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Abstract 

  

Understanding consumer's attitudes to foreign and domestic goods is a key element of building 

successful marketing strategies. Extensive research has been conducted on consumer 

ethnocentrism, yet the concept of consumer xenophobia is surprisingly under-researched. It was 

found that the widely cited Consumer Ethnocentrism scale merges positive domestic and negative 

foreign dispositions, creating an incomplete picture of consumers' attitudes. This study aims to 

explore the conceptual and empirical differences between these two country biases, seeking to 

answer the research question "Is consumer xenophobia different from consumer ethnocentrism, 

and do they have different antecedents and outcomes?". Primary research has been conducted to 

gain direct insight into the attitudes of Danish consumers, and the data was analysed using 

structural equation modeling as well as mean difference testing. The results indicate that there are 

statistically significant differences in the antecedents, demographic drivers, and also in the 

outcome variables. The paper discusses both the managerial and theoretical implications of the 

results. Overall, the findings point towards the need for a deeper understanding of consumer 

xenophobia, instead of the current approach of erroneously equating it to ethnocentrism. 
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Identifying Xenophobic Consumer Behaviour  

and its Outcomes 

1. Introduction 

Foreign trade is an undoubtedly a major driving force behind all economies. In marketing 

research, "globalization" has become the buzzword of the 21st century. Technological 

innovation such as the spread of the internet, improved transport infrastructure, and 

widespread trade agreements ensure that the topic remains constantly relevant. Customers 

are increasingly exposed to diversity in terms of trade, people, and cultures. The prevalence 

of international trade is illustrated by the data released by the United Nations Conference 

on Trade and Development, stating that the global seaborne shipments have reached 9.84 

billion tons in 2014. (UNCTAD, 2015). Foreign trade is similarly relevant in Denmark. 

According to the figures of “Danmarks Statistik”, the value of international trade has been 

steadily growing over the years, as shown in Figure 1. 

 

Figure 1: Total External Trade in Denmark 1997-2015 

 

One of the most imminent and clear example of market globalization is the European Union 

(EU), which provides free movement of goods, services and people across its member 

states, creating unique opportunities for markets. There is also a significant movement of 

people across the borders of the EU, increasing the exposure to diversity even further. The 
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international environment, however, also has challenges- even though the countries are 

geographically close, there is a great diversity of cultures, values, religions, and attitudes, as 

well as turbulent history between nations. These cultural gaps have the potential to create 

tensions, not only influencing emotions towards other groups, but also consumer behaviour 

and the attitude towards foreign products.  

With international trade, the need to understand consumer behaviour and nations’ 

attitudes towards foreign goods become essential. The variety presented to shoppers are 

steadily expanding, compelling people to make more complex choices regarding not only 

price and quality, but also the country of origin, environmental impact, the manufacturer’s 

reputation, etc. Denmark relies heavily on imported goods, providing excellent 

opportunities for foreign firms. In order to successfully compete with domestic goods, 

companies need to understand how the general Danish population relates to foreign goods 

and services. 

With the escalation of globalization, the differences between social groups have also 

become relevant. There are numerous studies exploring inter-group tensions, such as a 

sociological study of civic national identity and national pride (Hjerm, 1998); psychology-

oriented papers on stereotypes and attitudes towards immigrants (Fiske and Lee, 2011), 

perceived cultural threats of migration (Zarate et al., 2003); or an anthropological, socio-

functional approach of emotional reactions towards outgroups (Cottrell and Neuberg, 

2005).  

However, the attitudes and perceptions associated with outgroups are not purely a 

sociological issue- they also have a significant effect on purchasing behaviour. On one hand, 

campaigns to promote local products have become commonplace in many countries, such 

as the “Shift Your Shopping” campaign aimed at promoting local businesses in the United 

States during the holiday season, or the humour-based “How do you know your chicken is 

Danish?” campaign, which popularizes locally grown poultry in Denmark 

(Shiftyourshopping.org, 2016; Danskkylling.dk, 2016). These campaigns build both on the 

emotional aspects of consumer behaviour, such as pride, patriotism, and national belonging, 

but also on rational features such as economic benefits and increased employment. 

On the other hand, boycotts against all products of certain countries have also been 

prevalent as a coercive tactic to express disapproval of other nation's actions. The 

publication of caricatures of the Prophet Mohammed by Denmark's Jyllands-Posten 
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newspaper in 2006 sparked violent protests and a widespread boycott of Danish goods in 

the Middle East. The campaign had limited effects on the Danish industry, but a handful of 

companies, such as dairy supplier Arla suffered significant losses (Khalaf and Wallis, 2006). 

In 2012 two major world economies were affected, when China boycotted Japanese-made 

products as a result of disputes over control of islands in the East China Sea claimed by both 

nations. As a consequence, multiple Japanese-owned factories and stores in China were 

forced to close down (The New York Times, 2012). 

The above-mentioned examples of “buy local” campaigns and boycotts are typically aimed 

at a single and specific country, but quite often differences emerge between ingroups and 

the general outgroup. Xenophobia refers to negative attitudes to all groups outside of one’s 

domestic setting, be it a foreign country, region or a broader social group. This distinction is 

apparent in the word’s etymology: “xenophobia” is derived from the Greek words Xenos, 

meaning "stranger", "foreigner", and Phobos, meaning "fear" (Merriam-Webster, 2016). 

“Xenophobia can be seen as a negative attitude toward, or a fear of, individuals or groups of 

individuals that are in some sense different (real or imagined) from oneself or the group(s) 

to which one belongs”(Hjerm, 1998). Traditionally, the concept has a strong negative 

connotation and is often mentioned in connection with racism. As Hjerm notes, there is a 

discrepancy between racist actions and xenophobia, the latter is connected to more subtle 

forms of exclusion hidden in the discourse of society- such as consumption. Consumer 

xenophobia, the manifestation of negative biases specifically in purchasing behaviour will be 

referred to as “CXO” throughout this study.  

“The denigration of individuals or groups based on perceived differences, i.e. xenophobia, is 

arguably a part of everyday life all around the world” (Hjerm, 1998).  The concept is strongly 

anchored in socio-psychological fields and have been traditionally associated with racial 

issues. Xenophobia as a phenomenon is also connected to current world events, such as 

migration issues, foreign policy changes, and elections. With the progression of the 

relevance of general attitudes towards outgroups, the question of how xenophobia  relates 

to consumption patterns and behaviours in the overall population is also becoming 

increasingly important. It also has the potential to influence foreign trading partners, 

international relations and create negative images of foreign businesses, therefore 

marketers and decision makers should have a good overview of the prevalence and drivers 

of the phenomenon.  
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Currently, the most widely studied and referenced concept in the topic of country-induced 

biases is Consumer Ethnocentrism (CE), described by Shimp and Sharma (1987). The study is 

frequently quoted to be a measure for positivity towards domestic products, but upon 

closer examination of the scale, it is apparent that it also integrates negative sentiments 

towards imports.  

This raises a question whether positivity towards local products also means negativity 

towards foreign products. Before consumer xenophobia can be studied, it must be 

established as a separate and distinct construct from consumer ethnocentrism. This study 

seeks to investigate the contrast between the two concepts, as well as to explore potential 

psychographic and demographic drivers of CE and CXO, answering the research question: “Is 

consumer xenophobia different from consumer ethnocentrism, and do they have different 

antecedents and outcomes?” In order to find out, the conceptual background of consumer 

biases will be explored, as well as the potential antecedents and outcomes. Primary 

research has been conducted in the form of a questionnaire collected from Danish 

consumers. The paper seeks to answer the problem statement by establishing hypotheses, 

analysing the data collected, and comparing it to similar research in the field.  

2. Conceptual Background 

2.1 Country-Induced Biases: Previous Research and Frameworks 

Due to the rise of globalization in the past decades, there is an abundance of research 

studies aimed at mapping consumer behaviour in relation to ingroups and outgroups. 

Researchers (e.g., Shimp and Sharma 1987, Klein, Ettenson, and Morris 1998, Oberecker,  

Riefler, and Diamantopoulos 2008, Josiassen 2011) have explored that consumers have 

general predispositions towards products from certain countries, which influence 

purchasing behaviour. These consumer biases have strong cultural connotations, but have 

also been associated with numerous other variables, such as perceived threat (Zarate et al., 

2003, conservatism (Shimp, Sharma & Shin, 1995), national pride (Hjerm, 1998), historical 

backgrounds (Klein, Ettenson and Morris, 1998), or various demographic characteristics 

(Shimp, Sharma & Shin, 1995; Klein & Ettenson, 2008).  

These dispositions are generally broken down into two subgroups. First, consumers make a 

distinction between domestic products, which are associated with ingroups (Shimp and 
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Sharma 1987, Hjerm 1998, Verlegh 2007, Josiassen 2011) and products from specific foreign 

countries, which are considered to be outgroups (Klein, Ettenson, and Morris 1998, 

Oberecker, Riefler, and Diamantopoulos 2008). These distinctions can be both positive, 

(consumer ethnocentrism, or “CE” and consumer affinity ), or negative (consumer 

disidentification, or “CDI” and consumer animosity). 

 

2.2 The Consumer Attraction-Repulsion Matrix 

The above-mentioned concepts have been illustrated on the “Consumer Attraction-

Repulsion Matrix”(Figure 1) by Josiassen (2011). The dimensions indicate whether 

consumers feel attracted or repulsed, and whether the country in question is foreign or 

domestic. It is important to note that the elements of the matrix represent biases, not 

judgements- the concepts signify emotions, attitudes, and non-rational predispositions, 

which are substantially distinct from judgements based on rational features such as quality 

or previous experience. 

 

Figure 2: Consumer Attraction-Repulsion Matrix  
(Josiassen, 2011) 

In the following paragraphs, the elements of the consumer attraction-repulsion matrix will 

be described and discussed, and an extended version proposed. 
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2.2.1 Consumer Ethnocentrism 

CE is one of the most widely known consumer bias, described by the authors as a "general 

social tendency" (Shimp and Sharma 1987), which explains the predisposition of buyers to 

unduly favour domestic companies. It stems from the phenomenon where a person 

generally views his or her country as superior (Sumner 1906 in Josiassen 2011). The 

“CETSCALE” measuring consumer ethnocentrism proposed by Shimp and Sharma is 

designed to explore consumer behaviour and marketing phenomena, as opposed to 

previous ethnocentric studies, which were mainly sociological (eg. Adorno et al., 1950 in 

Shimp and Sharma, 1987). 

The conceptual integrity of the paper is less than ideal. The study is conceptualised based on 

emotional keywords such as "feeling of belongingness" and "morality", whereas the 

questions are directed towards rational and mostly economic motives, such as “Americans 

should not buy foreign products, because it hurts American business and causes 

unemployment” (Shimp and Sharma, 1987). This conceptual confusion causes the CETSCALE 

to be interpreted in multiple ways based on what a research is set out to discuss, treating it 

either as an emotionally or rationally focused scale. 

Another misinterpretation is caused by the scale combining two distinct attitudes. In the 

same set of questions, both the positive predispositions towards domestic products and the 

negative predisposition towards foreign goods are blended. The outcome then is treated as 

a single scale. This compromises the unidimensionality of the scale- it is not measuring a 

single concept, and conflates the results, leading to inconsistencies. 

This disagreement is visible in the follow-up studies. Quoting the findings, researchers often 

assume that by demonstrating positive sentiments towards domestic products, there is an 

automatic negative predisposition towards foreign products, too. As an example, the 

CETSCALE has been used to explain "the general proclivity of buyers to shun all imported 

products irrespective of price or quality considerations due to nationalistic reasons" 

(Shankarmahesh 2006). This reasoning is flawed and requires further research in order to 

conceptualise the two often conflated arguments better. 
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2.2.2 Consumer Disidentification 

In addition to the concepts exploring domestic country biases, the attitudes towards 

outgroups also have a significant effect on the purchasing patterns, such as consumer 

disidentification (CDI), which is a much more recent theory explaining “consumer’s active 

rejection of and distancing from the consumption culture of the national group” (Josiassen 

2011:128). The study measures a significant impact on buying decisions beyond the 

generally accepted CE model. 

There is a widespread consensus about the fact that certain purchases are used an 

expression of self, and a signal to others. “Consumers often decide whether to accept or 

reject products and brands on the basis of their symbolic (as opposed to the functional) 

attributes, investing items with either positive or negative symbolic meanings” (Banister and 

Hogg, 2004). When there is a negative predisposition to one’s own country, consumers tend 

to actively reject domestic goods in order to distance themselves from the rest of the 

population, and signal their unwillingness to identify with the group.   

The effect is particularly prominent in “settler countries” with a large number of immigrants 

and is becoming increasingly relevant in a globalizing international environment. 

As mentioned before, CDI is also a non-rational predisposition and is driven by product 

features other than quality.  

2.2.3 Consumer Affinity 

Consumer affinity refers to “a feeling of liking, sympathy, and even attachment toward a 

specific foreign country” and is driven by emotional perceptions such as lifestyle, culture, 

and experiences gained through travel (Oberecker, Riefler and Diamantopoulos 2008:26). 

It is based on emotions and beliefs, and positive dispositions between countries. The 

country or region where a product is made can serve as a major influence on consumers’ 

purchasing decisions, and is based on a mental representation of the country. It is 

associated with emotions and non-rational associations, including moral group dynamics 

between countries. Consumer affinity is also consistent with the assumption that 

consumption often functions as a mean of self-expression and signalling to others.  

It is distinct from the product-country image construct, which is  "consumers' perceptions 

about the attributes of products made in a certain country" (Nebenzahl, Jaffe, and Usunier 

2003, in Oberecker, Riefler and Diamantopoulos 2008), and is based on rational 
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characteristics such as quality or reliability. Instead, affinity relates to aspects of consumer 

biases that are based on beliefs, emotions, and prejudices.  

2.2.4 Consumer Animosity 

Consumer animosity has originated from the country of origin (COO) literature. Similarly to 

consumer affinity, it is built on the tendency of consumers to form mental images based on 

the product's’ country of origin. It is described as “remnants of antipathy related to previous 

or ongoing military, political or economic events" (Klein, Ettenson, and Morris 1998:90), 

which clearly indicates that the attitudes are aimed at a specific country or countries, and 

the negative emotions are unrelated to the objective attributes of the product. Instead of 

the product judgement based on quality or previous experience, animosity is based on 

emotions and mental image, related to the “appropriateness and morality of purchasing 

foreign-made products” (Klein, Ettenson, and Morris 1998). The non-rational nature of this 

bias is also reflected in the fact that consumers who show high animosity towards a country 

are still able to acknowledge the quality of the goods, while expressing hostility and showing 

reluctance to purchase those goods. One such example is the boycott of Chinese goods by 

Japanese consumers as a result of territorial disputes in the East-China Sea (The New York 

Times, 2012). Although at first glance it may seem like it, “consumer affinity and consumer 

animosity are not polar opposites of the same continuum; their interconstruct correlation is 

negative but less than perfect” (Oberecker, Riefler and Diamantopoulos 2008).  

 

2.3 An Extended Consumer Attraction-Repulsion Matrix 

The findings presented in the Matrix have been successfully used by marketers and brand 

managers around the world. However, there is a major research gap, that would serve to 

improve on the tools available for marketing professionals. All the research efforts listed 

above centered around specific countries- either the domestic country (Shimp and Sharma, 

1987; Josiassen, 2011), or particular foreign countries with a distinct relationship to the 

domestic country (Oberecker et al., 2008; Klein, Ettenson, and Morris, 1998).  

The question whether there are factors that influence all outgroups simultaneously, and 

how they are present in various countries and cultures has been so far ignored. Thus, an 
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extended matrix has been proposed by Kock and Josiassen (2016, working paper) which 

acknowledges the distinction between country-specific and general attitudes. The general 

predispositions can be broken down into two opposing concepts: xenophobia, which is the 

focus of this research and deals with the negative sentiment towards all foreign products, 

and xenophilia, which is the affection towards all things foreign.  

 

Figure 3: Extended Consumer Attraction-Repulsion Matrix 
(Kock and Josiassen, 2016) 
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2.3.1 Consumer Xenophobia 

Xenophobia affects consumer’s willingness to purchase products produced outside of their 

own country. This can manifest both as an active rejection or general preference.  

