizability of the 

results to a larger population. 

 

Secondly, since in this research the study focused on Chinese urbanites, the results and findings are 

only generalizable within China and within this consumer group. With respect to the limitations of 

this research, the findings may only be generalised to the product category that was assessed in this 

study. Even though the results are likely to be similar across durable product categories, findings 
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may be different especially in non-durable product categories. Moreover, products originating from 

different countries are likely to be evaluated differently. Therefore the findings’ generalizability is 

limited to the particular product category of furniture and products’ place of origin that were used in 

this research.  

 

Thirdly, the method of data collection has some limitations to it. Due to the non-random nature of 

the sample, the external validity of the results is challenged. A snowball sampling was partially 

used in the research, and it has been noted by some researchers that this data collection technique 

may lead to problems of bias. This is due to respondents identifying other potential respondents, 

which can lead to a homogenous sample (Lee, 2000 cited in Saunders et al., 2016). In addition, 

according to Reis and Judd (2000) snowball sampling also violates the assumption of independence 

of observations, which further challenges the analysis process. The strength of using the snowball 

sampling is however in the likelihood that the sample has the desired characteristics (Saunders et 

al., 2016), which in this case refers to the sample consisting of Chinese urbanites.  

 

Lastly, it has been recognized by some researchers that using Likert scales may pose some 

limitations for research. This is due to the fact that Likert scales may be subject to bias from several 

sources. Firstly, it has been found that the Likert scale can sometimes be linked to central tendency 

bias, suggesting that respondents avoid using extreme responses. Secondly, respondents may try to 

present themselves in a more favourable light, which leads to social desirability bias. Finally, 

respondents may be subject to acquiescence bias. This means that respondents tend to agree with 

the statements as they are presented, regardless of their content (Dimitrov, 2012). While 

acquiescence bias can be controlled to some extent by including negative phrasing in questionnaire 

items, central tendency and social desirability bias are more problematic to avoid (Weisberg, 2010). 
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Chapter 8. Conclusions 
 

The overall aim of this thesis was to understand how ethnocentric or cosmopolitan urban Chinese 

consumers are, and how this is related to consumers’ image of Nordic products and their 

willingness to buy them. This was initiated through literature review and background information 

about China’s globalization and its impact on Chinese consumer environment. Empirical data was 

gathered and analysed to reflect the thesis hypothesis and to provide a coherent understanding of the 

topics under scrutiny. In this chapter I will present academic and managerial implications drawn 

from the discussion and the findings. Potential challenges and possibilities for Nordic companies 

targeting the Chinese market will be laid out. Finally, suggestions for future research are presented 

in terms of what still remains undiscovered in the field of this research. 

 

8.1 Academic implications 
 

To this date, only limited research of Chinese consumer ethnocentrism has been carried out despite 

the importance of the huge consumer markets within China. Most of the consumer ethnocentrism 

research has focused on developed countries, and many researchers have acknowledged the need 

for more research in developing countries, and some have brought forth the need for research 

especially in China (Bi et al., 2012; Kaynak & Kara, 2002). The research on cosmopolitanism is 

scarce (Cleveland et al., 2011) and even less such research has been conducted on Chinese 

consumers’ cosmopolitan tendencies. This study contributes to the knowledge gap in current 

consumer ethnocentrism and cosmopolitanism literature in a developing country.  

 

This research is one of the few existing studies where Chinese consumers have been investigated in 

terms of their cosmopolitan tendencies. By providing supporting knowledge of the cosmopolitanism 

construct in relation to prior studies and confirming the relationship between cosmopolitanism and 

product evaluation, this study contributes to the generalizability of the existing research. The results 

of this study showed that Chinese consumer ethnocentrism is negatively related to consumers’ 

willingness to buy Nordic products, while cosmopolitanism is positively related to foreign product 

evaluation. Since the results showed the lack of statistically significant correlation between 
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ethnocentrism and Nordic product evaluation, the results indicate that ethnocentrism does not 

impact consumers’ individual preferences negatively when it comes to foreign product judgement. 

In previous studies consumer ethnocentrism has been linked to negative foreign product evaluation, 

leading this finding to shed new light on understanding ethnocentric consumers’ decision making 

when it comes to foreign products. Consequently, the finding of positive correlation between 

cosmopolitanism and foreign product evaluation is in line with prior studies, and indicates that 

Chinese consumers have a positive image of Nordic products. However, there was not found a 

direct positive relationship between cosmopolitanism and willingness to buy. The findings of this 

study hence contribute to understanding the relationship between cosmopolitanism, favourable 

foreign product judgement and finally, intention to buy foreign products. 

 

Another academic implication of this research has to do with the fact that it provides novel 

understanding on how Nordic brands are perceived in an oriental country. As mentioned in the 

literature review chapter, most previous research has approached brand origins from a perspective 

of single countries (Godey et al., 2012; Koubaa, 2008; Insch & McBride, 2004; Li et al., 2012) 

instead of regions, and only very few have regarded the Nordic countries as a brand origin region 

(Roncha, 2008; Therkelsen & Gram, 2010). However, no other scholars as far as I know have 

investigated the Nordic brand origin image among Chinese consumers. This notion is relevant, 

because the Chinese demonstrate strong cosmopolitan tendencies as well as positive attitudes 

towards foreign products and brands. This study thus provides new insight on how Nordic products 

are perceived in a developing country, and in an arguably different consumer environment. 