Even though consumer animosity and xenophobia describe similar phenomena, there is a 

significant conceptual difference between them. The former is rooted in hostility between 

specific nations, such as “military, political, or economic acts that a consumer finds both 

grievous and difficult to forgive”- examples include Jewish consumers avoiding German-

made products, or Chinese consumers avoiding Japanese-made products (Klein, Ettenson, 

and Morris, 1998). Xenophobia, on the other hand, describes the negative attitude towards 

all foreign-made products, regardless of their country of origin.  

These distinctions make consumer xenophobia a subject distinct from previously researched 

influences on consumer behaviour, and is worth pursuing and applying to current marketing 

efforts. This study will also examine whether xenophobia and consumer ethnocentrism 

differ not only on the conceptual level, but also in an empirical sense. The study tests 

whether there is a contrast between positive biases towards domestic products, and 

negative biases towards foreign products. 

The concept of xenophobia is widely studied in various fields, such as psychology, politology, 

and sociology. Evolutionary biology also analyses group dynamics, and seeks to explain how 

ingroups and outgroups emerged. Resrarch suggests that early human groups were 

relatively open in order to ensure a diverse genetic pool, but the emergence of cooperative 

hunting increased the demand for groups to keep together. The more strictly defined 

boundaries enhanced the importance of protecting the resources within one’s own group, 

leading to competition and inter-group conflict (Baer & McEachron, 1982). 

Even though xenophobia is extensively studied in relation to various social sciences fields, is 

surprisingly under-researched in connection to marketing and consumption. Since consumer 

attitudes towards nationality and origin of products have been repeatedly proven to have a 

major influence on purchasing behaviour, this research gap is seen as of considerable 

importance. Marketers need to understand the biases and perceptions of consumers in 

order to leverage this knowledge to a strategic competitive advantage.  
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2.3.2 Consumer Xenophilia 

Xenophilia is defined as "love for strangers and foreigners ... and an implicit or explicit 

disrespect for or hatred of one's own sociological reference group" (Perlmutter 1954, in 

Oberecker et al., 2008). Thus, it is a general positive predisposition towards all foreign 

countries. By describing a positive predisposition towards outgroups, it makes it 

conceptually similar to consumer affinity. However, it should be noted that while consumer 

affinity is projected onto a specific country, consumer xenophilia is a general attitude 

towards all things foreign. It is a rather under-researched topic, and very few publications 

can be found on the phenomenon. Conceptually it is also more reasonable to treat 

xenophilia not as a general consumer characteristic, but rather as one factor of many, 

contributing to the overall behaviour. 

It is interesting to note that studies suggested that preference for one group does not 

necessarily mean the dislike of a different group as early as the 1950's. Perlmutter noted 

that "it is logically possible for an individual to agree with assertions favoring a foreign way 

of life over his own without experiencing or expressing strong hostility toward his own 

country" (Perlmutter, 1956).  

Based on these conceptual theories, three hypotheses have been proposed, as described in 

the following chapter. 

3. Hypotheses Development 

Applying the information gathered from the conceptual background, the study proposes 

that consumer ethnocentrism and consumer xenophobia are separate and distinct 

constructs. In order the answer the research question, three main hypotheses will be 

examined, relating to psychographic antecedents, demographic characteristics, and 

outcome variables. Each hypothesis is divided into multiple sub-hypotheses for a more in-

depth analysis. In the following section, the constructs relating to CE, CXO, antecedents and 

outcomes will be introduced, as well as the hypotheses derived from them.  
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3.1 The Constructs 

The two constructs of consumer xenophobia (CXO) and consumer ethnocentrism (CE) have 

been used throughout the study. Three main hypotheses have been proposed, one treating 

the concepts as independent variables, one as dependent variables, and one examining the 

relevance of demographic characteristics. The two main constructs are introduced along 

with the potential antecedents and outcome variables, as well as the hypotheses based on 

the constructs.  

3.1.1 Consumer Xenophobia 

A scale was developed for the CXO conduct by gathering a pool of items from the related 

literature on consumer xenophobia (Kock & Josiassen, 2016). 27 items have been included 

in the questionnaire, broken down into six subgroups as follows: cultural threat, neglecting 

the interest of Danish consumers, neglecting the interest of Danish employees, 

environmental threat, economic threat, and threat to overall well-being.  

The concept of “threat” is extremely prevalent: “whether actual or imagined, the perception 

that an outgroup constitutes a threat to ingroup interests or survival creates a circumstance 

in which identification and interdependence with the ingroup is directly associated with fear 

and hostility toward the threatening group and vice versa” (Brewer, 1999).  

The cultural aspect of xenophobia is based on the importance of cultural continuity. 

“Collective continuity provides social identities with meaning, because it helps group 

members to understand where they come from and what constitutes their common and 

self-defining heritage” (Smeekes & Verkuyten, 2013). The perceived threat to the image of 

“who we have always been” as a nation is a major component of xenophobia.  

All above-mentioned aspects will be combined in a single scale. The interest of Danish 

employees and consumers have also been included to gain insight to the perception of 

Danish consumers on whether foreign companies treat Danes the same way as they treat 

their local population. The indicators are assumed to be related to the same underlying 

construct of xenophobia, therefore are treated as interchangeable. CXO will be examined as 

the outcome variable for both H1 and H2, and as the independent variables of H3. 
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3.1.2 Consumer Ethnocentrism 

The CETSCALE developed by Shimp and Sharma (1987) has been used as the pro-ingroup 

measurement. As discussed before, the conceptual integrity of the paper is questionable, as 

the concepts described in the framework do not match the questions used in the 

measurement. In light of this issue, additional care was taken to use the scale appropriately.  

It was also kept in mind that the CETSCALE also indicates a rational opinion, not only 

sentiments which Shimp and Sharma (1987) concluded on. 

An especially important issue with the scale is that some indicators are related to CXO 

rather than CE. Statements such as “Purchasing foreign products in un-Danish” are not 

positively inward focused as CE would suggest, but have a negative outward focus which is 

related to CXO instead. Therefore, the ten questions have been separated to six local-

focused and four foreign-focused questions, and used as two distinct measures. This was 

necessary from a conceptual point of view. In order to truly separate the ethnocentric 

elements from consumer xenophobia, only indicators with a positive inward focus have 

been kept in the model.  

In addition, the reliability of the questions was also rather poor in the original study, with 

only six out of the 17-item scale showing a reliability of at least 0.65. This issue has not been 

prevalent in the current study- once the questions not truly relating to CE have been 

eliminated, only one indicator had to be removed due to low factor loadings. The remaining 

five items are satisfactory, and considered to be suitable for further analysis. 

3.2 The Main Hypotheses 

The hypotheses are conceptually derived from existing studies discussed below. It has 

already been established that consumer ethnocentrism and consumer xenophobia are 

conceptually distinct constructs, therefore they are also expected to have different drivers. 

The first hypothesis (H1) examines the effects of three personality traits on both CXO and 

CE, and the expected outcome is a clear separation between the variables.  

These traits are authoritarianism, regulatory focus, and worldview, which are considered to 

be deep-rooted attributes, and change very gradually over time.  

Furthermore, the basic demographics of respondents were evaluated in relation to CE and 

CXO, expecting similarly distinct outcomes. Gender, age, and level of education form the 

basis of H2. 
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Additional data has been gathered on a number of outcome variables for two reasons. They 

function as a secondary data source in case the previously mentioned variables do not yield 

valid results. They are also included as an exploratory analysis, forming the basis of potential 

future research topics. These outcome variables are product judgement and resistance to 

information, which are studied in H3. 

Based on the above, the null hypothesis for the entire study is: 

 

H0: There is no conceptual difference between consumer ethnocentrism and consumer 

xenophobia. 

Three alternative hypotheses are proposed, each with a set of sub-hypotheses.  

H1: CE and CXO will emerge as separate and distinct constructs, with distinct antecedents. 

H2: CE and CXO will have distinct demographic drivers. 

And 

H3: CE and CXO will have distinct outcome variables. 

A survey has been set up in order to test whether the two constructs have distinct drivers 

and dependent variables associated with them. A range of antecedents and demographic 

characteristics, as well as outcome variables have been tested, which were assumed to be 

conceptually related and relevant to either consumer xenophobia or consumer 

ethnocentrism based on the literature. Casting such a wide net enables the research to 

place consumer xenophobia in context and reduce the risk of overlooking important related 

elements. This method also ensures that in case some items turn up as not relevant, a 

statistical analysis is still possible. The complete survey is included as Appendix IV. 
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3.3 Antecedents 

3.3.1 Authoritarianism 

The Authoritarianism scale used in this study was adapted from Oesterreich (2005).  

Two measures have been used. Close-mindedness, whereby “authoritarian personalities 

ward off everything new and unfamiliar”, and conformity, or the “submission to authorities 

and conformity to established values” (Oesterreich 2005:285). Four items related to each 

measure have been chosen. Both close-mindedness and conformity are indicators of general 

authoritarianism, and both were included to cover a broad spectrum of this personality 

trait, allowing for a more robust statistical analysis. 

The items in the original study are formulated as two opposing statements at the end of a 5-

point scale, which have been adapted to a 7-point scale to ensure consistency across the 

questionnaire.  

As “extensions of basic authoritarian response are the rejection of the new and unfamiliar, 

rigid adherence to norms and value systems, an anxious and inflexible response to new 

situations, suppressed hostility, and passive aggression” (Oesterreich 2005:275), it is 

expected that high authoritarianism scores would drive CXO. People who score high on this 

scale are resistant to change and prefer the status quo. Foreign imports and companies can 

be regarded as unfamiliar, and a deviation from the conventional Danish alternatives, and 

both “conformity to established values” and “fearful warding off anything new and 

unfamiliar” are strongly associated with the rejection of change. Thus, the following sub-

hypothesis has been proposed: 

 

H1a: Authoritarian personality traits drive CXO but not CE. 

 

Based on the currently available literature, authoritarianism has not been directly linked to 

consumption patterns so far. However, by affecting national values and xenophobia, it is 

believed to have an effect on consumption patterns, too. 

3.3.2 Regulatory Focus 

Regulatory focus indicates the means employed by individuals for self-regulation during goal 

pursuit. It distinguishes between promotion focus, which emphasizes the positive outcomes 
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and seeks to avoid “errors of omission”, while prevention focus favors the absence of 

negative outcomes by minimizing “errors of commission” (Higgins 1997 in Haws, Dholakia, 

and Bearden, 2009). The scale represents a continuum instead of binary values, meaning 

that a person can adapt both approaches, and it is also influenced by situational factors. 

The scale for measuring regulatory focus used in this study has been created by Haws et al., 

2009 by gathering the most relevant questions from multiple studies (Carver and White 

1994, Higgins et al. 2001, Lockwood, Jordan and Kunda 2002). A ten-question composite 

scale has been proposed based on representativeness, predictive validity, and internal 

consistency, containing five promotion,- and five prevention-focused items.  

As "promotion-focused consumers are motivated by achievements and are sensitive to 

opportunities for advancement" (Zhao and Pechmann 2007), respondents who score high 

on the promotion-focus measure are also expected to be more ethnocentric. Promotional 

focus seeks to maximize gains in a given situation, including, in this case, purchase decisions. 

The promotional self-regulation is traditionally seen as an advancing of self-interest, and 

promoting the best interest of one’s own ingroup by supporting local goods reflects the aim 

to promote one’s own personal position as an outcome. 

On the other hand, "prevention- focused consumers are motivated to avoid threats to 

security and safety and are sensitive to occasions of hazard" (Zhao and Pechmann 2007). 

This approach is expected to contribute to risk adverse behaviour, the rejection of new and 

unfamiliar, and preference to the status quo. The perceived risks associated with foreign 

products have been demonstrated in a study by Hampton (1977 quoted in Bilkey and Nes, 

1982), which showed how low-risk products manufactured domestically were perceived as 

high-risk products when made in a high-risk country. The study also indicated that there 

might be a hierarchy of perceived risk having an inverse relationship with economic 

development. In a more general sense, the unfamiliarity with a country regardless of its 

"riskiness" can lead to a sense of uncertainty when making purchase decisions. 

Respondents with high prevention focus are therefore predicted to be more xenophobic, 

and we expect that: 

 

H1b: Promotion regulatory focus will drive CE but not CXO. 

H1c: Prevention regulatory focus will drive CXO but not CE. 
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The regulatory focus is an important factor for marketing researchers. When making 

purchase decisions, the value of the choice depends on its utility. However, Higgins (2002) 

proposes that "the same outcome can have different subjective value to different people or 

to the same person at different times" and it is greatly dependent on the person's 

regulatory orientation (Higgins, 2002). Understanding the different approaches consumers 

have towards purchase decisions can help in developing more targeted messaging tactics, 

focusing either on the prevention of negative outcomes, or the gain of positive outcomes. A 

simple yet illustrative example is the marketing of toothpaste, which captures both 

orientations by stressing both the avoidance of tooth decay and the gain of whiter teeth. 

Similarly, when promoting local products, marketers can frame the benefits in both ways, 

for example, “locally sourced vegetables help the farming industry of Denmark” 

(promotion), or “locally sourced vegetables help in preventing losses of Danish agricultural 

jobs” (prevention). 

An important factor mentioned by Haws et al. is that chronic regulatory focus, which the 

study sets out to measure, can be misrepresented by a temporary regulatory focus in 

certain situations. “Tasks such as essay writing, reflecting on past experiences, reading 

persuasive information framed in gain/ non-gain vs. loss/ non-loss terms, and describing 

one’s aspirations or duties have been successfully used to activate situational regulatory 

orientations of participants” (Haws, Dholakia, and Bearden, 2009). In light of this 

information, the items of this measure have been placed very early in the questionnaire, 

ensuring that respondents were not “primed” by the subsequent CXO questions mentioning 

environmental and economic threats, etc. Therefore, the survey is assumed to reflect the 

chronic regulatory focus of the participants. 

3.3.3 Worldviews 

Respondents’ social worldviews have been measured by two scales. Belief in a dangerous 

world measures the view that “the social world is a dangerous and threatening place in 

which good, decent people’s values and way of life are threatened by bad people” (Duckitt, 

Wagner, and Birum, 2002). This view is commonly associated with scepticism, resistance to 

change and a general feeling of vulnerability. It is also characterized as “competitive jungle 

characterized by a ruthlessly amoral, Darwinian struggle for resources and power” (Duckitt, 

Wagner and Birum, 2002), which implies that individuals have to compete with each other 
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for resources, making negative predispositions towards outgroups more important. This 

approach is expected to have a strong effect on CXO, but since it is an outgroup focused 

view, it is not expected to be a driver of CE. Therefore, the following hypothesis is proposed: 

 

H1d: Belief in a dangerous world has a positive effect on  CXO, but no effect on CE. 

 

In contrast, belief in a just world refers to “an attributional process whereby people get 

what they deserve and deserve what they get (Lipkus 1991). It has been developed by 

combining previous seminal papers, most notably Rubin and Peplau’s (1975) belief in a just 

world scale. The scale proposed by Lipkus (1991) has greater internal consistency, makes it 

clear which single construct is being measured, and has been validated multiple times.  

“People who believe the world is just have a higher internal locus of control, are more 

trusting, and believe that personal, interpersonal and socio-political justice exists” (Lipkus 

1991:1177). This worldview is highly correlated with collectivism and is associated with 

cooperation. Therefore, it is assumed that belief in a just world will drive CE, explained by 

the willingness to contribute to one’s own country and ingroup. This positive mindset is not 

expected to trigger active rejection of foreign products. Therefore, the following sub-

hypothesis is proposed: 

 

H1e: Belief in a just world has a positive effect on CE, but no effect on CXO. 

 

From a marketing perspective, the just worldview is generally associated with ethical 

products and corporate social responsibility. Differences in worldview moderate consumer 

preferences, for example the belief that the world is just and “people get what they 

deserve” drives the willingness to purchase fair-trade products. (White, MacDonnell & 

Ellard, 2012). 

The two scales measuring a dangerous or just worldview are not conceptually opposite, but 

complementary. Each is expected to drive two distinct constructs, which are also not 

opposites of each other. To measure respondents’ worldviews, four items have been 

selected from each scale and adapted to a 7-point Likert-scale. 
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3.4 Demographics 

The previously discussed antecedents measure attitudes, emotions and other psychographic 

aspects, which can fluctuate significantly based on situational factors. Demographics, on the 

other hand, are quite stable, or have a predictable progression, for example a person cannot 

get younger or less educated over time. Three demographic characteristics have been 

measured: gender, age, and level of education. These characteristics will be analysed to gain 

insight into a basic set of aspects of the population, and their effect on CXO and CE. In line 

with the theme of the paper, we expect the independent variables to have distinct effects 

on the constructs, demonstrating that they are conceptually and empirically different. 

Shimp, Sharma, and Shin (1995) have previously studied the demographic antecedents of 

CE, which is an excellent opportunity to compare the outcomes of the two studies. The 

comparison is not perfect, as there are over 20 years between the collection of the two data 

sets. The 1995 study was also carried out in Korea, which is culturally quite different from 

Denmark. Most notably, the scales are also not the same- although the CETSCALE was used 

in both cases, this study deliberately separated the CE,- and CXO-related items, and only 

used the ones truly measuring ethnocentrism. This distinction provides an opportunity to 

see whether this study arrives at different results due to the conceptual difference between 

the two constructs. 

3.4.1 Gender 

Besides the physiological traits that enable life forms to exist, the forming of social bonds, 

ingroups and outgroups have been theorized to contribute to the survival of the species as 

early as Darwin (Van Vugt, 2009). Gender is often an important predictor of one’s role in 

intergroup and intragroup dynamics. 

Historically within the groups, males and females have been taking on substantially different 

roles both for evolutionary and sociological reasons. By intuition, it is plausible to assume 

that: 

 

H2a: Males are more xenophobic. 

And 

H2b: Females are more ethnocentric.  
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These hypotheses come from the observation that evolutionary and societal gender roles 

assign ingroup focus to women, and outgroup focus to men. The stereotypical 

representation of the male as the protector of the tribe, warding off outgroup threats is an 

image easy to conjure. Conjointly, the female is typically regarded as the nurturing figure 

within the community, with an inward focus towards the group.  

The assumption is supported by theories from evolutionary social psychology. This field 

seeks to explain which human traits are the result of evolutionary adaptation, for example 

as explained by Eagly and Wood (1999): "to the extent that males and females faced 

different adaptive problems as they evolved, the two sexes developed different strategies to 

ensure their survival and to maximize their reproductive success". The authors describe 

women's role as nurturing, communal and compassionate while men's role are described as 

assertive, independent, and competitive (Eagly and Wood, 1999). 

The propositions are also supported by the “Male Warrior Hypothesis” which explores an 

even more primal explanation for gender differences. Van Vugt (2009) and McDonald and 

colleagues (2012) propose that groups or tribes suffer more severe losses in reproduction 

rates when females fall victims of intergroup violence. This is explained by the greater 

investment both in terms of time and resources into giving birth and raising offsprings. This 

results in the male population taking part in inter-group conflicts and competing for 

resources, keeping the female tribe members safe. 

Even though the modern society is extremely removed from this primal setting, where 

survival is the primary focus, it can be argued that the most basic instincts are “hardwired” 

into our brains, subconsciously affecting everyday life and behaviour, including purchase 

decisions. 

3.4.2 Education 

The level of education was measured by presenting five options: finished primary school, 

finished secondary school, enrolled at a university, finished a bachelor's degree, or finished 

a master's degree or higher. Intuitively, it is expected that the higher the level of education, 

the more open to new ideas a person is, therefore xenophobic tendencies decrease. This 

assumption is also supported by the research of Hjerm (2001), which examined the 

relationship between levels of education and xenophobia in ten different countries.  
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Hjerm chose to divide levels of education in a slightly different manner, offering the option 

of "incomplete secondary schooling" and "university" as the highest level on the scale. 

These categories are not truly comparable, as the ten countries he studied have significant 

differences in their education systems. Even though the scales are not comparable, the 

overall results are still relevant. Hjerm found that "the levels of xenophobia diminish with 

increased levels of education in all of the ten countries examined" (Hjerm, 2001:44).  

There is a widespread internationalisation of higher education, which can be explained by 

the increased global commercialisation and competition, the emergence of "world class 

universities", and an increased focus on the internationalisation of quality assurance 

(European Parliament, 2015). From a European perspective, Carroll-Boegh and Takagi (2006) 

attributes the internationalization of higher education mainly to the Bologna Agreement of 

1999, whereby European Ministers of Education agreed to make the national educational 

systems more comparable across countries, facilitating international studies and exchanges. 

In addition, the various student exchange programs which create high-impact interactions 

between cultures also start after high school. This allows people in higher education to 

come in contact with a wide range of cultures, and is expected to create a more open-

minded and culturally perceptive population.  

Klein and Ettenson (1999) did  study the effects of education on consumer ethnocentrism, 

but without considering the distinction between CE and CXO. The measurement relied on 

the support or opposition of imports, and therefore the results are more indicative of CXO. 

In absence of supporting studies, and to observe a potential distinction between the two 

constructs, it is assumed that education will not have an effect on CE. 

Based on this information, we expect that: 

 

H2c: Education has a negative effect on CXO, but no effect on CE. 

 

t should be noted, however, that a reverse effect is also plausible- instead of education 

decreasing xenophobia, it is also possible that people who gain higher levels of education 

are the people who display certain characteristics that inoculate them against xenophobia 

(Hjerm, 2001), meaning that people displaying a perceptive and open-minded attitude are 

more likely to seek and be accepted to higher education. As behaviour and personality traits 
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are complex, it is expected that both effects are present on some level. For the sake of 

simplicity, the hypothesis based on the initial assumption will be kept as a starting point. 

The population has been divided into three categories based on their level of education. 

Respondents who have primary or secondary school education are categorized as "A", which 

corresponds to a relatively low education level. Respondents who are currently enrolled at a 

university are grouped as "B", which corresponds to ongoing education. The survey has 

been conducted in spring, before the enrolment to the upcoming university year has 

started. 18 year-olds who marked their education level as "high school degree" are 

therefore also categorised as "ongoing education" in category "B".  

People with a finished Bachelor's degree, Master's degree, or higher are identified as "C", 

which signifies a high level of education. Based on the hypothesis, these three groups are 

expected to show a decreasing level of xenophobic tendencies as the level of education 

progresses.  

3.4.3 Age 

The age of respondents has also been asked in order to explore connections between age 

and xenophobia or ethnocentrism. Previous researchers have arrived at various findings, 

implying that the younger generation may be "more cosmopolitan in their preferences and 

attitudes toward imports" (Bannister and Saunders, 1978), or that elderly people are more 

likely to have lived through military conflicts, and therefore are more patriotic (Han, 1988 in 

Shimp, Sharma & Shin, 1995). The overall theory suggests that age is positively correlated 

both with both CE, (or patriotism) and CXO. 

Based on the theoretical background of the two constructs, a different hypothesis is 

proposed. The older generation is expected to be more ethnocentric, as they  have more 

memories connected to their home countries, and have built up more familiarity to 

domestic goods. Shimp, Sharma and Shin (1995) also describe this demographic segment as 

more conservative, which is believed to result in an effect on ethnocentrism. In the recent 

history of Denmark there have been no major geopolitical conflicts which would evoke 

significant negative sentiments, making the impact of positive domestic feelings even more 

meaningful. Therefore, we propose that: 

 

H2d: Age will have a positive effect on CE. 
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In accordance with the overall view of this study, it is believed that positive biases towards 

one’s own country do not necessarily mean negative attitudes towards foreign countries. 

Therefore, older age is not expected to have a significant effect on CXO. 

In contrast, the younger population is often characterised as “open minded”, 

“cosmopolitan” and “adventurous” (Shimp, Sharma & Shin, 1995). Adolescents and adults 

are, therefore, expected to be less ethnocentric. Admittedly, a lowered level of xenophobia 

would also be consistent with previous research, but as the main hypothesis is based on a 

conceptual difference, only one concept is included in the hypothesis. This, however has no 

bearing on the analysis, and the results will be assessed to determine whether both, neither, 

or indeed only one of the biases manifest in the age groups.  

Separating the sample population into meaningful and relevant age groups have been 

difficult. Even though age is among the most frequently collected and reported 

characteristics of persons in a wide variety of statistics, there is a lack of coordination 

among classifications used for this type of data (United Nations, 1982). There are countless 

ways to divide a population by age, each with their own advantages and disadvantages. In 

this case, respondents have been divided into three age groups: age 18-24, 25-34, and 34+. 

The groups are called “A”, “B” and “C” respectively. This setup was chosen to divide the 

population into relatively equal size subsets, making mean difference testing more reliable. 

They also loosely correspond to the "Age Classification for General Purposes" guidelines 

published by the United Nations” (United Nations, 1982), with the lower age limit adjusted 

to only include adults, and the upper ages combined into a single group. 

Group B is intended to be used as a baseline, and both group A and C will be compared to it 

to establish whether there is a difference in CE and CXO between the age categories. 

The age limits were set to achieve comparable group sizes. 
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3.5 Outcome Variables 

Besides the antecedents of CE and CXO, two outcome variables have also been included in 

the questionnaire with an exploratory purpose. Since CXO and CE are hypothesised to be 

distinct constructs, it is also expected that they have different effects on consumer’s 

attitudes. Two outcomes, in particular, have been studied: product judgement and 

resistance to negative information. Both are divided into foreign and domestic aspects. 

3.5.1 Product Judgement 

A basic measure for both domestic and foreign product judgement have been included in 

the questionnaire. The scale has originally been used for specific products by Ouellet (2007), 

and has been modified to measure attitudes towards products from certain countries by 

Josiassen (2011). The scale has been adapted to two subscales, with a set of questions 

aimed at domestic, and an identical set aimed at foreign products. The construct is used as 

an indicator of willingness to buy, and general attitudes towards domestic and foreign 

products. The two sub-hypotheses reflect two opposite attitudes, which is derived from the 

initial assumption that CE and CXO are distinct constructs, and positive attitudes to domestic 

products do not necessarily imply negative attitudes to foreign product. To reflect this 

separation, it is assumed that:  

 

H3a: CE will drive positive domestic product judgement 

H3b: CXO will drive negative foreign product judgement 

3.5.2 Resistance to Information 

Resistance to negative information is defined by Eisingerich and colleagues (2011) as the 

extent to which consumers do not allow negative information to diminish their general view 

of a firm, or in this case, country. The strong emotional attachments and predispositions 

shown towards countries strongly reflect the attitudes displayed by consumers towards 

brands. "Brand love, as consumers experience it, is best represented as a higher-order 

construct including multiple cognitions, emotions, and behaviors, which consumers organize 

into a mental prototype" (Batra, Ahuvia & Bagozzi, 2012), which has a strong parallel with 

the concept of consumer ethnocentrism exhibited towards one's country. One feature 

connected to brand love that Batra and colleagues explored is the resistance to negative 
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news connected to the brand. In the current study, the effects of CE and CXO will be studied 

in relation to resistance to information. One’s own country is expected to evoke similar 

sentiments as a favoured brand, and we propose that: 

 

H3c: High CE will have a positive effect on resistance to negative information about 

domestic products, but no effect on resistance to positive information about foreign 

products. 

 

The hypothesis is also motivated by the finding that love brands become integrated into the 

consumer’s identity and people naturally tend to resist negative information about 

themselves (Ahearne et al., 2005 in Batra et al., 2012). This is also expected to be similar 

with national identity- in order to avoid cognitive dissonance emerging from the conflict of 

positive emotions and negative information, consumers are predicted to ignore bad news or 

unfavourable information about their own countries. The directionality of the effect is 

straightforward: consumers are expected to have a firmly formed opinion about their 

country, and the tendency to reject bad news is motivated by the desire to preserve the 

inner consistency. 

An issue emerged with the RTI data. Unlike its domestic counterpart, RTI about foreign 

products is not as unambiguous. Consumers are not expected to have as clearly formed 

images of foreign countries. The assumption that consumers’ attitudes are shaped by news 

and information about a country is just as valid as the assumption that their openness to 

news and information is shaped by their preconceived perception of said country. At 

present, it is unclear which of the two explanations offered here provides the better account 

for RTI. The directionality of the effect is not obvious from a conceptual analysis. As a 

starting point, it is proposed that the openness or resistance to news is driven by pre-

existing perceptions about foreign countries, and therefore is also an outcome variable. 

Based on conceptually derived presumptions, it is expected that in order to maintain 

internal consistency, xenophobic consumers will be perceptive to negative information 

about foreign products, while at the same time ignore the positive news. 

 

H3d: CXO will have a positive effect on resistance to positive information about foreign 

products, but no effect on resistance to negative information about domestic products. 
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Four questions related to RTI have been included in the survey: two aimed at domestic, and 

two aimed at foreign products. One of each set has also been a reverse question, exploring 

the readiness to change one’s opinion. The scores of reverse questions have been coded to 

reflect resistance to news, and be in accordance with the rest of the questions (scores 

reversed from 1-7 to 7-1). The low number of questions is mainly due to the fact that the 

idea of associating RTI with country biases is very new- including it in the survey is meant to 

be an exploratory attempt at determining future research potentials. 

During the analysis of the results it was found that the questions included in the survey have 

not covered all aspects of RTI. Each question has three key components- whether the 

information is positive or negative, whether it is aimed at foreign or domestic products, and 

whether the respondent is perceptive or resistant to the information (measured by reverse 

questions). The four questions only covered negative information about Danish and positive 

information about foreign companies, but failed to include the opposites. Therefore, the 

hypotheses are restricted to these factors. 

  



27 
 

4. Methods 

The objective of this study was to develop a model for consumer xenophobia (CXO), 

demonstrating a significant distinction between CXO and consumer ethnocentrism. A 

secondary objective was to explore which variables affect CXO. The research methods will 

be described in detail, including both the collection of data and methods of analysis. The 

data used for this study has been collected from a review of the existing literature, and a 

consumer sample from the Danish population. In the next chapters, the study methods and 

results are presented, followed by a discussion of the findings. 

4.1 Data Collection 

4.1.1 Survey Design 

The survey was created by using existing measures related to already developed and tested 

concepts, such as consumer ethnocentrism, consumer xenophobia, authoritarianism, 

regulatory focus, product judgement, resistance to news, and world views. With three 

demographic and a marker question included, the total number of items added up to 79.  

Conscious efforts were taken to keep the questionnaire as short as possible in order to 

increase the number of complete responses and to increase the efficiency of the data 

collection process. However, there is a trade-off between measuring as many outcomes as 

possible as well as keeping the length of the survey feasible.  

The measures have all been originally developed in English, but to ensure an ease of 

communication and understanding for the target population, the questionnaire has been 

translated into Danish. In accordance with the academic standards, the questions have been 

adapted to Danish by an independent translator, and then back-translated to English to 

ensure accuracy. The technique involves two bilinguals, in this case two native Danish 

speakers with excellent English skills: "one translating from the source to the target 

language, the second blindly translating back from the target to the original source" (Brislin, 

1970). The two versions in the original language are then compared to ensure that they 

convey the same meaning, without misunderstanding or mistranslation. The original, Danish 

and back-translated versions can be found in Appendix I. 
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4.1.2 Common Method Variance 

Common method bias refers to the variance that is attributable to the measurement 

method rather than to the constructs the measures represent, and are often quoted to be 

the main sources of measurement error (Podsakoff, MacKenzie, & Lee, 2003). It can arise 

from various sources, including repetitiveness of questions, people unconsciously sticking to 

a specific pattern, common scale anchors, etc.  

Podsakoff and colleagues (2003) recommended various methods to control for these biases. 

First of all, anonymity was guaranteed throughout the study, and no other personal 

questions were asked besides gender, age and education. As an additional measure taken to 

ensure good data quality, a marker question was included in the questionnaire. 

Respondents were asked whether they thought that living in the city was better than living 

in the countryside, as this question was expected to be unrelated to both consumer 

ethnocentrism and consumer xenophobia. It had two distinct functionalities. First, it was 

placed on the last page amongst the CXO items, which included 27 similar questions which 

people often gave similar answers to. The marker acted as an “attention filter”, making sure 

that respondents are alert and engaged. It also raised a red flag if the answers were too 

uniform across all CXO questions and the marker. In this case, reverse questions were 

double checked, and if no indication has been found that the person read and understood 

each question individually, the answer was discarded. This way if a participant became 

disengaged by the end of the survey and ended up marking the same answers in a row 

instead of indicating valid opinions, the invalid response did not make it into the data pool. 