 

Lastly, due to the novelty of the revised CE scale by Sharma (2015), the scale is yet to be embedded 

as part of the current consumer ethnocentrism studies. According to my knowledge no other studies 

have yet used this scale to assess consumers’ ethnocentric tendencies. It is shown in this study that 

the revised CE scale is applicable in China, and the research in question supports the 

multidimensional construction of the scale. The scale’s psychometric properties, such as 

dimensionality and reliability were tested and found appropriate. Factor analysis testing supported 

the scale’s multidimensionality with three separate components induced from the analysis. Hence 

the overall statistical analysis and findings of the new CE scale’s attributes support its use in a 

developing country context.  
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8.2 Managerial implications 

!
The findings of this study offer some considerable managerial implications for both international 

and local marketing managers. These implications are particularly revelatory for Nordic companies 

who wish to do business in China, and are implementing a marketing strategy to take place in a 

new, oriental environment. In addition, they also provide insights for local marketers on how to take 

varieties in consumer traits into consideration, and put them into use in marketing activities. 

 

Based on the findings of this research, Chinese consumers tend to have significantly positive 

reactions towards Nordic products and brands. The findings therefore suggest that marketers could 

benefit from using a place of origin indication when advertising on the Chinese markets. The 

Nordic countries constitute a unique region that has its own special attributes. Due to the positive 

evaluation of Nordic products and the uniqueness of the Nordics as a region, marketing managers 

should strive to create a positive and distinguishable identity for Nordic brands. This should be 

executed through consistent communication and advertising messages that underpin the product’s 

image to be concordant with the region of origin. This is due to the fact that the match between the 

product and the region is necessary for the success of products generating from a region (Van 

Ittersum et al., 2003), rather than a single country. In the furniture category, marketers could exploit 

the attributes that were perceived most favourably by Chinese consumers. In practise, this means 

using the quality of production, skilful workmanship, and clever use of colour and design as main 

characteristics in advertising (see Appendix D). A unique identity linked to products can bring 

added value to consumers (Van Ittersum et al., 2003). Furthermore, it can function as a 

differentiating factor that sets Nordic products apart from other competing foreign brands. Since 

most consumers have associations with regions already in mind (ibid), Nordic marketers could 

provide an image for their products by exploiting the existing associations that consumer have with 

Nordic countries. This is especially important for managers who are introducing new products on 

the markets.  

 

Despite the suggested potential of the Chinese market, there exist certain challenges that marketers 

have to overcome in order to be successful in China. The most challenging aspect in doing business 

in China may have to do with the lack of awareness when it comes to Nordic products and Nordic 

countries in general. This is the case especially in developing economies like China, where it is 
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unlikely that many consumers have direct experience with foreign products. Consumers who do not 

have information about a product are motivated to process arguments in advertisements for 

information (Reardon et al., 2005). The advertising messages should therefore focus on transmitting 

cognitive attributes of a product instead of emotion-based messages. When the level of consumers’ 

information is low, affective messages do not contain factual information and are thus less likely to 

be influential (ibid). Therefore, it is important that marketers convey messages through 

rationalizations that consumers perceive to be authentic and believable. This includes providing 

advertising messages that specifically address the quality, design, or benefits of using the product, 

for example. 

 

Alternatively, marketers can provide another type of information for consumers through advertising 

messages. The information transferred to consumers can either concern the product attributes or the 

unique attributes of the Nordic countries. This perception is in accordance with the theory of the 

summary construct and the halo effect (Lala et al., 2008; Martin & Eroglu, 1993). If the level of 

knowledge regarding the Nordic countries is low, consumers cannot make assumption of the quality 

and attributes of Nordic products by using country cues. On the other hand, in situations when 

consumers have information about the Nordics in general, they can exploit this knowledge and 

process it in generating an image of Nordic products. Therefore marketers should focus on 

transmitting cognitive advertising messages of the Nordics to develop a positive attitude of the 

Nordic region. Marketers should specifically state why this region is able to produce good products 

as it may have a positive effect on product judgement. Consequently, as the image of the Nordic 

countries was found to be favourable, bringing up the region in advertising messages may be useful 

as it functions as a link to product evaluation. 

 

Marketers may also benefit from adjusting their advertising messages accordingly with local 

consumer environment. This is due to the fact that messages that have been adapted to the Chinese 

environment are generally perceived favourably (Zhou & Belk, 2004). Particularly for more 

ethnocentric consumers implementing local attributes may generate more positive attitudes towards 

the brand. These include products that are targeted for low income groups or merely for men, who 

showed to possess the most ethnocentric tendencies among the respondents.  
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Lastly, since having preconceived attitudes saves consumers’ energy and facilitates their thinking 

process, they can be extremely challenging to change (Kotler & Keller, 2012). Therefore, marketers 

should strive to fit their products in ways that are consistent with Chinese consumers’ existing 

attitudes, instead of trying to change them. In this way marketers are in the process of providing 

consumers what they want in the best possible way. However, if attitudes are too negative, 

marketers need to take necessary steps and aspire to generate more positive attitudes (ibid). In the 

context of the present study, it is advised for marketers to make use of the favourable attitudes 

referring to cosmopolitan tendencies, by also taking into consideration the variation that might exist 

in different product categories depending on the target consumer segment.  