The marker variable was tested to check for any accidental correlation with other measured 

constructs. The lack of correlation demonstrates that common method variance is not a 

significant issue in the study. 

4.1.3 Participants and Procedure 

The surveys have been distributed in two locations. The majority (n=215) on regional trains 

in Denmark, between the capital and smaller cities. Conducting the survey on regional trains 

meant that respondents came from a wide range of locations. A smaller set of data (n=85) 

has been collected in parks and other public areas in Copenhagen. The collection method 

aimed to ensure a diverse pool of respondents, both in gender, age and education level.  
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The criteria included being a Danish citizen and being at least 18 years of age.  

Respondents were not offered a reward or fee, but a piece of candy has been attached to 

the surveys as an incentive. Participants were briefly introduced to the main topic, 

described as “a study on how Danish people view foreign and domestic companies and 

products”. The general description ensured that participants had no specific assumptions or 

expectations communicated to before commencing the survey. 

Demographics included gender, age, and a five-step education level questions. The 

remaining 76 questions have been measured on a 7-point Likert scale ranging from 

“completely disagree” (1) to “completely agree” (7). Providing a neutral position (4) made 

the scale symmetric and equidistant, making the ordinal data approximate an interval-level 

measurement, and the corresponding values appropriate for SEM (Hair, et al., 2014).  

475 surveys have been gathered, of which 300 have been valid, resulting in a 63% response 

rate. The main reason for invalid responses was the length, as a large number of surveys 

were only partially filled out, most often the entire last page missing.  

 

 Subgroup Category n 

Gender Male M 137 

Female F 163 

Age 18-24 A 97 

25-34 B 108 

35+ C 95 

Education Primary Low 46 118 

Secondary 72 

Ongoing BA Ongoing 30 53 

Ongoing 18 23 

BA High 69 129 

MA 60 

Table 1: Demographic Summary 
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Respondents in the sample were between 18 and 82 years of age (Mage= 33,89, SD= 14,47). 

The ages of participants have been collected as discrete numbers, and before the analysis 

converted into age groups ranging from 18-24, 25-34, and 35+ years. 

In the sample, 45,6% were male (nmale= 137), and 47% of the respondents had a bachelor's 

degree level of education or higher. The overall demographic distribution is considered 

representative. The complete demographic overview is presented in Table 1. 

 

4.2 Structural Equation Modeling 

The data has been initially entered into Microsoft Excel, and it was also used to perform 

basic calculations such as averaging scores and sorting individuals into subgroups. The 

empirical analysis of the data is processed with two main software packages: SmartPLS and 

SPSS, as described below. 

Partial least squares structural equation modeling (PLS-SEM) has been used to examine 

relationships between variables. “SEM is a class of multivariate techniques that combine 

aspects of factor analysis and regression, enabling the researcher to simultaneously 

examine relationships among measured variables and latent variables as well as between 

latent variables” (Hair et al., 2014). The particular method used in this study, PLS-SEM has 

major advantages over the traditionally used correlation method, namely the capability to 

work with relatively small sample sizes and non-normally distributed data. PLS-SEM 

calculates directional relationships, i.e. what phenomenon affects what outcomes, as 

opposed to simple correlation-based calculation methods. 

Two distinct types of variables are used in this study: latent and measured (discrete) 

variables. Latent variables form an integral part of social sciences research, as they measure 

abstract and not directly observable phenomena such as attitudes or beliefs. In these cases, 

a set of indicators, or “proxy variables” are used to represent various aspects of the 

concepts we are trying to measure. On the other hand, measured variables are much more 

concrete, such as the demographic data of age, gender or education. These variables do not 

need indicators in order to represent them. 

To illustrate relationships between constructs, path models have been created. Constructs, 

such as CE, CXO, regulatory focus, worldviews, etc. are represented by circles, while their 
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indicators (also called “items” or “proxy variables”) are represented by rectangles.       

Arrows indicate the relationship between constructs, or the constructs and their indicators. 

The direction of the arrows shows causal relationships (Hair et al., 2014).  

It is important to note that relationships between constructs are indicated by their path 

coefficient, which is not the same as the widely used correlation coefficient. As an example, 

a path coefficient of 0.07 between A and B would mean that if A increases by 1 standard 

deviation from its mean, B would be expected to increase by 0.07 standard deviation from 

its own mean. The fact that the relationship is directional means that increase in B would 

not necessarily have the same effect on A. 

The diagrams are broken down between inner models and outer models. Outer models 

display the relationship between the construct and the indicator variables by calculating 

factor loadings. As mentioned earlier, factor loadings represent how strongly an indicator 

affects a variable, and ranges between -1 and 1. The indicators are phrased and coded in a 

way to ensure positive effects, therefore no negative values are expected. The cut-off point 

in this study is set at a minimum of 0.6, but 0.7 or higher is preferred.  

Inner models, on the other hand, show relationship between constructs, indicated by path 

coefficients ranging from -1 (strong negative effect) to +1 (strong positive effect). According 

to Hair and colleagues (2014), path coefficients with standardised values above 0.20 are 

usually significant, and those with values below 0.10 are usually not significant.  

 

Making definite statements about a path coefficient’s significance requires determining the 

coefficients´ standard error.  In order to do that, bootstrapping was used. "In bootstrapping, 

a large number of subsamples are drawn from the original sample with replacement, 

meaning that each time an observation is drawn at random from the sampling population, it 

is returned to the sampling population before the next observation is drawn (Hair et al., 

2014:130). The generally used method, which is also the default setting on SmartPLS 

involves 5,000 subsamples generated by the computer. Bootstrapping works by treating the 

sample as a model of the population, and to sample it in a way that reflects its distribution. 

It improves the estimate of a population statistic by reusing the same sample over and over 

again.  Whether a coefficient is significant depends on the standard error that is obtained by 

the means of bootstrapping. The bootstrap standard error allows computing the "empirical 
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t-value". When the t-value is larger than the critical value, it can be concluded that the 

coefficient is significant at a certain error probability.  

The commonly used critical values are 1.65 for 10% error (α= 0.1), 1.95 for 5% error (α= 

0.05) and 2.57 for 1% error (α= 0.01) (Hair et al., 2014). According to Hair (2014), when a 

study is exploratory in nature, researchers often assume a significance level of 10%, which 

will also be considered sufficient for this study. 

4.2.1 Composite reliability 

Internal consistency is an assessment of how reliably survey or test items that are designed 

to measure the same construct actually do so. It is measured by the correlations between 

different items on the same scale. Good internal consistency means that if a respondent 

answers positively on similar questions, for example, “Danish products are good” and “I am 

favourable towards Danish products”, they will disagree with reverse statements, such as 

“Danish products are unsatisfactory”. The traditional measure of internal consistency is 

Cronbach's Alpha, however, Hair and colleagues (2014) identified multiple limitations of the 

measure, such as the sensitivity to the number of items in a scale, and the assumption that 

all indicators are equally reliable. Instead, they recommend the use of Composite Reliability, 

especially for models with multiple constructs. CR takes into account the different factor 

loadings of the indicator variables.  

For exploratory research, the range of 0.6-0.7 is considered to be sufficient. Since most 

constructs are based on previously developed and tested scales, the critical threshold, in 

this case, has been set at the minimum of 0.7, which is generally accepted in more advanced 

stages of research (Hair et al., 2014:102). 

4.2.2 Convergent Validity: AVE 

Convergent validity is the extent to which a measure correlates positively with alternative 

measures of the same construct, also known as internal consistency. A commonly accepted 

way to measure convergent validity is the “average of variance extracted” (AVE). “This 

criterion is defined as the mean value of the squared loadings of the indicators associated 

with the construct” (Hair et al., 2014:103). It shows how much of the variance in the 

indicators is explained by the construct, versus how much of the variance is due to error.  

In this study, the accepted threshold for AVE is set at the minimum of 0.5, meaning that at 
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least half of the variance must be attributed to the construct. Constructs below this amount 

will not be accepted. Both the composite reliability and AVE will be presented in a table 

when discussing the models. 

4.2.3 Discriminant validity 

Discriminant validity (DV) is the extent to which a construct is truly distinct from other 

constructs by empirical standards. It implies that a construct is unique and captures 

phenomena not represented by other constructs in the model (Hair et al., 2014:104).  

Discriminant validity was measured by two methods. First, the cross-loadings of the 

indicators are examined. An indicator’s outer loading on the associated construct should be 

greater than all of its loadings on the other construct, ie. the indicator should not be 

affecting other constructs more than the one associated with it.  

Second, the Fornell-Larcker criterion is also considered, which compares the previously 

established AVE values with the latent variable correlations (Hair et al., 2014:105). The 

square root of each construct’s AVE should be higher than the highest correlation with any 

other construct. The logic behind this measure is the same as in discriminant validity- 

constructs which are conceptually different should also be different in terms of their 

empirical standards.  

Before discriminant validity can be established, all constructs have to be included in the 

model in order to examine cross-loadings. The Fornell-Larcker criteria are presented in the 

paper, while the table summarizing the factor loadings can be found in Appendix II and III. 

4.2.4 Collinearity 

Collinearity refers to a phenomenon where predictor variables are highly correlated. It exists 

throughout all models on some level, as many of the indicators used are related to one 

another. However, a too high correlation between indicators can be problematic, because it 

has an impact on weights and their statistical significance- this is often referred to as 

harmful collinearity (Hair et al., 2014). It affects standard errors and leads to weights being 

incorrectly estimated.  The variance inflation factor (VIF) indicates the degree to which the 

standard error is being increased due to the presence of collinearity.  
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The generally accepted VIF value of 5 or lower has been applied in this study, meaning that 

80% of an indicator’s variance is accounted for by the remaining formative indicators 

associated with the same construct (Hair et al., 2014:125).  

To address harmful collinearity, items that contribute to too high VIF values can be 

removed. This is possible in this study because the questionnaire included a relatively large 

number of indicators related to each construct. In other cases, where removing indicators 

would negatively affect the construct, one way to treat collinearity problems would be to 

combine the problematic indicators by using their average or weighted average (Hair et al., 

2014). 

4.2.5 Coefficient of Determination and Effect Size 

The R2 value, also known as the “coefficient of determination” has been used to evaluate 

the structural model. It shows the model's predictive accuracy between a range of 0-1, with 

higher levels indicating higher predictive accuracy. It represents the amount of variance in 

the endogenous construct explained by all of the exogenous constructs linked to it (Hair et 

al., 2014). The acceptable levels are difficult to set, as it depends on the nature and 

complexity of the research. For marketing research, the recommended R2 values of 0.75, 

0.5, and 0.25 are considered to be substantial, moderate, or weak (Hair, Ringle, & Sarstedt, 

2011; Henseler et al., 2009 in Hair et al., 2014), but the values need to be assessed on a 

case-to-case basis. The models in this study are highly complex, and both CE and CXO can 

have potentially dozens of drivers, of which only a few are examined in this study. 

Therefore, instead of using R2 as an inclusion or exclusion criterion, it will be used as a tool 

to report on the predictive accuracy of the model. 

While R2 is used to evaluate the endogenous construct, the exogenous constructs are 

evaluated by the f2 value which measures the effect size. It represents “the change in the R2 

value when a specified exogenous construct is omitted from the model, [and it] can be used 

to evaluate whether the omitted construct has a substantive impact on the endogenous 

constructs” (Hair et al., 2014). 

  



35 
 

4.3 Mean Difference Testing 

SPSS stands for "Statistical Package for the Social Sciences", and is a popular software 

package that can perform highly complex data analysis. In this study, SPSS was used to 

perform descriptive data analysis and mean difference testing.  

Mean difference testing has been carried out in the form of t-tests, Analysis of Variance 

(ANOVA) and post hoc tests, to see if demographic subgroups based on gender, age and 

education were statistically different from each other in relation to CE and CXO.  

4.3.1 T-Tests 

Independent t-tests have been used, as different participants have been answering each 

survey, and one person’s responses do not affect the others’. The method was used 

primarily for testing genders, and the means within the same t-test are completely 

independent, as the answers of one gender do not influence the answers of the other. The 

CE and CXO scores might have a correlation, but those two conditions are tested separately, 

with the gender variables remaining independent.  

A t-test is formed by a ratio. The top part is the difference between the means of two 

groups, while the bottom part measures the variability of the scores. In effect, it is a signal-

to-noise ratio, where the difference between the means is the signal, which we assume is 

created by the phenomenon we are trying to measure. Variance, on the other hand, is the 

noise, which makes it more difficult to determine the genuine effect the phenomenon has 

on the group. In order to assess this, the average of the CXO and CE scores were calculated 

for each respondent. All relevant indicators, which were considered to have satisfactory 

factor loadings based on the analysis of H1 have been averaged to compute a composite. 

The average values then have been treated as single composite variables, which represents 

CE and CXO. Both CXO and CE are reflective scales, which means that all items reflect the 

same underlying construct, and are as such, interchangeable, allowing for the this method. 

Once the composite scores have been calculated, subjects have been grouped in SPSS based 

on their demographic data- first by their gender, then age group, and finally education.  
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4.3.2 ANOVA 

T-tests are a great tool for comparing two groups, such as men and women. However, 

demographics such as age categories and education levels have more than two groups. Each 

time a t-test is conducted, there is a chance (usually 5%) for mistakenly rejecting the null 

hypothesis based on false positive results, also called “Type I error”. Running multiple t-tests 

is not a correct way to analyse mean differences, as the chances of making a Type I error 

increase with every re-test, leading to unacceptable error margins. This is often referred to 

as the “familywise” or “experimentwise” error rate, and occurs when multiple tests are 

carried out on the same data (Field, 2009). In order to avoid experimentwise error rates, age 

and education groups will be assessed with analysis of variance (ANOVA) tests. The one-way 

ANOVA is used to determine whether there are any significant differences between the 

means of three or more independent groups. Unlike multiple t-tests, ANOVA controls for 

the errors, so the significance remains at 5%, and the likelihood that the results are due to 

chance are much lower. 

There are three main assumptions for an ANOVA test. First, it is assumed that the 

dependent variable, in this case, CE or CXO is normally distributed. The skewness and 

kurtosis were examined before performing the test, and were found to be within acceptable 

limits. Second, heterogeneity of variances is also assumed, meaning that the population 

variances in each group are equal. Levene's Test for Homogeneity of Variances is used to 

determine this. “If Levene’s test is non-significant (i.e. p> .05) then the variances are roughly 

equal and the assumption is tenable (Field, 2009:150). 

Lastly, the independence of observations is also assumed, which is fulfilled through the 

study design. The answers of one respondent are believed not to be affected by the answers 

of others. There have been cases where groups of people agreed to fill out the test 

simultaneously, and there was no way of preventing them from discussing their views, but 

given the size of the study, these cases are not considered to be relevant, and the 

assumption is not violated.  

The results of an ANOVA test are reported by indicating the F value, which is calculated by 

dividing the effect variance (variance between groups) by the error variance (variance within 

groups due to individual differences). A large amount of between-group variance leads to a 

high F-ratio, meaning that the observed patterns are unlikely to be due to chance.  
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Besides the F value, the degrees of freedom are also reported right after the F-value, placed 

in brackets. The first value of degrees of freedom depends on the study design, namely the 

number of means per group per condition, minus one. When studying the effects of both 

age and education, the population has been divided into three groups, making the degrees 

of freedom n-1=2. The second value of degrees of freedom indicates the total number of 

observations (n) minus the degrees of freedoms lost because of means already set, meaning 

the number of groups per conditions. Working with 300 samples and three groups, the 

second degrees of freedom value is set at 297 for both studies. Finally, the p-value is 

indicated, which shows the level of significance.  

ANOVA is considered to be a robust test, and can tolerate non-normally distributed data 

with only a small effect on the Type I error rate (Field, 2009).  

After potential differences between the means of groups are detected, post hoc tests are 

needed to determine which specific groups are responsible for the difference. ANOVA is an 

omnibus test, and cannot identify which groups differ from each other, only detect whether 

at least two groups do. 

4.3.3 Post hoc Testing 

When choosing a statistical test, it should be kept in mind that there is a trade-off between 

the statistical power of a method, and the Type I error rate. "If a test is conservative (the 

probability of a Type I error is small), then it is likely to lack statistical power (the probability 

of a Type II error will be high)"(Field, 2009). In a complex study with multiple variables, 

statistical power was generally preferred, as signals are often quite weak, and difficult to 

detect with highly conservative tests. Still, the error rates are kept in mind, and a conscious 

effort was made to maintain valid and reasonable results. 

For post hoc analysis, Tukey's Honestly Significant Difference Test (HSD) has been used. Field 

(2009) describes it as having both "good power and tight control over Type I error rate", and 

recommends it for data with equal sample sizes and relatively similar population variances- 

both of which criteria are met by the demographic data of this study. It runs a significance 

test between the means of every possible combination of groups, thereby indicating which 

two groups differ. The results are presented in tables, marking which two groups are 

compared, their mean difference, and whether the difference is statistically significant.  
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5. Results 

In the following sections, the results of each hypothesis will be presented, followed by a 

discussion, and the presentation of the final models. 

5.1 Descriptive Analysis 

The distribution of the data is a relevant factor, especially for the mean difference tests. T-

tests are parametric tests, which require normally distributed data. PLS-SEM, on the other 

hand, is an advanced tool, which can handle non-normal distributions. Nonetheless, it is still 

important to verify the distribution, as “extremely non-normal data prove problematic in 

the assessment of the parameters’ significances” (Hair et al., 2014). To assess the normality 

of the distribution, the two factors generally examined are skewness and kurtosis.  

"Skewness assesses the extent to which a variable’s distribution is symmetrical. If the 

distribution of responses for a variable stretches toward the right or left tail of the 

distribution, then the distribution is referred to as skewed. Kurtosis is a measure of whether 

the distribution is too peaked (a very narrow distribution with most of the responses in the 

center)." (Hair et al., 2014:54). Out of 79 indicators, only nine were outside of the +1/-1 

range of kurtosis, and the deviation from this range was not substantial. The skewness 

ranged from -1.1 to +1.3, with only 6 indicators being outside of the +1/-1 range.  

These deviations are not considered significant, and both t-tests and structural equation 

modeling can be performed on the data. 

5.2 Reliability and Validity Testing 

The measures have been assessed for their convergent validity, composite reliability,  and 

the presence of collinearity among their indicators. The composite reliability scores were 

calculated for CE, CXO, and all antecedents. All constructs show a minimum value of 0,7 or 

above, which is a satisfactory indicator of internal reliability (Hair et al., 2014). The 

convergent validity (AVE) scores are also sufficient, as each value reaches the minimum 

threshold of 0.5, therefore internal consistency is established. 

The RTI scores are not assessed through CR or AVE, as they are measured with a single 

indicator. Instead, the reliability of the RTI scores will be discussed when reporting on H3. 
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Construct Comp. Rel. AVE 

CE 0.89 0.62 

CXO 0.93 0.50 

Author. 0.87 0.62 

RF Prev. 0.89 0.73 

RF Prom. 0.81 0.59 

WV Dan. 0.90 0.69 

WV Just 0.80 0.51 

PJ DK 0.84 0.63 

PJ FO 0.78 0.54 

Table 2: Composite Reliability and AVE 

 

Establishing discriminant validity is also necessary to demonstrate that the construct is 

unique, and does not represent phenomena already represented by other constructs in the 

model. It is assessed by examining the outer loadings of the indicators. 

 In this study, all indicators load on a single factor, which is a good starting point to establish 

discriminant validity. However, simply looking at outer loadings is “generally considered 

rather liberal” (Hair et al., 2014), and further testing through the Fornell-Larcker criterion is 

carried out for more trustworthy results.  

Table 3 presents the results of the analysis, and demonstrates that each construct’s AVE is 

greater than its highest correlation with any other construct. The Fornell-Larcker criterion is 

met with satisfying results, establishing discriminant validity. 

 

 Author. CE CXO RF Prev RF Prom WV Dang WV Just 

Author. 0.786       

CE -0.024 0.741      

CXO -0.204 0.488 0.707     

RF Prev -0.236 0.034 0.245 0.854    

RF Prom 0.168 -0.125 -0.193 -0.007 0.77   

WV Dang -0.092 0.333 0.525 0.235 -0.01 0.832  

WV Just 0.074 0.01 -0.186 -0.187 0.034 -0.147 0.889 
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Table 3: Fornell-Larcker Criterion for H1 

 CE CXO PJ DK PJ FO RTNI DK RTNI FO 

CE 0.788      

CXO 0.42 0.703     

PJ DK 0.508 0.053 0.794    

PJ FO -0.346 -0.129 -0.186 0.733   

RTNI DK 0.256 0.24 0.153 0.072 1  

RTNI FO 0.057 0.262 0.043 0.044 0.269 1 

Table 4: Fornell-Larcker Criterion for H3 

Next, the collinearity must be assessed for the formative indicators (H1). Reflective 

indicators are considered to be essentially interchangeable, therefore no collinearity 

analysis is necessary. It has already been established that the latent constructs may share 

some characteristics, as they are theoretically similar, and may have shared underlying 

motives. If redundant indicators are used to measure the same construct, harmful 

collinearity may emerge, which has an impact on the estimation of weights and statistical 

significance (Hair et al., 2014). Multicollinearity is measured through VIF, and the acceptable 

threshold is set at the value of 5 or lower. The highest value for the formative indicators is 

3.001, therefore no critical levels of collinearity are present. All above-mentioned data 

assessment methods suggest a good overall data quality, and further hypothesis testing can 

be based on it. 

5.3 Hypothesis 1. Results 

In order to create structural models, the variables were established by assigning the 

relevant indicators to the construct. Factor loadings were examined, and the indicators 

which did not meet the established criteria of a factor loading of 0.6 or above have been 

removed. The average factor loading for all items is 7.6, which is considered to be highly 

satisfactory.  

Consumer Xenophobia: 

CXO is a relatively new construct, therefore a wide range of indicators have been included in 

the survey to allow for the elimination of non-relevant items. Fourteen out of twenty-seven 

indicators have been below the threshold, leaving an ample range of thirteen indicators. 
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Considering that the rule of thumb for the minimum number of indicators is generally 

accepted as three, it is seen as a good starting point for the analysis. The items loaded on a 

single factor, confirming the notion that consumer xenophobia is a one-dimensional 

construct, and all items measure the same concept.  

Consumer Ethnocentrism: 

Even though the construct for CE was already developed and widely tested, it still had to be 

adjusted based on the relevance of indicators, and internal consistency. In order to keep 

CXO and CE truly separated, the indicators that were originally in the CE construct but in 

reality measure xenophobia have been removed. Such items included statements like “We 

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

own country”. Removing outwardly focused and negatively worded questions left six items 

genuinely related to CE. One of those six items were deleted due to the low factor loadings, 

leaving five indicators, which were found to be sufficient for the purpose of structural 

modeling. The factor loadings of the indicators were examined to make sure the remaining 

items all measure the same construct. All items loaded on a single factor, confirming 

unidimensionality. 

5.3.1 H1a.: Authoritarianism  

The analysis of indicators related to authoritarianism yielded surprising results. Although the 

indicators related to conformity and uncertainty avoidance were expected to be similar and 

interchangeable, it turned out that in the sample population, conformity cannot be used to 

describe authoritarian personalities.  

The relationship of a variable to the underlying factor is expressed by the factor loadings, 

and the ones associated with conformity were all well below the cut-off point of 0.6, the 

highest being 0.4. The authoritarianism construct has been therefore created with the 

remaining four indicators related to the avoidance of unfamiliarity. These variables had 

strong associations to the underlying latent variable of authoritarianism.  

 

The results of the structural equation modeling were similarly surprising. The path 

coefficient to CXO turned out to be significant, but negative (-0.104), which suggests that 

the more authoritarian someone is, and the more they tend to avoid unfamiliar situations, 

the less xenophobic they are expected to be. The result has a t-value of 1.885, suggesting a 
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10% significance level (α= 0.1). The probability of error (α) indicates the chance for rejecting 

the null hypothesis given that it is true. The effect size is small, but acceptable (f2= 0.02), and 

meets the lower limit set by Cohen and colleagues (Cohen, 1988 in Hair et al., 2014). On the 

other hand, the effect of authoritarianism on CE is non-significant as expected, with a path 

coefficient of 0.017 (n.s.), t-value of 0.22 (n.s.) and effect size of 0.  

Although there is a faint signal that authoritarian personality traits effect CXO, but not CE, 

the results are not statistically significant enough to base a conclusion on. A probability 

value of 10% may be technically acceptable in this case, but paired with the contradictory 

results and low effect size, it is not sensible to accept the hypothesis. The issues relating to 

the first half of the scale also impairs the reliability of the construcy. Thus, the Hypothesis 

H1a “Authoritarian personality traits drive CXO but not CE” is rejected, and authoritarianism 

will not be part of the proposed model.  

5.3.2 H1b: Promotion Regulatory Focus 

Both promotion and prevention regulatory focus have been measured by three indicators 

each in the structural model, all of which had satisfactory factor loadings. 

The effect of a promotion regulatory focus on CXO was found to be negative, with a path 

coefficient of -0.167 (t= 3.086, α=1%), suggesting a strong causal link between CXO and 

promotional regulatory focus. The effect size is 0.04. In accordance with the rule of thumb 

for f2, the effect size for this relationship can be regarded as low, but is close to the 

“medium” threshold of 0.05. The high probability value suggests that the observed results 

are unlikely to be due to chance. 

 

The effects of a promotional focus are still negative, but much weaker on CE, with a path 

coefficient of -0.126 (t=1.7, α=10%) and effect size of 0.02. “When a study is exploratory in 

nature, researchers often assume a significance level of 10%. Ultimately, the choice of the 

significance level depends on the field of the study and the study’s objective”. In this case, 

the 10% probability of error is not acceptable, as it is combined with both a low effect size 

and low path coefficient, making it likely that the effect is due to chance.   

The observed effects are not aligned with the assumptions the hypothesis was based on. We 

expected a positive effect on CE, and none on CXO, but ended up with no effect on CE and 
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negative effects on CXO. This discrepancy will be further examined in the Discussion 

chapter. 

All in all, H1b “Promotional regulatory focus drives CE but not CXO” is rejected. Due to the 

difference in the outcome, however, the overall hypothesis H1 is supported by the results. 

5.3.3. H1c: Prevention Regulatory Focus 

The analysis of the effects of prevention regulatory focus on CXO and CE resulted in findings 

which are consistent with the original assumptions. RFPrev does have a positive effect on 

CXO, which suggests that a prevention-focused person is more likely to display xenophobic 

tendencies in their purchasing behaviour. The path coefficient is 0.09 (t=1.778, α=10%), 

which indicates that the two concepts are possibly linked with a weak direct effect. It is a 

relatively low value, yet as discussed earlier, in a complex model it can indicate a genuine 

effect. Still, the results should be considered with caution, and the relationship in the model 

will be indicated as weak.  

However, RFPrev does not have a significant effect on CE. The path coefficient is extremely 

low at -0.034 (t=0.502, n.s.), in which case a negative value is meaningless in absence of an 

actual relationship. The effect size is also at 0, which makes the results non-significant.  

Prevention regulatory focus has a measurable effect on CXO, but has no evident causal 

relationship to CE, therefore H1c “Prevention regulatory focus drives CXO but not CE” is 

accepted. 

5.3.4 H1d: Belief in a Dangerous World 

Belief in a dangerous world is proposed to be a predictor of CXO, through the feeling that 

the world is a competitive environment. This attitude is expected to lead to the emergence 

of an “us versus them” type of mentality, which in turn drives xenophobic tendencies. The 

statistical analysis has shown that a dangerous world view indeed has an immense effect on 

CXO with a path coefficient of 0.480, which is considered to be a major effect by any 

standard.  

The t-value was also 11.085 (α <1%), meaning that there is a higher than 99% confidence 

that the observed effect is different from zero. The effect size is also considered to be high 

at 0.33. These findings support the first part of hypothesis H1d.  
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However, the second part of the hypothesis is not corroborated by the analysis. We 

expected a dangerous outlook on the world not to have any effect on CE. The results show 

that in fact there is a significant effect with a path coefficient of 0.350, effect size of a 

moderate 0.13, and t-value of 7.051 (α <1%), which is also well above the confidence level 

of 99%. Even though the value is lower than the effect of the dangerous world view on CXO, 

it is still a major predictor of both biases. 

The difference between the levels of significance suggest a minor separation of the 

constructs, but it is not enough to provide empirical evidence of the distinctness of CE and 

CXO. Because a dangerous outlook on the world has a major effect on both CXO and CE, 

Hypothesis H1d is not supported by the findings, and is rejected. The antecedent will still be 

included in the proposed model, as it does have a significant predictive value.  

5.3.5 H1e Belief in a Just World 

Based on the available literature, belief in a just world was expected to have a positive 

effect on consumer ethnocentrism. This belief is associated with cooperative behaviour and 

the seeking of win-win situations instead of a competitive approach.  

The results are not as definite as with the previous antecedents. A just world view was 

found not to have any significant effect on CE (path coefficient= 0.0589, t=0.820 n.s. f2= 0).  

Also, it was found to have a weak negative effect on CXO (path coefficient= -0.085, t=1.745, 

α= 10%). The effect size of 0.01 is extremely low, even for a complex and exploratory study. 

Together with a low probability value, the signal is not strong enough to build a model on.  

Even though the outcome is not fully consistent with the initial hypothesis, it does reflect 

the original assumptions the hypothesis was based on. The results suggest that people who 

believe that the world is a just place tend to be less xenophobic in general. It should be 

noted that the scale only includes two indicators in the analysis, as the rest of the items had 

insufficient factor loadings. This may lead to a weaker effect and less reliable results.  

Still, the hypothesis H1e “Belief in a just world drives CE but not CXO” must be rejected 

based on the inconclusive data, and WV Just will not be included in the model due to low 

significance and effect size.  
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The overall results of the first Hypothesis are presented in Table 5. 

Path Path Coeff. t-value α f2 Hypothesis Result 

Auth → CXO -0.104 1.885 10% 0.015 H1a Rejected 

Auth → CE 0.017 0.220 n.s. 0.000 

RF Prom → CXO -0.167 3.086 1% 0.041 H1b Rejected 

RF Prom → CE -0.126 1.700 10% 0.018 

RF Prev → CXO 0.09 1.778 10% 0.011 H1c Accepted 

RF Prev → CE -0.034 0.502 n.s. 0.001 

WV Dan → CXO 0.48 11.085 1% 0.328 H1d Rejected 

WV Dan → CE 0.35 7.051 1% 0.131 

WV Just → CXO -0.085 1.745 10% 0.010 H1e Rejected 

WV Just → CE 0.059 0.820 n.s. 0.004 

Table 5: Summary of Results for H1 

The coefficient determination (R2) value for the CXO scale was 0.344, and for the CE scale it 

was 0.131. This signifies that approximately 34% of the variance in CXO is explained by the 

antecedents, which is a sufficient to demonstrate the relevance of the variables to the 

construct. On the other hand, only around 13% of CE can be explained by the antecedents, 

which is much lower than expected, given that the scale and concept have been widely 

studied before.  

We also find that belief in a dangerous world is a main driver for both biases, while 

constructs such as a prevention regulatory focus or belief in a just world had little or no 

bearing on either. As one of the most notable findings, the results suggest that promotion 

focused personality traits had remarkably distinct effects on CXO and CE, in accordance with 

the hypothesis. 

5.4 Hypothesis 2. Results 

5.4.1 Descriptive Statistics 

The values of skewness and kurtosis are informative, but they provide a good indication 

whether the sampling data is normally distributed. There is no statistically significant 

skewness detected, but the kurtosis is significantly negative in all cases. The negative 

kurtosis values simply mean that the data does not follow the Gaussian distribution, and the 
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distribution is more "flat" if plotted on a graph (Field, 2009). It does not have a serious 

impact on the analysis, because SPSS takes the distribution into consideration.  

The size of the groups also has an effect on the analysis. The gender groups naturally turned 

out to be similar sized: n= 137 for males and n=163 for females. The age values were 

measured as discrete numbers, allowing for creating the categories after data collection. 

The age groups were deliberately created with the group sizes taken into consideration. 