 

8.3 Suggestions for future research 
 

As stated in the discussion, the scope of this research is limited in terms of the data collection 

methodology and the focus on only one particular product category. Therefore, it would be 

interesting to conduct a similar study in a larger scale and overcome the research limitations by 

using a larger sample that better represents the national population. The use of a larger sample size 

and including various product categories should be conducted in order to draw research findings 

that are more generalizable to the whole population of China. Particularly including low and high 

involvement products would be interesting to explore, and how consumer judgement and 

willingness to buy differ when it comes to products with different involvements. More research is 

also needed in order to fully understand which factors impact consumers’ perception of the Nordic 

countries and Nordic products, and whether the positive attitudes can be linked to other 

geographical areas. Studying developed and developing regions would provide interesting insight 

on consumers’ behavioural attributes with respect to different places of origin. Future consumer 

ethnocentrism research should also conduct studies by using the revised CE scale. Despite the 

applicability found in this study, more research is needed in order to thoroughly evaluate the scale’s 

validity and reliability. Lastly, it would be interesting to conduct a longitudinal study that would 

reflect how external changes in the global environment affect Chinese consumers’ ethnocentric and 

cosmopolitan tendencies. This would help marketers to better recognize the potential challenges and 

opportunities posed by shifts in national and international contexts. 
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8.4 Concluding remarks 
 

To conclude with, this thesis was set out to investigate the initial research question by answering 

three sub questions. Based on the empirical results, it was found that urban Chinese consumers have 

a significant and positive perception of Nordic furniture products. This was found to positively 

correlate with consumers’ willing to purchase Nordic products, which also was notably positive. 

Moreover, the findings indicated that urban Chinese consumers express strong cosmopolitan 

tendencies while demonstrating low levels of ethnocentrism. These two traits did not however 

correlate with each other, suggesting that certain aspects of ethnocentrism and cosmopolitanism 

may exist concurrently. Cosmopolitanism was also found to be a statistically significant predictor of 

consumers’ evaluation towards Nordic products. Conversely, consumer ethnocentrism was found to 

negatively predict consumers’ willingness to buy Nordic products.  

 

These findings suggest that both consumer ethnocentric and cosmopolitan tendencies are important 

factors influencing urban Chinese consumers’ attitudes when it comes to foreign products and 

behavioural intention towards buying them. The positive disposition hence indicates that using the 

Nordic brand origin image in marketing would be an asset for foreign companies. The uniqueness 

and specific attributes of the Nordics may bring added value to consumers, if Nordic products are 

considered as status symbols among urban Chinese consumers. All things considered, this research 

suggests Nordic companies to take advantage of Chinese consumers’ strong cosmopolitan 

tendencies, while taking into consideration the potential challenges posed by the lack of awareness 

of Nordic products and the region. Creating a differentiated brand origin image for Nordic products 

and communicating it through consistent advertising messages may well be the key to achieve a 

valuable position among Chinese consumers as well as a multitude of global competitors. 
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Appendix B – Questionnaire in English 
 
 
Thank you for agreeing to take part in this survey. This survey will be gaining your thoughts and 
opinions about products in China and in the Nordic countries, which include Sweden, Finland, 
Denmark, Norway and Iceland. The survey results will be used in my Master's thesis, and all 
answers will be anonymous and kept in confidentiality. Please click 'start' to begin. 
 
 
Gender 

• Male 
• Female 

 
Age 

• Under 20 
• 20-29 
• 30-39 
• 40-49 
• 50-59 
• Over 59 

 
Household type 

• Single-person household 
• Couple with children 
• Couple, no children 
• Single-parent family 
• Single-person living with parents 
• Couple living with parents 
• Multi-generational family (grandparents, parents and children) 
• Other 

 
Income 
What category best describes your annual household income? 
 

• Less than RMB 30,000 
• RMB 30,000 – 69,999 
• RMB 70,000 – 109,999 
• RMB 110,000 – 149,999 
• RMB 150,000 – 189,999 
• RMB 190,000 – 229,999 
• RMB 230,000 or more 
• Rather not say 
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Education 
The highest degree or level of school you have completed. If currently enrolled, highest degree 
received 
 

• Less than high school 
• High school 
• Vocational/trade school 
• 4-year college degree 
• Master’s degree 
• Doctoral degree 

 
 
1. I love the products and services from China 
 
2. I am proud of the products and services from China 
 
3. I admire the products and services from China 
 
4. I feel attached to the products and services from China 
 
5. I hate the products and services from foreign countries 
 
6. No matter if they come from the East or in the West in China, the products and services from 
China are the best 
 
7. Products from China are examples of best workmanship 
 
8. Service providers from China have the best work attitudes 
 
9. Products and services from foreign countries are not as good as those from China 
 
10. China has the hardest working people in manufacturing industry 
 
11. For me, it’s always the products from China first, last and foremost 
 
12. If I have a choice, I would prefer buying products and services from China 
 
13. I prefer being served by service providers from China 
 
14. As far as possible, I avoid buying products and services from foreign countries 
 
15. I often refuse to buy a product or service because it is from a foreign country 
 
16. I like to learn about other ways of life 
 
17. I enjoy being with people from other countries to learn about their views and approaches 
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18. I like to observe people of other cultures, to see what I can learn from them 
 