Education, on the other hand, is a set characteristic of the population, without a possibility 

to influence the size of the subsets. The low and high education groups turned out to be 

much larger than the continuous education group, which signifies the mid-range. With a 

given sample size, the statistical power is maximised when the group sizes are equal. When 

the sizes of the groups differ a lot, there is not as much additional "resolution" for additional 

observations.  

With a standard significance level of 95% and a recommended statistical power of 0.8, it is 

recommended to have at least 28 participants to detect a large effect size (Cohen, 1992, in 

Field, 2009). The smallest education group has 53 subjects, which in this case is considered 

sufficient.  

5.4.2 Gender 

The traditional significance level used by researchers is 95%, which corresponds to a p-value 

of 0.05 (Field, 2009). This standard is also followed in this study so that the results can 

potentially be benchmarked against other findings in the field. Both the CE and CXO data 

samples have fulfilled Levene's test, and therefore homogeneity of variances is assumed.  

Mean difference testing has been carried out in the form of independent t-tests. The 

variance on CXO between genders is indeed significant at 95% (p=0.048). From the 

descriptive statistics it can be seen that males have a mean CXO value of 3.508 (st. dev. 

1.05), while women have 3.261 (st. dev. 1.09). Because of this, we can conclude that there is 

a statistically significant difference between the mean levels of consumer xenophobia 

displayed by different genders. Since the mean of males was greater than the mean of 

females, we can conclude that males are indeed more xenophobic than females, and H2a is 

accepted. 
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Gender n Mean St. Dev. 

Male 137 3.508 1.051 

Female 163 3.261 1.087 

Total 300 3.374 1.076 

Table 6: Mean and Standard Deviation for CXO based on Gender 

 

The significance level of the mean difference test for CE was over the accepted 5% threshold 

(p=0.156), indicating no considerable difference between the genders. The relative 

difference between the means was similar to CXO, men at 3.756 and women at 3.975, and 

the values seem to support the hypothesis that women are more ethnocentric. However, 

the standard deviation turned out to be higher than with CXO, at 1.355 and 1.309, which 

lowered the significance to an unacceptable level. Therefore, H2b "females are more 

ethnocentric than males" can be rejected straight away, without further post hoc testing. 

5.4.3 Education 

Homogeneity of variance has been established by Levene’s test, which indicates that the 

variance in both groups is similar. The significance levels for CE and CXO were 0.990 and 

0.217 respectively, both of which are above p=0.05. 

An analysis of variance on education and CXO scores yielded significant variation, F(2, 297)= 

8.36, p=000. A post hoc Tukey test showed that the low education (A) and ongoing 

education (B) groups differed significantly at p=0.003. The low education group also showed 

a significant difference from the highly educated (C) group, p=0.001. The ongoing education 

subset did not significantly differ from the highly educated subset (p=0.817).  

Construct Compared groups Mean diff. St. 

error 

p-value 

CXO A B 0.576 0.174 0.003 

A C 0.472 0.134 0.001 

B C -0.104 0.171 0.817 

CE A B 0.479 0.217 0.072 

A C 0.515 0.167 0.007 

B C 0.035 0.214 0.985 

Table 7: Tukey’s test for CE and CXO based on education 
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As predicted, a low level of education , i.e. only finishing primary school, did result in the 

highest CXO scores among the population (mean=3.679). However, the subsequent levels of 

education do not differ much. Group B has a mean CXO score of 3.103, while group C 

averages at 3.207, which are not significantly different from each other. This trend confirms 

the first part of the hypothesis, namely that increasing levels of education does limit CXO, 

although once someone entered higher education, the scores do not keep decreasing.   

Construct Group n Mean St.Dev. St. Error 

CXO A 118 3.697 1.028 0.095 

B 53 3.103 0.933 0.128 

C 129 3.207 1.114 0.098 

Total 300 3.374 1.076 0.062 

CE A 118 4.181 1.325 0.122 

B 53 3.702 1.298 0.178 

C 129 3.667 1.311 0.115 

Total 300 3.875 1.333 0.077 

Table 8: Mean and Standard deviation for CE and CXO based on education 

There is also a significant difference in CE between the education level groups F(2, 

297)=5.287, p= 0.006. Tukey’s test determined that only one pair of groups display 

significantly different levels of CE, the lowest (A) and highest (C) educated ones.  

There is no difference between ongoing or low, or ongoing and high levels of education, 

suggesting that the transition is incremental.  The group with the highest level of CE was 

group A, which group also displayed the highest CXO tendencies. This contradicts the 

starting assumption that there would be no difference of CE between the levels of 

education. Therefore, hypothesis H2c is rejected. 

5.4.4 Age 

As a start, Levene's Test of Homogeneity of Variances test was carried out. The significance 

for CXO was 0.313, and for CE 0.758. As for both levels of significance are p>0.05, 

homogeneity of variances is assumed for both cases, and ANOVA can be performed. 

There was a significant difference found in CE based on age: F(2, 297)=5.978, p=0.003. 

Further analysis using Tukey’s test indicates that there is no difference between groups A 

and B, i.e. the two lowest age groups (p=0.783).  
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Compared Groups Mean Difference Std. Error p-value 

A B 0.122 0.183 0.783 

A C -0.487 0.189 0.028 

B C -0.610 0.184 0.003 

Table 9: Tukey’s Test for CE based on Age Groups 

 

The rest of the groups showed significant difference: p=0.0.28 between groups A and C, and 

p=0.003 between groups A and C. Although the means do not show a clear linear 

progression, it is evident that the oldest age group display by far the highest levels of 

consumer ethnocentrism (mean=4.253). There is a minor drop between the youngest 

(mean=3.765) and middle (mean=3.643) age groups, but the decrease is not statistically 

significant (p=0.783). 

Group N Mean St.dev. 

A 97 3.765 1.28 

B 108 3.643 1.35 

C 95 4.253 1.30 

Total 300 3.875 1.33 

Table 10: Mean and Standard Deviation for CE based on Age 

 

Although the three age groups did not split up as clearly as expected, there is an 

unmistakeable trend showing that the older segment of the age groups is significantly more 

ethnocentric than the younger respondents.  

There was no significant difference in CXO found between any of the age groups F(2, 

297)=1.518, p=0.221. The F-value is close to 1, showing that the error variance is almost as 

great as the effect variance. Also, the p-value is over 0.05, making it likely that the observed 

effect is due to chance. As the ANOVA analysis turned out non-significant, no further post 

hoc testing is carried out on age groups in relation to CXO. Based on the results, hypothesis 

H2d is accepted. 
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The overall results of the demographic antecedents are as follows: 

Relationship Hypothesis p-value Significance Result 

CXO: Males > Females H2a 0.048 5% Accepted 

CE: Females > Males  H2b 0.156 n.s. Rejected 

Education decreases CXO  H2c 0.001 1% Rejected 

Education has no effect on CE 0.006 1% 

Higher age increases CE H2d 0.003 1% Accepted 

Higher age has no effect on CXO 0.221 n.s 

Table 11: Summary of Results for H2 

 

5.5 Testing Hypothesis 3. 

CE and CXO remain the two main constructs for Hypothesis 3. However, in this section of 

the analysis, they are treated as predictor variables for two new concepts: product 

judgement (PJ) and resistance to information (RTI).  

5.5.1 H3a CE and Product Judgement 

The relationship between consumer ethnocentrism and the positive judgement of domestic 

products was one of the most straightforward of all expected outcomes. People who prefer 

local products are likely to think positively of them. As predicted, CE does have a significant 

positive effect on the judgement of domestic products, with a path coefficient of 0.589 

(t=13.111, α=1%). The effect size is also significantly high at f2=0.42. 

The relationship between CE and foreign product judgement, however, is not aligned with 

the predicted outcome. There is a very strong indication that CE has a negative effect on the 

judgement of foreign products, with a path coefficient of -0.354 (t=4.644, α=1%) The effect 

size is much lower, but still considerable f2=0.117. The results show that there is a 

conceptual similarity between the two constructs. 

Due to the significantly negative effect of CE on foreign product judgement, H3a is rejected, 

but the findings are still valuable and have practical value.  
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5.5.2 H3b CXO and Product Judgement 

The effects of CXO on both foreign and domestic product judgement turned out puzzling. 

Based on the theoretical background, the expectations included CXO having a negative 

effect on the judgement of foreign products, while not influencing the judgement of 

domestic products. Despite the firm theoretical and conceptual background, the data 

showed a sharp contrast to the predictions. The path coefficient of CXO to PJ Foreign turned 

out to be non-significant at 0.020 (t=0.225 n.s.). This is contradictory to the assumption that 

xenophobia leads to a negative perception of imported goods. In an even more 

counterintuitive manner, CXO showed a significant negative effect on domestic product 

judgement, with a path coefficient of -0.194 (t=3.359, α=1%). The effect size is extremely 

low, almost at a non-significant level of f2=0.044. Therefore, H3b is rejected. 

The overall predictive power of CE and CXO are relatively strong. Together they explained 

approximately 29% of the variance in domestic product judgement (R2=0.289), and 12% of 

the variance in foreign product judgement (R2=0.129). It is still quite low, considering the 

conceptual background and strong assumed relationship between the biases and product 

judgement.  

5.5.3 H3c CE and Resistance to Information 

The RTI scale has been included in the questionnaire as an experimental item, with both 

foreign and domestic attitudes represented by only two items, and one of each is reversed. 

The reversed questions did not turn out useable at all, and have been removed, leaving a 

single item to measure each construct. Common practice strongly advocates against single-

item scales. However, Fuchs and Diamantopoulos (2009) argue that in certain circumstances 

they can lead to satisfactory results. Abstract constructs, such as culture, creativity, etc. 

require multiple-item scales, as "most constructs, by definition, are too complex to be 

measured effectively with a single item" (Peter, 1979 in Fuchs & Diamantopoulos, 2009). RTI 

is a relatively straightforward concept, which does not require abstract thinking. It should 

also be considered that the RTI scale is not extensively studied and validated, unlike for 

example CE. No definite statistical validation is possible, because having a single item 

automatically makes the outer loading 1.0, which cannot be relied on.  

However, before removing the nonsignificant items, the outer loadings for the significant 

RTI foreign and domestic items were 0.898 and 0.965 respectively, which indicates high 
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relevance. Despite the unfavourable outcome of two indicators, the RTI scales are kept in 

the model, in accordance with Fuchs and Diamantopoulos (2009), who stated that "single-

item measures can be both reliable and valid, implying that their potential application 

should not be ruled out on a priori grounds". 

The results are consistent with the hypothesis. Resistance to negative information about 

domestic products is driven by CE, with a path coefficient of 0.188, at a 1% significance (t= 

2.942). This suggests that people with strong feelings for their home countries seem to 

ignore negative news and information about local products and companies. It should be 

noted that although the path coefficient has good results, the effect size is quite small: 

f2=0.032. Also as predicted, CE does not seem to influence the resistance to positive 

information about foreign products. The path coefficient turned out to be non-significant at 

-0.065 (t=0.954 n.s.). This is a good supporting point to the overall hypothesis, indicating a 

conceptual difference between CE and CXO. With a good level of confidence, H3c is 

accepted. 

5.5.4 H3d CXO and Resistance to Information 

As mentioned in the “Hypotheses Development” chapter, the only the resistance to positive 

information has been measured in connection with foreign companies. Even though the 

entire spectrum of the concept is not fully covered, there are valuable results connected to 

the collected data. The first part of the hypothesis H3d is supported: CXO indeed has a 

positive effect on the resistance to positive information about foreign products. The path 

coefficient is 0.290, suggesting a considerable effect, and the results are significant at an 

alpha value of 1% (t= 4.724). This suggests that people with xenophobic tendencies are likely 

to ignore positive information about foreign companies or goods. However, the prediction 

of CXO’s non-significant effect on the resistance to negative information about Danish 

products is not supported by the data. The path coefficient turned out to be significant, 

although with both a lower path coefficient (0.162) and higher standard error rate (t= 2.279, 

α= 5%). Both domestic and foreign resistance to information had a quite low effect size, f2 

RTI domestic=0.024, and f2 RTI foreign=0.074. Even though the effect is weaker for RTI 

domestic, it is still undoubtedly positive, therefore the hypothesis H3d is rejected. 

When it comes to the overall predictive value of CE and CXO for resistance to information, 

the results are rather weak. Together the constructs explained approximately only 8.7% of 
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resistance to negative information about domestic products (R2=0.087), and around 7.2% of 

resistance to positive information about foreign products (R2=0.072). Based on the 

theoretical background, less direct effects were expected than in the case of PJ. Still, the low 

effects suggest that RTI is mainly driven by other constructs than CE and CXO. 

The overall results of H3 are as follows: 

Path Path 

Coeff. 

t-value α f2 Hypothesis Result 

CE → PJ Dk  0.589 13.111 1% 0.420 H3a Rejected 

CE → PJ Fo -0.354 4.644 1% 0.117 

CXO → PJ Fo 0.020 0.225 n.s. 0.00 H3b Rejected 

CXO → PJ Dk -0.194 3.359 1% 0.044 

CE → RTI Dk (-) 0.188 2.942 1% 0.032 H3c Accepted 

CE → RTI Fo (+) -0.065 0.954 n.s. 0.004 

CXO → RTI Fo (+) 0.290 4.724 1% 0.074 H4d Rejected 

CXO → RTI Dk (-) 0.162 2.279 5% 0.024 

Table 12: Summary of Results for H3 
Note: (-) marks negative information, (+) marks positive information 

6. Discussion 

Overall, the significance of the statistical analysis was weaker than initially hoped for, but 

some antecedents produced convincing results. The outcome of the analyses will be 

discussed in the following chapters, as well as the theoretical and managerial implication of 

the findings. 

6.1 Hypothesis 1 

6.1.1 The Effects of Authoritarianism 

The negative effect of authoritarianism on CXO is very difficult to explain based on the 

conceptual background of the antecedent. The characteristics of an authoritarian 

personality, such as close-mindedness, warding off anything new and unfamiliar, conformity 

and submission, etc. all point towards rejecting new and unknown products from foreign 

countries, and towards showing xenophobic tendencies. Although the scale was based on 

tested and validated scale, all indicators relating to conformity and submission showed 

nonsignificant factor loadings, which can be seen as an early indication that the scale might 



54 
 

not be perfectly applicable to this particular data sample, yet it must not be dismissed that 

the “warding off new and unfamiliar” part of the scale had highly satisfactory outer 

loadings. 

Oesterreich (2005) noted that authoritarian personalities most often emerge in  situations 

of fear and uncertainty. The lack of general authoritarian tendencies in the population might 

be a potential explanation for the negative results, but the mean score on the 

authoritarianism-related questions have been calculated, and the population mean across 

all four relevant questions were surprisingly high at 5.45 on a scale of 7.  

No notable research papers were found that would back up these findings, therefore the 

most possible explanation remaining is chance.  The error margins throughout the study 

were relatively high. Hypothesis 1 had five sub-hypotheses, analysing ten possible 

relationships between concepts. If we disregard the non-significant relationships, four path 

coefficients had α values of 10%, and three had 1%. If we assume that the tests are 

independent, the overall probability of not making a Type I error is (0.9)4 x (0.99)3= 0.6365. 

Based on this, we can calculate the probability of making at least one Type I error by 

subtracting this number from 1, resulting in a chance of error of 0.36.  

With a roughly one in three chance of erroneously accepting a hypothesis based on 

coincidences, an unexpected result on at least one analysis is not particularly remarkable. 

In contrast with the results above, the relationship between authoritarianism and CE turned 

out as expected, with a non-significant result. This demonstrates that the rejection of new 

and unfamiliar does not necessarily result in consumer ethnocentrism, and supports the 

underlying claim that positive biases towards one concept do not automatically mean 

negative biases towards its reverse. 

6.1.2 The Effects of Promotion Regulatory Focus 

The negative values associated with promotional regulatory focus were quite unanticipated, 

and indicate that the higher a person's promotional focus scores are, the less xenophobic 

and ethnocentric the person is expected to be, although the relationship with CE is much 

weaker.  

Even though it contradicts the initial assumptions, it is not at all implausible. Reexamination 

of the literature reveals that there is a flaw in the initial reasoning behind the sub-

hypothesis. H1b assumed that the regulatory focus of an individual will be reflected in 
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group-level decisions. In reality, consumer behaviour starts on a personal level, and the 

effects of group-level considerations are secondary. In order to maximize the utility of a 

purchasing decision, a promotion focused customer may be willing to overlook country of 

origin, if other benefits such as price is more favourable. Although no reliable source was 

found demonstrating the difference between the price of Danish and imported goods, 

personal experience and the high local wages (Dst.dk, 2016) suggest that in many cases 

there is a considerable price gap.  

In addition, a promotional regulatory focus is associated with higher levels of risk 

acceptance (Higgins et al., 2001). Buying foreign and unfamiliar products can be seen as a 

risk, even if it is on a small scale, and risk acceptance could manifest in having a less 

restricted purchasing pattern, which potentially includes foreign goods. 

Also, in an experimental study, Hall, Crowe, and Higgins (1997) demonstrated that when 

people are given the task to generate a list of answers to a problem, promotionally focused 

individuals create a longer list of alternatives to avoid acts of omission, while prevention 

focused subjects stick to a shorter list to avoid acts of commission.  

Furthermore, prevention-focused people also repeated answers more frequently. It can be 

easily seen how this behaviour would translate into purchasing decision: consumers with 

promotion focus are likely to test a wide range of alternatives, regardless of country of 

origin. On the other hand, people with prevention focus will rather stick to the familiar and 

routine decisions, even if it means forgoing better options, resulting in a more passive 

behaviour. Both of the arguments support the results found in the analysis, namely that 

promotional regulatory focus would have a negative effect on consumer xenophobia. 

Just like the relationship between promotional focus and CXO, the negative effect on CE can 

also be explained in retrospect. As discussed earlier, country biases are emotionally driven 

and do not take quality or other objective factors into consideration. The aim to promote 

individual gains and maximize utility is consistent with ignoring non-rational factors such as 

county biases, and focusing on other value-related aspects instead. This reasoning explains 

the decrease in both CXO and CE as the promotional regulatory focus becomes stronger. 

The promotionally focused respondents aim to maximize the utility of a purchase decision is 

in line with the pursuit of personal gains, where the effect on a wider group may not be 

consciously considered. Aaker and Lee (2001) demonstrated that individuals with 

independent self-view are more prone to promotion-focused behaviour. Our findings are 
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consistent with the research: by being unaffected by country biases whether it is foreign or 

domestic, individuals with promotional focus display a more individualistic approach, where 

the broader society is not a major influencer. 

6.1.3 The Effects of Prevention Regulatory Focus 

The hypothesis H1c was based on the assumption that prevention-focused consumers 

would actively reject unfamiliar and foreign products, minimizing the uncertainty in their 

purchasing outcomes, while remaining passive in their seeking of local products. It is 

consistent with the literature that suggests that prevention-focused individuals seek to 

avoid errors of commission, which in this case would be to make a bad purchase decision 

when choosing foreign goods.The findings on the effects of RFPrev on CXO are consistent 

with the existing literature on prevention regulatory focus. The avoidance of new, unfamiliar 

and potentially risky situations lead to the rejection of foreign products.  

It would be intuitive to expect a negative relationship to country-induced biases after the 

previous results of RFProm, however, a deeper analysis suggests that the results are 

consistent with the theory. It was already established that the negative relationship of 

RFProm is likely due to the fact that regulatory focus operates on an individual level. Unlike 

promotion focus, a preventional orientation is likely to be more passive and seek to avoid 

errors of commission (Haws, Dholakia, and Bearden, 2009). The tendency to select local and 

familiar products is consistent with the focus of risk avoidance, and can be done “passively”. 

Displaying xenophobic consumer behaviour does not require an outlook on the “bigger 

picture” that extends beyond one’s own scope with respect to regulatory focus. In contrast, 

ethnocentric tendencies do require an active seeking out of local goods, which would 

explain the nonsignificant relationship between RFPrev and CE.  

Overall, these findings are in line with the previously discussed negative relationship 

between promotion regulatory focus and its negative effect on country-induced biases in 

general, when the active/passive element of the traits are taken into account.  

6.1.4 The Effects of Belief in a Dangerous World 

This study examined the effects of dangerous worldview in a different way than Duckitt and 

colleagues (2002). Their model included ideological attitudes, such as right-wing 

authoritarianism, and the outgroup biases were aimed at specific minorities. The results of 
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the original paper measured indirect effects and are therefore not well comparable to the 

current study. Still, the construct had good validity and consistency, and the results fit well 

with the overall model. 

The positive effect of a dangerous world view on CXO is consistent with the original 

assumptions. Believing that the world is operating on a competitive “win-lose” basis was 

thought to lead to xenophobic attitudes. Individuals who believe that they have to compete 

with others for resources tend to be more unfavourable towards imports, because their 

worldview is in conflict with promoting the interest of others over the interest of “one’s 

own”. This attitude can also drive mistrust towards outgroups, making people less likely to 

choose unfamiliar goods created outside of their country. 

Even though the separation of CXO and CE was the overall aim of the study, the positive 

effect of a dangerous world view on CE is not entirely unexpected. Instead of functioning on 

an individual level, a competitive attitude in this case seems to be projected out to the 

ingroup in general. The causal effect between WVDan and CE is not as strong as for CXO, it is 

still one of the strongest relationships in the model. It signifies that CE and CXO are 

conceptually similar, and the underlying motives can have an effect on both at the same 

time. Belief in a dangerous world is generally associated with competitive, uncooperative, 

and potentially hostile behaviour (Duckitt et al., 2002), therefore it was predicted to lead to 

a competitive behaviour also within the ingroup on an individual level, but the results 

indicated otherwise.  

It should be still noted, that even though the effects of WVDan on both CE and CXO are 

considerable, the overall prevalence of belief in a dangerous world in the sample population 

has not been particularly high. On a 7-point scale, the mean score was 2.81, which might 

suggest an inclination towards cooperation in the general population. The conflicting 

attitudes of dangerous worldview and the need for cooperation may manifest in both CE 

and CXO simultaneously, by showing ethnocentrism towards the ingroup, yet remaining 

competitive and hostile towards outgroups, just like the current data points toward.  

6.1.5 The Effects of Belief in a Just World 

Believing in a just world does not seem to have an effect on ethnocentrism, while at the 

same time having a weak negative effect on consumer xenophobia. Although the signal was 
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not strong enough to be included in a theoretical model, it will be still discussed, as the 

findings provide valuable insight.  

The initial reasoning for the hypothesis was that cooperative behaviour would inspire 

individuals to show collaboration within their ingroup and purchase local products in order 

to support the best common interest of the country. Additionally, people who believed in a 

just world were expected to have no measurable bias toward or against foreign goods. 

The results did not support these predictions and instead suggested that people who believe 

in a just world have no particular bias preference for local products, and this worldview also 

limits the negative bias towards foreign goods. This scenario is just as plausible as the 

original hypothesis- if belief in a just world operates on a broader level, it can reduce the 

effects of xenophobia by eliminating the competitive attitudes. Consumers with a just world 

view are expected to display more compassion and willingness to cooperate (White et al., 

2012), and therefore might be less prone to prejudice and bias against foreign goods.  

The lack of consumer ethnocentrism displayed is curious, but it may simply mean that 

shoppers with just worldviews may not show any particular preference based on the origin 

of the goods, and consider all alternatives equally. Although the effects seem logical in 

retrospect, the signal is still quite faint. Of all antecedents analysed so far, belief in a just 

world shows the weakest effect, with one non-significant path, and one with a p-value of 

10%, which many rigorous researchers would dismiss as non-significant, too. The hypothesis 

is rejected in either case, therefore the results do not compromise the validity of the 

research. 

It is interesting to note that both hypotheses related to worldviews failed to predict the 

effects on a local level- dangerous WV forecasted no effect, where indeed there was one, 

and just WV expected a positive effect, but there was none. Throughout the study there is a 

frequent issue with predicting whether a trait would have an individual or group-level 

effect. For future research, it is definitely an aspect worth exploring during the research 

design stage. 

6.1.6 The Overall Effects 

The overall hypothesis “H1” has been supported by two out of five antecedents, 

demonstrating that CE and CXO are indeed separate and distinct constructs. Both promotion 

and a prevention regulatory focus effect CXO without having a significant effect on CE.  
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It is worth noting that once the failed constructs are disregarded, all paths that turned out 

to be non-significant are pointing towards CE, even in the case of promotion regulatory 

focus where a positive effect was expected based on the theoretical background. This shows 

a basic unreliability, and is seen as an invitation to challenge long-standing seminal 

constructs, and make an attempt to validate scales before using them, instead of taking 

them for granted. Belief in a dangerous world and promotional regulatory focus had an 

effect on both CXO and CE, which shows that the constructs are conceptually similar, and 

there is a potential measurement overlap between them. This warrants for caution when 

drawing conclusions and generalising the findings.  

Overall, Hypothesis 1 is supported by two out of five antecedents, which show that there is 

a conceptual and empirical difference between CE and CXO.  It should be kept in mind that 

just because H1d was rejected, it still provides meaningful results. There was an impressive 

level of statistical significance, and some overlap was expected based on the theoretical 

similarities between the constructs. The fact that authoritarianism and just world view failed 

to indicate any relevant connection to either biases warrants caution. Based on the findings, 

the following model is proposed: 

 

Figure 4: Proposed Model for Hypothesis 1 
Dotted line: weak effect. Grey line: no effect. 
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As with social sciences and human behaviour, the issue is highly complex. The topic calls for 

further research to duplicate the current finding as well as the explore more potential 

variables, that could make CXO even more relevant in marketing.  

6.2 Hypothesis 2. Discussion 

6.2.1 Gender 

Males on average turned out to be more xenophobic than females, and the difference is 

statistically significant. The findings are consistent with the assumptions that males are 

more involved with inter-group issues. The hypothesis was based on multiple possible 

reasons that could explain why this trend exists, but the study is not extensive enough to 

conclude on the cause. This tendency has an important implication in marketing strategies. 

Products that are typically targeted at males may benefit from deemphasizing their origins if 

they were created outside of Denmark. Although it is an important finding, and can be a 

valuable consideration when creating a marketing campaign, the difference between 

genders is not fundamental. When looking at the "big picture", males had an average CXO 

value of 3.51, while females averaged at 3.26, both being quite close to the middle on a 1-7 

scale. Even though the effect is not overwhelming, the results are definitely promising and 

have the potential to be used in a practical setting as a complementary information when 

creating strategies.  

Males and females had similar levels of ethnocentrism, leading to hypothesis H2b being 

rejected. Still, the lack of effect of gender on CE is also meaningful instead of discouraging. 

Even if a clear opposite separation between CE and CXO based on genders is not 

established, the negative results have theoretical values. The fact that one construct had a 

clear difference between genders, while the other remained relatively similar between them 

shows that there is indeed a substantial conceptual difference between them. Interestingly, 

the results are contradictory to Shimp, Sharma and Shin’s findings from 1995. The 

researchers used the CETSCALE and found a significant correlation between gender and CE, 

specifically that females are more ethnocentric. It is particularly intriguing, as their version 

of the CETSCALE reportedly combines both CE and CXO. The current study suggests that 

males are more likely to show xenophobia, while females show no statistically demonstrable 

difference. It is not unimaginable that what Shimp, Sharma & Shin (1995) found was the 
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xenophobic tendencies of males, and mistook it for the ethnocentrism of females. Certainly, 

the study was conducted over 20 years ago in a different country, which could create 

differences in the outcomes, but the discrepancy between the two results is thought-

provoking.  

6.2.2 Education 

The levels of educations did not split between the three established groups as initially 

expected. Instead, there was a clear divide between respondents who had lower levels of 

education, and the people who were either still studying or completed university degrees. 

As expected, respondents with high levels of education displayed lower CXO tendencies, 

which is consistent with previous research. The hypothesis was rejected because high levels 

of education had similar effects on CE. Although it would have been interesting to 

demonstrate yet another difference between the constructs, the outcome is not at all 

surprising. Previous research, such as Shimp, Sharma and Shin (1995) did find similar results, 

concluding that “consumer-ethnocentric tendencies decrease with greater levels of 

educational achievement“. Confirming Shimp and Sharma’s findings is still relevant, as they 

were based on the CETSCALE which erroneously combines both CE and CXO. Increased 

education level has the same effect on both biases, therefore in this case the merging of the 

two concepts in the measurement scale did not result in a difference in the outcomes.  

The overall results show that increasing the level of education does have a negative effect 

on both main country-induced biases, suggesting that well-educated people may be more 

open minded and impartial when it comes to purchasing decisions. One possible reason is 

that higher education systems often expose individuals to various cultures, such as 

cooperating with foreign students, taking internships or semesters abroad, etc. The data is 

certainly meaningful, although this trend has been demonstrated in previous studies before 

(Hjerm, 2001; Klein and Ettenson, 1999; Shimp, Sharma & Shin, 1995).  

6.2.3 Age 

The three age groups did not show a clear progression in their biases, but it is apparent that 

the oldest third of the population is notably more ethnocentric than the younger ages. The 

similar results of the first two age groups can be attributed to the fact that most of the 

respondents were relatively young, with an average age of 33. Considering that over two-
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thirds of the respondents were between the ages of 18 and 35, it is not surprising that the 

separation between groups A and B were not quite clear. If the age groups are split along 

the median instead, by combining the two younger subsets, it is evident that the older 

respondents showed considerably higher levels of CE. 

While the existence of a trend is undeniable, the reasons behind it are less simple. We 

cannot simply conclude that age progression leads to higher levels of CE. Although it may be 

true, the fact that the current young population is less ethnocentric can also be attributed to 

a generational difference, which remains constant as the population ages. As Hjerm (2001) 

also notes, "it is somewhat problematic to analyse age in a cross-sectional study. The 

possible age effects can be derived from both cohort as well as life-cycle effects". Regardless 

of the underlying reasons, the findings can be used to adjust branding and marketing 

messages aimed at various age groups. The older generation seems to be more favourable 

towards domestic goods, while younger people seem to have less positive bias towards 

them. 

The levels of CXO displayed by respondents, on the other hand, turned out to be very similar 

across the subgroups. Considering the sharp contrast of CE between the younger and older 

population, this is an important discovery, further confirming the difference between CE 

and CXO. Even more notably, when Shimp, Sharma and Shin (1995) attempted to explore 

demographic antecedents of CE, they found no effect of age on their results. Although 

circumstantial factors such as time and country of collection can also have a major effect on 

the data, the integration of CXO elements (which showed no demonstrable effect) into the 

scale could have dilated the results to a non-significant level. This further confirms the 

notion that the CETSCALE should be used with caution, and CE and CXO need to be 

considered as distinct concepts. 
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6.3 Hypothesis 3. Discussion 

6.3.1 Product Judgement 

When measuring product judgements, all reverse indicators ended up with extremely low 

factor loadings, and therefore had been removed. Only positively worded items remained, 

which may decrease the reliability of the construct.  

The product judgement-related outcomes of consumer ethnocentrism reflect the 

understanding of country-biases on the most basic level. Ethnocentric consumers have 

positive opinions about goods produced in their own country, which is consistent with both 

previous research and common sense. The hypothesis predicted ethnocentric consumers to 

have no biases towards foreign goods in order to test the differences between CE and CXO, 

but the negative attitudes displayed by them are not at all surprising. The results show the 

conceptual overlap between the constructs, and suggest a shared motivation behind 

shopping behaviour. The overall findings show that ethnocentric consumers will have a 

notable bias in favour of domestic goods, while at the same time negative predisposition 

against foreign goods. 

The effects of CXO on both domestic and foreign products judgement are extremely difficult 

to find an explanation for. According to the results, xenophobic tendencies influence the 

judgement of domestic products in a negative way, which is inconsistent with both the 

theoretical background and simple logic. At the same time, there is a lack of effect of 

xenophobia on foreign PJ. There has been a similarly contradictory finding when examining 

the effects of authoritarianism on CXO. That effect is plausibly explained by statistical 

chance. However, this relationship is much more difficult to account for, having such a high 

significance level at α=1%. The most likely explanation is that the internal validity of the PJ 

scale is insufficient. Only two indicators have been used for each aspect of product 

judgement, and the wording of the questions was quite vague, for example, "Danish 

products seem good". No satisfactory explanation has been found in the literature to 

explain these results, but they will be kept in the model due to its high significance and 

predictive value. Just because a finding is not consistent with previous beliefs, it should not 

be dismissed.  
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6.3.2 Resistance to Information 

When it comes to resistance to negative information, previous literature such as Eisingerich 

et al., (2011) or Batra et al., (2012) focus on brands instead of countries. Brands are seen as 

more than the products themselves- Pelsmacker (2001) describes them as having 

“personality and fundamental characteristics concerning lifestyle and perceived values that 

build a relationship with individuals”. In a certain way, countries can also be seen as brands, 

representing a characteristic, lifestyle and set of promises. Consumer ethnocentrism was 

therefore treated in the same way as being a devoted supporter of a certain brand, in order 

to explore possible connections between country biases and resistance to information.  