19. I enjoy exchanging ideas with people from other cultures or countries 
 
20. I am interested in learning more about people who live in other countries 
 
21. When I read a newspaper, I come across many advertisements for foreign products 
 
22. I like reading magazines about the fashion, decor, and trends in other countries 
 
23. Furniture made in the Nordic countries are carefully produced and have fine workmanship.  
 
24. Furniture made in the Nordic countries are generally of a lower quality than similar products 
available from other countries 
 
25. Furniture made in the Nordic countries usually show a very clever use of color and design 
 
26. Furniture made in the Nordic countries are usually quite reliable and seem to last the desired 
length of time 
 
27. Furniture made in the Nordic countries are usually a good value for the money 
 
28. I would feel guilty if I bought a Nordic-made furniture, because it puts Chinese out of jobs 
 
29. I would never buy Nordic-made furniture 
 
30. Whenever possible, I avoid buying Nordic-made furniture 
 
31. I don’t like the idea of owning Nordic-made furniture 
 
32. If two furniture items were equal in quality, but one was from the Nordic countries and one was 
from China, I would pay 10% more for the product from China 
 
33. When buying products, I generally purchase those brands that I think my friends and family will 
approve 
 
34. I achieve a sense of belonging by purchasing the same products and brands that friends or 
family purchase 
!
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Appendix C – Back translated questionnaire 
!
Thank you for your participation in this survey. In this survey we would like to understand your 
opinions on domestic Chinese and Northern European (including Sweden, Finland, Denmark, 
Norway, and Iceland). The results of the survey will be used in my master’s thesis. The survey is 
anonymous and its contents private. Please press start to begin. 
 
Sex 
 

• Male 
• Female 

 
Age 
 

• Under 20 
• 20-29 
• 30-39 
• 40-49 
• 50-59 
• Over 59 

 

Family Structure 
 

• Single, living alone 
• Married, with children 
• Married, without children 
• Single parent home 
• Single, living with parents 
• Married, living with parents 
• Living with extended family, including grandparents, parents, and children 
• Other 

 
Income 
What is your annual household income? 
 

• Below 30,000 RMB 
• 30,000 – 69,999 RMB 
• 70,000 – 149,999 RMB 
• 110,000 – 189,999 RMB 
• 190,000 – 229,999 RMB 
• More than 230,000 RMB 
• Prefer not to answer 
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Educational Background 
Please answer with your highest attained educational level. If you are still studying, please choose 
the highest level you have already completed 
 

• Below high school 
• High School 
• Vocational School 
• Undergraduate University 
• Masters University 
• Doctorate University 

 

 
1. I like domestic (Chinese) products and services 

 
2. I feel proud of domestic products and services 

 
3. I admire and compliment domestic products and services 

 
4. I am reluctant to stop using domestic products and services 

 
5. I loathe foreign products and services 

 
6. Whether it comes from the east or the west, domestic products and services are the best 

 
7. Domestic products’ craftsmanship is among the best 

 
8. Domestic service providers have the best work attitudes 

 
9. Foreign products and services don’t compare to domestic 

 
10. Domestic manufacturing workers are the hardest working 

 
11. In my opinion, domestic products are the best and longest-lasting 

 
12. If I had a choice, I would tend to purchase domestic products and services 

 
13. I’m more willing to accept domestic service  

 
14. As much as possible, I try to avoid buying foreign products and services 

 
15. I will frequently refuse to purchase or use a product or service because it is foreign 

 
16. I’m willing to understand other lifestyles 

 
17. I enjoy interacting with people from other countries, and understanding their opinions and 

thoughts 
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18. I like to observe people from different backgrounds, and seeing what I can learn from them 

 
19. I enjoy sharing opinions with people from different countries and backgrounds 

 
20. I would like to better understand people who live in foreign countries 

 
21. When I read the newspaper, I see many advertisements for foreign brands 

 
22. I like reading magazines about foreign pop culture, fashion, and attitudes 

 
23. Northern European furniture is meticulously made, and has good craftsmanship 

 
24. Northern European furniture is normally a little worse than that from other countries 

 
25. Northern European furniture has great aesthetic design 

 
26. Northern European furniture is normally trustworthy and seems like it could be used for a 

long time 
 

27. Northern European furniture is normally worth the money 
 

28. If I buy Northern European furniture I’ll feel guilty, since this would cause some Chinese to 
lose work 
 

29. I will never buy Northern European furniture 
 

30. If at all possible, I will avoid buying northern European furniture 
 

31. I don’t like to own Northern European furniture 
 

32. If two pieces of furniture are of the same quality, but one is Northern European and the 
other domestic, I would be willing to pay 10% as much for the domestic piece 
 

33. When making a purchase, I will frequently buy the brands I think my friends and family will 
be satisfied with 
 

34. When I buy the same products as my friends and family, I feel like I belong 
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Appendix D – Descriptive questionnaire response data 
!
 

Gender 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Male 34 31,5 31,5 31,5 
Female 74 68,5 68,5 100,0 

 
 
 

Total 108 100,0 100,0  
 
 
 

Age 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Under 20 16 14,8 14,8 14,8 
20-29 68 63,0 63,0 77,8 
30-39 21 19,4 19,4 97,2 
40-49 2 1,9 1,9 99,1 
50-59 1 ,9 ,9 100,0 

 

Total 108 100,0 100,0  

 

 
 

Household type 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Single-person household 40 37,0 37,0 37,0 
Couple with children 12 11,1 11,1 48,1 
Couple, no children 8 7,4 7,4 55,6 
Single-parent family 1 ,9 ,9 56,5 
Single-person living with 
parents 

35 32,4 32,4 88,9 

Multi-generational family  2 1,9 1,9 90,7 
Other 10 9,3 9,3 100,0 

 

Total 108 100,0 100,0  

 
 



! 100!

Annual household income 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Less than RMB 30,000 18 16,7 16,7 16,7 
RMB 30,000 – 69,999 12 11,1 11,1 27,8 
RMB 70,000 – 109,999 15 13,9 13,9 41,7 
RMB 110,000 – 149,999 22 20,4 20,4 62,0 
RMB 150,000 – 189,999 9 8,3 8,3 70,4 
RMB 190,000 – 229,999 6 5,6 5,6 75,9 
RMB 230,000 or more 12 11,1 11,1 87,0 
Rather not say 14 13,0 13,0 100,0 

 

Total 108 100,0 100,0  

 

 
 

Highest obtained degree 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Less than high school 1 ,9 ,9 ,9 
High school 22 20,4 20,4 21,3 
Vocational/trade school 2 1,9 1,9 23,1 
4-year college degree 58 53,7 53,7 76,9 
Master’s degree 25 23,1 23,1 100,0 

 

Total 108 100,0 100,0  
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1. I love the products and services from China   
    Frequency Percent 
Strongly disagree  4  3,7 
Disagree   6  5,6 
Disagree somewhat  23  21,3 
Undecided   31  28,7 
Agree somewhat  32  29,6 
Agree    8  7,4 
Strongly agree   4  3,7 
Total    108  100 
 
2. I am proud of the products and services from China   
    Frequency Percent 
Strongly disagree  6  5,6 
Disagree   7  6,5 
Disagree somewhat  30  27,8 
Undecided   21  19,4 
Agree somewhat  33  30,6 
Agree    9  8,3 
Strongly agree   2  1,9 
Total    108  100 
 
3. I admire the products and services from China   
    Frequency Percent 
Strongly disagree  4  3,7 
Disagree   1  0,9 
Disagree somewhat  24  22,2 
Undecided   26  24,1 
Agree somewhat  36  33,3 
Agree    12  11,1 
Strongly agree   5  4,6 
Total    108  100 
 
4. I feel attached to the products and services from China   
    Frequency Percent 
Strongly disagree  4  3,7 
Disagree   7  6,5 
Disagree somewhat  26  24,1 
Undecided   32  29,6 
Agree somewhat  26  24,1 
Agree    10  9,3 
Strongly agree   3  2,8 
Total    108  100 
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5. I hate the products and services from foreign countries   
    Frequency Percent 
Strongly disagree  15  13,9 
Disagree   34  31,5 
Disagree somewhat  26  24,1 
Undecided   21  19,4 
Agree somewhat  8  7,4 
Agree    3  2,8 
Strongly agree   1  0,9 
Total    108  100 
 
6. No matter if they come from the East or in the West in China, the products and services 
from China are the best   
    Frequency Percent 
Strongly disagree  22  20,4 
Disagree   25  23,1 
Disagree somewhat  38  35,2 
Undecided   15  13,9 
Agree somewhat  5  4,6 
Agree    2  1,9 
Strongly agree   1  0,9 
Total    108  100 
 
7. Products from China are examples of best workmanship   
    Frequency Percent 
Strongly disagree  10  9,3 
Disagree   20  18,5 
Disagree somewhat  37  34,3 
Undecided   11  10,2 
Agree somewhat  16  14,8 
Agree    12  11,1 
Strongly agree   2  1,9 
Total    108  100 
 
8. Service providers from China have the best work attitudes   
    Frequency Percent 
Strongly disagree  15  13,9 
Disagree   24  22,2 
Disagree somewhat  43  39,8 
Undecided   14  13 
Agree somewhat  8  7,4 
Agree    3  2,8 
Strongly agree   1  0,9 
Total    108  100 
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9. Products and services from foreign countries are not as good as those from China   
    Frequency Percent 
Strongly disagree  14  13 
Disagree   22  20,4 
Disagree somewhat  48  44,4 
Undecided   18  16,7 
Agree somewhat  5  4,6 
Strongly agree   1  0,9 
Total    108  100 
 
10. China has the hardest working people in manufacturing industry   
    Frequency Percent 
Strongly disagree  4  3,7 
Disagree   2  1,9 
Disagree somewhat  11  10,2 
Undecided   8  7,4 
Agree somewhat  31  28,7 
Agree    34  31,5 
Strongly agree   18  16,7 
Total    108  100 
 
11. For me, it’s always the products from China first, last and foremost   
    Frequency Percent 
Strongly disagree  10  9,3 
Disagree   10  9,3 
Disagree somewhat  33  30,6 
Undecided   27  25 
Agree somewhat  20  18,5 
Agree    6  5,6 
Strongly agree   2  1,9 
Total    108  100 
 
12. If I have a choice, I would prefer buying products and services from China   
    Frequency Percent 
Strongly disagree  7  6,5 
Disagree   14  13 
Disagree somewhat  37  34,3 
Undecided   19  17,6 
Agree somewhat  18  16,7 
Agree    10  9,3 
Strongly agree   3  2,8 
Total    108  100 
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13. I prefer being served by service providers from China   
    Frequency Percent 
Strongly disagree  7  6,5 
Disagree   8  7,4 
Disagree somewhat  32  29,6 
Undecided   31  28,7 
Agree somewhat  22  20,4 
Agree    6  5,6 
Strongly agree   2  1,9 
Total    108  100 
 
14. As far as possible, I avoid buying products and services from foreign countries   
    Frequency Percent 
Strongly disagree  20  18,5 
Disagree   32  29,6 
Disagree somewhat  29  26,9 
Undecided   17  15,7 
Agree somewhat  5  4,6 
Agree    3  2,8 
Strongly agree   2  1,9 
Total    108  100 
 
15. I often refuse to buy a product or service because it is from a foreign country   
    Frequency Percent 
Strongly disagree  33  30,6 
Disagree   35  32,4 
Disagree somewhat  27  25 
Undecided   11  10,2 
Strongly agree   2  1,9 
Total    108  100 
 
16. I like to learn about other ways of life   
    Frequency Percent 
Strongly disagree  1  0,9 
Disagree   2  1,9 
Disagree somewhat  1  0,9 
Undecided   3  2,8 
Agree somewhat  23  21,3 
Agree    47  43,5 
Strongly agree   31  28,7 
Total    108  100 
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17. I enjoy being with people from other countries to learn about their views and approaches
    Frequency Percent 
Strongly disagree  1  0,9 
Disagree somewhat  1  0,9 
Undecided   4  3,7 
Agree somewhat  23  21,3 
Agree    40  37 
Strongly agree   39  36,1 
Total    108  100 
 
18. I like to observe people of other cultures, to see what I can learn from them   
    Frequency Percent 
Strongly disagree  1  0,9 
Undecided   2  1,9 
Agree somewhat  22  20,4 
Agree    40  37 
Strongly agree   43  39,8 
Total    108  100 
 
19. I enjoy exchanging ideas with people from other cultures or countries   
    Frequency Percent 
Strongly disagree  1  0,9 
Disagree somewhat  1  0,9 
Undecided   3  2,8 
Agree somewhat  27  25 
Agree    36  33,3 
Strongly agree   40  37 
Total    108  100 
 
20. I am interested in learning more about people who live in other countries   
    Frequency Percent 
Strongly disagree  1  0,9 
Undecided   4  3,7 
Agree somewhat  25  23,1 
Agree    38  35,2 
Strongly agree   40  37 
Total    108  100 
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21. When I read a newspaper, I come across many advertisements for foreign products 
    Frequency Percent 
Strongly disagree  2  1,9 
Disagree   6  5,6 
Disagree somewhat  16  14,8 
Undecided   27  25 
Agree somewhat  23  21,3 
Agree    19  17,6 
Strongly agree   15  13,9 
Total    108  100 
 
22. I like reading magazines about the fashion, decor, and trends in other countries   
    Frequency Percent 
Strongly disagree  2  1,9 
Disagree   6  5,6 
Disagree somewhat  21  19,4 
Undecided   19  17,6 
Agree somewhat  22  20,4 
Agree    20  18,5 
Strongly agree   18  16,7 
Total    108  100 
 
23. Furniture made in the Nordic countries are carefully produced and have fine 
workmanship   
    Frequency Percent 
Disagree   1  0,9 
Disagree somewhat  2  1,9 
Undecided   13  12 
Agree somewhat  26  24,1 
Agree    42  38,9 
Strongly agree   24  22,2 
Total    108  100 
 
24. Furniture made in the Nordic countries are generally of a lower quality than similar 
products available from other countries   
    Frequency Percent 
Strongly disagree  9  8,3 
Disagree   24  22,2 
Disagree somewhat  40  37 
Undecided   24  22,2 
Agree somewhat  9  8,3 
Agree    1  0,9 
Strongly agree   1  0,9 
Total    108  10 
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25. Furniture made in the Nordic countries usually show a very clever use of color and design
    Frequency Percent 
Disagree   1  0,9 
Undecided   15  13,9 
Agree somewhat  33  30,6 
Agree    30  27,8 
Strongly agree   29  26,9 
Total    108  100 
 
26. Furniture made in the Nordic countries are usually quite reliable and seem to last the 
desired length of time   
    Frequency Percent 
Disagree   2  1,9 
Disagree somewhat  5  4,6 
Undecided   24  22,2 
Agree somewhat  33  30,6 
Agree    28  25,9 
Strongly agree   16  14,8 
Total    108  100 
 
27. Furniture made in the Nordic countries are usually a good value for the money   
    Frequency Percent 
Disagree   2  1,9 
Disagree somewhat  5  4,6 
Undecided   24  22,2 
Agree somewhat  42  38,9 
Agree    21  19,4 
Strongly agree   14  13 
Total    108  100 
 
28. I would feel guilty if I bought a Nordic-made furniture, because it puts Chinese out of jobs
   
    Frequency Percent 
Strongly disagree  15  13,9 
Disagree   16  14,8 
Disagree somewhat  27  25 
Undecided   42  38,9 
Agree somewhat  4  3,7 
Agree    3  2,8 
Strongly agree   1  0,9 
Total    108  100 
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29. I would never buy Nordic-made furniture 
    Frequency Percent 
Strongly disagree  52  48,1 
Disagree   26  24,1 
Disagree somewhat  16  14,8 
Undecided   13  12 
Strongly agree   1  0,9 
Total    108  100 
 
30. Whenever possible, I avoid buying Nordic-made furniture 
    Frequency Percent 
Strongly disagree  42 38,9 
Disagree   31 28,7 
Disagree somewhat  15 13,9 
Undecided   17 15,7 
Agree    2 1,9 
Strongly agree   1 0,9 
Total    108 100 
 
31. I don’t like the idea of owning Nordic-made furniture 
    Frequency Percent 
Strongly disagree  42  38,9 
Disagree   31  28,7 
Disagree somewhat  16  14,8 
Undecided   17  15,7 
Agree    1  0,9 
Strongly agree   1  0,9 
Total    108  100 
 
32. If two furniture items were equal in quality, but one was from the Nordic countries and 
one was from China, I would pay 10% more for the product from China   
    Frequency Percent 
Strongly disagree  28  25,9 
Disagree   30  27,8 
Disagree somewhat  22  20,4 
Undecided   16  14,8 
Agree somewhat  6  5,6 
Agree    2  1,9 
Strongly agree   4  3,7 
Total    108  100 
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33. When buying products, I generally purchase those brands that I think my friends and 
family will approve   
    Frequency Percent 
Strongly disagree  3  2,8 
Disagree   2  1,9 
Disagree somewhat  1  0,9 
Undecided   20  18,5 
Agree somewhat  39  36,1 
Agree    26  24,1 
Strongly agree   17  15,7 
Total    108  100 
 
34. I achieve a sense of belonging by purchasing the same products and brands that friends or 
family purchase   
    Frequency Percent 
Strongly disagree  8  7,4 
Disagree   7  6,5 
Disagree somewhat  5  4,6 
Undecided   39  36,1 
Agree somewhat  29  26,9 
Agree    12  11,1 
Strongly agree   8  7,4 
Total    108  100 
 

 

 

Appendix E – Scale reliability test results 
!
Croncah’s alpha test 
 

 
 CE COS Product 

evaluation 
Willingness 

to buy SNI 

Cronbach’s 
Alpha 0.900 0.896 0.822 0.812 0.695 

Number of 
items 15 5 5 5 2 
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Appendix F – Variable correlation results 
 

Pearson correlation test results between consumer ethnocentrism and cosmopolitanism 

 

 Cosmopolitanism Ethnocentrism 
Pearson 
Correlation 

1 -,128 

Sig. (1-tailed)  ,093 

Cosmopolitanism 

N 108 108 
Pearson 
Correlation 

-,128 1 

Sig. (1-tailed) ,093  

Ethnocentrism 

N 108 108 
 

 

Pearson correlation test results between exposure to foreign product advertisements and 
willingness to buy Nordic products and Nordic product evaluation 
 

 

Exposure to 
advertisements 

for foreign 
products 

Willingness to 
buy 

Product 
evaluation 

Pearson 
Correlation 

1 ,257** ,174* 

Sig. (1-tailed)  ,004 ,036 

Exposure to 
advertisements for 
foreign products 

N 108 108 108 
Pearson 
Correlation 

,257** 1 ,381** 

Sig. (1-tailed) ,004  ,000 
Willingness to buy 

N 108 108 108 
Pearson 
Correlation 

,174* ,381** 1 

Sig. (1-tailed) ,036 ,000  
Product evaluation  

N 108 108 108 
**. Correlation is significant at the 0.01 level (1-tailed). 
*. Correlation is significant at the 0.05 level (1-tailed). 
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Pearson correlation test results between self-identification with global consumer culture and 
willingness to buy Nordic products and Nordic product evaluation 
 

 

Self-identification 
with global 

consumer culture 

Willingness 
to buy 

Product 
evaluation 

Pearson Correlation 1 ,156 ,443** 
Sig. (1-tailed)  ,054 ,000 

Self-identification 
with global 
consumer culture N 108 108 108 

Pearson Correlation ,156 1 ,381** 
Sig. (1-tailed) ,054  ,000 Willingness to buy 
N 108 108 108 
Pearson Correlation ,443** ,381** 1 
Sig. (1-tailed) ,000 ,000  Product evaluation 
N 108 108 108 

**. Correlation is significant at the 0.01 level (1-tailed). 
 

 

Pearson correlation test results between susceptibility to normative influence and willingness to 
buy Nordic products  
 

 Susceptibility Willingness to buy 
Pearson Correlation 1 -,176* 

Sig. (2-tailed)  ,068 
Susceptibility to 
normative influence 

N 108 108 
Pearson Correlation -,176* 1 

Sig. (2-tailed) ,068  Willingness to buy 

N 108 108 
*. Correlation is significant at the 0.05 level (1-tailed). 
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Pearson correlation test results between Nordic product evaluation and willingness to buy Nordic 
products 
 

 Product evaluation Willingness to buy 
Pearson Correlation 1 ,381** 

Sig. (1-tailed)  ,000 

Product evaluation 

N 108 108 
Pearson Correlation ,381** 1 

Sig. (1-tailed) ,000  

Willingness to buy 

N 108 108 
**. Correlation is significant at the 0.01 level (1-tailed). 
 

 

Appendix G - Factor analysis test results 
!
!

Total Variance Explained 
Initial Eigenvalues Rotation Sums of Squared Loadings 

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

% 
1 6,531 43,543 43,543 3,499 23,330 23,330 
2 1,524 10,162 53,704 3,071 20,471 43,801 
3 1,116 7,440 61,144 2,602 17,343 61,144 
4 ,954 6,361 67,506    
5 ,870 5,801 73,307    
6 ,650 4,333 77,639    
7 ,605 4,033 81,673    
8 ,509 3,394 85,066    
9 ,430 2,869 87,936    
10 ,400 2,665 90,601    
11 ,380 2,532 93,134    
12 ,327 2,178 95,312    
13 ,303 2,020 97,332    
14 ,234 1,562 98,894    
15 ,166 1,106 100,000    
Extraction Method: Principal Component Analysis. 
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Rotated Component Matrixa 
Component 

 1 2 3 
I love the products and services from China ,453 ,630 ,091 
I am proud of the products and services from China ,533 ,601 ,140 
I admire the products and services from China ,119 ,664 ,116 
I feel attached to the products and services from China ,663 ,438 ,140 
I hate the products and services from foreign countries -,084 ,058 ,741 
No matter if they come from the East or in the West in 
China, the products and services from China are the 
best 

,228 ,432 ,556 

Products from China are examples of best 
workmanship 

,237 ,630 ,179 

Service providers from China have the best work 
attitudes 

,139 ,783 ,200 

Products and services from foreign countries are not as 
good as those from China 

,331 ,430 ,513 

China has the hardest working people in manufacturing 
industry 

,478 ,306 -,055 

For me, it’s always the products from China first, last 
and foremost 

,783 ,138 ,325 

If I have a choice, I would prefer buying products and 
services from China 

,857 ,090 ,220 

I prefer being served by service providers from China ,774 ,370 ,230 
As far as possible, I avoid buying products and services 
from foreign countries 

,264 ,113 ,727 

I often refuse to buy a product or service because it is 
from a foreign country 

,259 ,157 ,781 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 5 iterations. 
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Appendix H – Linear regressions analysis 
 

Multiple linear regression results for two independent variables (cosmopolitanism and ethnocentrism) and one dependent variable 
(product evaluation) 
 

Model Summaryb 

Change Statistics 

Model R R Square 
Adjusted R 

Square 

Std. Error of 

the Estimate 
R Square 

Change 
F Change df1 df2 

Sig. F 

Change 

Durbin-

Watson 

1 ,371a ,138 ,122 ,80736 ,138 8,405 2 105 ,000 2,024 

a. Predictors: (Constant), COS, CE 

b. Dependent Variable: evaluation 

 
 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Regression 10,957 2 5,479 8,405 ,000b 

Residual 68,443 105 ,652   1 

Total 79,400 107    

a. Dependent Variable: evaluation 

b. Predictors: (Constant), COS, CE 
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Coefficientsa 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
Correlations 

Collinearity 

Statistics 
Model 

B Std. Error Beta 

t Sig. 
Zero-

order 
Partial Part Tolerance VIF 

(Constant) 3,726 ,674  5,525 ,000      

CE -,125 ,091 -,125 -1,371 ,173 -,168 -,133 -,124 ,984 1,017 1 

COS ,335 ,092 ,334 3,656 ,000 ,350 ,336 ,331 ,984 1,017 

a. Dependent Variable: evaluation 

 

 
 

Collinearity Diagnosticsa 

Variance Proportions 
Model Dimension Eigenvalue 

Condition 

Index (Constant) CE COS 

1 2,945 1,000 ,00 ,01 ,00 

2 ,046 7,964 ,02 ,77 ,13 1 

3 ,008 18,985 ,98 ,22 ,87 

a. Dependent Variable: evaluation 
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Multiple linear regression results for two independent variables (cosmopolitanism and ethnocentrism) and one dependent variable 
(willingness to buy) 
 

Model Summaryb 

Change Statistics 

Model R R Square 
Adjusted R 

Square 

Std. Error 

of the 

Estimate 
R Square 

Change 
F Change df1 df2 

Sig. F 

Change 

Durbin-

Watson 

1 ,445a ,198 ,183 ,89230 ,198 12,946 2 105 ,000 2,233 

a. Predictors: (Constant), COS, CE 

b. Dependent Variable: willingness 

 

 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Regression 20,616 2 10,308 12,946 ,000b 

Residual 83,601 105 ,796   1 

Total 104,217 107    

a. Dependent Variable: willingness 

b. Predictors: (Constant), COS, CE 
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Coefficientsa 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
Correlations 

Collinearity 

Statistics 
Model 

B Std. Error Beta 

t Sig. 
Zero-

order 
Partial Part Tolerance VIF 

(Constant) 6,926 ,745  9,295 ,000      

CE -,497 ,101 -,434 -4,927 ,000 -,441 -,433 -,431 ,984 1,017 1 

COS ,064 ,101 ,055 ,629 ,531 ,111 ,061 ,055 ,984 1,017 

a. Dependent Variable: willingness 

 

 

Collinearity Diagnosticsa 

Variance Proportions 
Model Dimension Eigenvalue 

Condition 

Index (Constant) CE COS 

1 2,945 1,000 ,00 ,01 ,00 

2 ,046 7,964 ,02 ,77 ,13 1 

3 ,008 18,985 ,98 ,22 ,87 

a. Dependent Variable: willingness 
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Appendix I – Kruskal-Wallis H test results 
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