Consumer Ethnocentrism 

When analysing resistance to negative information about domestic goods, the results 

suggest that people are looking for cognitive consistency in their attitudes. Batra and 

colleagues (2012) state that “attitudes that rest on more frequent, direct experiences tend 

to be more strongly held”, and CE is believed to be such a strongly held attitude. Consumers 

who are closely affiliated with the Danish “brand” tend to ignore negative information about 

them. This gives a unique opportunity for producers of local goods to base their campaigns 

on positive messaging, while relying on the public’s tendency to ignore occasional negative 

information about them. 

At the same time, CE did not seem to have a causal effect on RTI, which has two potential 

explanations. Either the concept has an effect on the personal level only without going 

beyond the ingroup, or it is restricted to positive attitudes. The latter is more likely, as only 

the positively worded items in the survey turned out to be good indicators for the concept. 

This suggests that ethnocentric consumers tend to disregard negative information about 

their own country, while at the same time not showing particular resistance to positive 

news about foreign countries. 

Consumer Xenophobia 

The results of the analysis of the effects of CXO on resistance to information partly support 

the hypothesis. Indeed, xenophobic people are less open to positive information about 

foreign goods. This is in line with the reasoning that people seek to confirm their already 

existing beliefs. Confirmation bias is most frequently associated with research, but it has 

been detected in many aspects of life, including consumer behaviour. One such example is 
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the research conducted by Hoch and Ha (1986), who quote that “confirmation bias often 

implies some motivation on the part of the subject to recruit evidence to support a personal 

position (Lord et al. 1979 in Hoch and Ha, 1986). The tendency of people who display a high 

level of CXO to reject information that could potentially change their minds is consistent 

with this reasoning. 

CXO also had a positive effect on the resistance of negative information about Danish firms. 

While it is not confirming the hypothesis, it does make sense that people with a negative 

predisposition towards foreign goods will also be less perceptive to negative information 

about their own country. However, it is interesting to notice that out of four causal 

relationships studied, none of them turned out to be negative. Also, reverse questions 

implying an openness to either positive or negative information did not seem to perform 

well in the test. This brings to question whether the effects are caused by a general belief of 

the population that news about companies, be it positive or negative, do not make them 

change their minds.  

In the Journal of Consumer Psychology, Obermiller described a general "skepticism towards 

advertising" in consumers, which not only refers to a mistrust of the messages themselves, 

but the tendency of people to believe that they are not influenced by advertising 

(Obermiller and Spangenberg, 1998). It should be also taken into consideration that the data 

is self-reported, and the wording was intentionally general. It is plausible that respondents 

had difficulties remembering specific instances when they changed their minds about a 

company based on news, and therefore reported a lower score than they would have, had 

they been aided in their recall.  

The proposed model for Hypothesis 3 is presented below. Even though the outcome 

variables were included on an experimental basis, they resulted in valuable data and 

learnings. 
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Figure 5: Proposed Model for Hypothesis 3. 
Grey line: No effect 
 

6.4 Implications 

The main contribution of this research is identifying xenophobia, understand it from a 

cultural and marketing perspective, and establish a conceptual difference between CXO and 

CE. The research has been designed to be exploratory, testing a selection of antecedents 

and outcomes. The study was designed to be exploratory in nature, and the fact that not all 

antecedents and outcomes yielded significant results is not regarded as a failure, but as a 

step towards better understanding consumer bias. The findings had both managerial and 

theoretical implications, discussed below.  

6.4.1 Managerial Implications 

Studying the characteristics of a target population is essential before launching a new 

product abroad, in order to create an efficient marketing campaign. Potential differences 

exist not only between nations, but also between demographic or psychographic segments. 

Marketing specialists have long been aware of the effects of consumer ethnocentrism, and 

included it in their strategic decisions. Based on the findings of this study, consumer 

xenophobia also exists as a construct, and is distinct from the widely studied concept of CE. 
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This study demonstrated that CXO can lead to biases against foreign products, even when 

CE is not particularly prevalent in the population.  

This study concentrated on Danish consumers. Based on the findings, promotion and 

prevention regulatory focus and the belief in a dangerous world all have a significant effect 

on consumer xenophobia. Authoritarianism also showed an effect, but the signal was not 

strong enough to be accepted as part of a theoretical model. Still, it is considered to be a 

relevant research finding, especially due to its strong presence in the Danish population. The 

grand mean of authoritarianism related to avoidance of unfamiliarity totalled up to 5.45 out 

of 7. Conformity and submission was the main characteristic of respondents with high 

authoritarianism scores, which had a negative effect on CXO. This personality trait is 

especially important for marketers, because it suggests that  once familiarity is established 

to a foreign product, and it became accepted, it is likely to thrive.  

Promotional regulatory focus was similarly prevalent in the population, reaching an 

extremely high score of 5.47/7. This characteristic showed a decreased level of country-

induced bias in shoppers, suggesting that consumers with this type of focus rely more on 

rational product attributes than on emotional aspects. From a marketing perspective, this 

should be addressed by emphasizing product quality, price, and the ability of the product to 

serve a specific purpose- thus “promoting” the position of the shopper.  

The study also showed that active/passive involvement should also be considered. As an 

example, prevention focused consumers are active in their rejection of foreign goods, as 

indicated by the positive effect on xenophobia, yet passive in their seeking out of local 

goods, as indicated by the lack of effect on ethnocentrism.  

Even though the belief in a dangerous world is not quite present in the target population, 

scoring at a grand mean of 2.81/7, it had a profound impact on both CE and CXO. Companies 

may find that they are operating in an environment where consumers have a dangerous 

world view. Shoppers would have an increased tendency to reject foreign goods, while 

embracing local products. In this case, companies should consider adjusting their image by 

creating join ventures with domestic firms, and selling products under local brand identities.  

 

Marketing specialists should be aware not only of the drivers, but also the effects of CXO. 

Having a xenophobic approach was shown to drive resistance to new information in two 

distinct ways. First, consumers are less likely to change their minds based on the positive 
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information about foreign goods and companies. This has the potential to decrease the 

effectiveness of advertising campaigns and promotions. It was also shown to increase the 

resistance to negative information about Danish goods, making it more difficult to change 

the minds of shoppers. Resistance to information makes it harder to advertise the 

superiority of a foreign good over a Danish one, and also affect the general attitude people 

may have to advertising and new information. Companies can try to circumvent consumer 

xenophobia by deemphasizing the foreign origins of the product, or, in case of local 

companies, build their marketing messages on the local source. 

When distributing  a foreign product in Denmark, it may be strategically advantageous to 

avoid emphasising the foreign origin of products, or even make direct efforts to hide them. 

As mentioned before, Danes displayed high levels of authoritarianism, more specifically 

avoidance of the new and unfamiliar, as well as high scores on promotional regulatory 

focus. This mindset favours rational product attributes over emotional ones. 

It should be noted, however, that even though CE and CXO are both essential aspects of 

country-induced biases, they are not overwhelmingly present in the sample population. CE 

and CXO had a grand mean of 4.28 and 3.37 respectively, indicating a moderate presence. 

 

Before definite conclusions can be drawn on the best marketing practices, the nature of the 

product should be considered, as not all antecedents are relevant for all products. Items 

which signal messages to the outside world, such as clothing, may benefit from examining 

the tendency to conformity (authoritarianism), or promotion regulatory focus. Products 

with strong national undertones, such as ingredients of staple dishes, may evoke 

competitive aspects of a dangerous world view, especially if foreign alternatives need to be 

considered before making the purchase decision.  

Also, the rest of the extended Consumer Attraction-Repulsion Matrix should be considered, 

including special attention to the affinity/animosity toward the country of origin of the 

particular product, in order to devise sophisticated marketing strategies.  

Overall, the results clearly show that there is a relevant difference between CE and CXO, 

which should be taken into account when designing marketing campaigns for foreign goods 

in Denmark.  
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6.4.2 Theoretical Implications 

Besides the considerable managerial implications, the study also has theoretical relevance. 

Consumer xenophobia has yet to be explored in the field of social sciences, and this study 

serves as one of the early steps of discovering potential antecedents and outcomes of the 

phenomenon. The research resulted in multiple rejected hypotheses, which highlights the 

complexity of social and behavioural studies.  

The reasons for rejecting hypotheses are diverse, including non-significant outcomes, not 

enough variance between CE and CXO, or significant yet contradictory findings. This 

suggests that there is no systematic flaw in the research design that consistently results in 

rejected or accepted hypotheses. This makes the positive results even more encouraging, 

implying that there are some relevant and significant differences between CE and CXO, both 

from a theoretical and practical viewpoint. There is a strong indication that the topic of 

consumer xenophobia is worth pursuing to the same extent as other country-induced 

biases. 

As for Consumer Ethnocentrism and the CETSCALE, this study reinforces the idea of good 

research practice which advocates that researchers need to be critical not only of the 

collected data, but also of the previous research and sources (McGivern, 2006). Theoretical 

analysis, factor loadings and statistical significance results all point towards the fact that the 

scale for measuring ethnocentrism needs to be updated. The CETSCALE is a seminal paper 

with large numbers of studies based on it, yet it fails to differentiate between positive 

ingroup versus negative outgroup attitudes. Once the empirical difference between CE and 

CXO has been demonstrated, researchers need to be aware of its theoretical implications. 

Marketing and branding techniques can be made more insightful and actionable by 

introducing a more complex understanding of country-induced biases. The current findings 

may be criticised as non-actionable, as they are unrelated to a specific brand, product 

category or country. This study was meant to be an exploratory investigation, that may 

contribute to forming the basis for potential future research, resulting in more tangible 

results. 
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6.5 Future Research 

As already mentioned, this study is by no means an endpoint, rather an exploration of 

possibilities in a relatively  new segment of country-induced biases. CXO, just like all 

behaviour-related topics, is extremely complex. The construct has dozens if not hundreds of 

potential drivers and outcomes, of which only a handful was tested. New insights and ideas 

emerged during the data collection and analysis stage, which were out of scope for the 

current study. The following antecedents and drivers are thought to have the potential to 

form the basis of future studies. 

Six different respondents (#043, #058, #135, #152, #229, and #255) brought up an additional 

issue that was not measured in the survey. In the form of a comment on the margin of the 

page, they stated that the main reason for their domestic purchasing behaviour is to avoid 

the emissions generated by transporting goods from abroad. Even though the survey had an 

environmental aspect included, it focused mostly on the natural resource use by 

corporations (CXO Questions 15-18). These comments should be considered when designing 

future surveys, especially because so many individuals mentioned it without being 

prompted. 

While assessing the surveys, a curious trend emerged. The statement “I feel that rewards 

and punishments are fairly given” has prompted multiple comments and question marks left 

on the side of the page. The question “by who?” was indicated multiple times. In retrospect, 

it can be explained by Dane’s general lack of belief in a higher power, but this proposition is 

purely speculative. As the scale and scope of the present study were restricted, and the 

issue was identified after the survey has been conducted, there has been no in-depth 

research done to follow up on the matter. It has the potential to be the basis of an 

interesting future research topic. 

Other researchers also suggested various potential antecedents, such as allocentrism 

(collectivism) and dogmatism (Shimp, Sharma & Shin, 1995). 
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6.6 Limitations 

As with any empirical research, the present study faces a number of limitations. 

The research deals with a socially sensitive subject, therefore the issue of social desirability 

is significant. There is a risk that although people respond anonymously, they give socially 

desirable answers as to not appear racist, xenophobic or unaccepting, which can potentially 

lead to an underestimation of the prevalence of negative attitudes. As all previous studies 

related to national attitudes and emotions have the same issue, there is a general 

consistency between the existing literature and the outcome of the survey. Considering that 

there has been a wide range of attitudes displayed through the answers, we can assume 

that the anonymity of the questionnaire mitigated the sensitivity of the topic. 

Another limitation is the abstractness of the questions. To ensure that the survey measures 

general biases and tendencies of the respondents, the questions were designed to avoid 

mentioning specific countries, products, or even product categories. This had a major 

influence on the outcome, resulting in over a dozen of incomplete responses. Also, multiple 

participants who did finish the survey left comments regarding the vagueness of the 

questions, such as “it is a broad concept” (#017), “the categories of “foreign” and 

“domestic” are very broad” (#135) “it depends on which foreign country we speak of” 

(#223). 

Defining ingroups and outgroups can also be difficult. While geographical borders are 

(generally) well defined, national identities can be much more fluid. In real life it is not as 

simple as defining “Danes” as the ingroup and “foreigners” as outgroups, but for the sake of 

simplicity in this paper we draw the line at national levels. Researching socio-cultural 

attitudes often have the same issue, such as the one noted by Brewer: “ingroup boundaries 

could shift from person to person or context to context so as to be more or less inclusive 

depending on local conditions or individual needs” (Brewer, 1999:432). A good example is 

the lady who filled out a survey, but left a note clarifying that she is a Swedish citizen 

working in Copenhagen. With respect to the national boundary set for the study, the answer 

was discarded. 

The fact that the questionnaires have been filled out on paper, and later digitalized 

manually increases the potential for human error. All surveys that were completed and 

registered in the data sheet have been numbered, so that in case of missing values, they 
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were easily identified and double-checked. Mistyped values, however, cannot be surely 

avoided. A routine check has been performed on ten randomly selected surveys, whereby 

the values have been double checked, and no discrepancy was found. It is believed that the 

benefits offered by completing the surveys on paper, such as the diversity of the population 

made possible by collecting data on trains, outweighs the disadvantages. 

7. Conclusion 

This research contributes to the consumer behaviour and marketing fields by making a clear 

distinction between consumer ethnocentrism and consumer xenophobia. The sociological 

literature on country biases is rich and diverse, yet it is relatively incomplete on the 

consumer attitudes towards all outgroups. This study presented a preliminary framework 

inspired by literature from sociology, consumer behaviour, and some evolutionary 

psychology. The research question has been answered by demonstrating that there are 

multiple antecedents which have substantially different effects on CE and CXO, and 

outcomes that also differ between the constructs. Of the studied antecedents, promotion 

and prevention regulatory focus both differed in their effects, and both age and gender had 

different impact on the two biases. Furthermore, the constructs had different outcome 

variables, most notably in the form of resistance to information. 

Although some of the concepts might overlap, there is sufficient evidence that consumer 

ethnocentrism and consumer xenophobia are conceptually distinct, and explain two 

different dispositions. The distinction is supported by multiple outcomes. First, the 

theoretical examination of the seminal CETSCALE showed that the scale erroneously 

combines questions aimed both at ethnocentrism and xenophobia. The second indication 

emerged when the analysis showed that multiple antecedents show distinct results 

between CE and CXO, in support of the main hypothesis. Lastly, the study was compared to 

a previous research conducted by Shimp, Sharma,and Shin (1995). The outcomes were 

compelling- all three demographic antecedents supported the fact that CE and CXO are 

distinct and separate concepts. Whenever there was a difference in the effect of 

demographics on CE and CXO, the outcomes differed accordingly. In the case of age and 

gender, the results contradicted the original study, yet in the case of education, where the 

difference between CE and CXO is not relevant, the two results matched. These three 

indications combined strongly suggest that consumer xenophobia should not be confused 
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with consumer ethnocentrism as has been done so far, and this distinction has relevant 

theoretical and practical implications.  

In conclusion, all three main hypotheses are accepted.  

The two biases turned out to have distinct antecedents, demographic drivers, and 

outcomes. These results provide important learnings, and take us one step closer to 

discovering the aspects of consumer xenophobia. 
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9. Appendix 

Appendix I.  Survey Questions 

Key: 

Black:  Original English text  

Blue:   Translated Danish text as appeared on the survey 

Green:  Back-translated English text for verification 

Codes in brackets identify the item's coding in Excel and structural equation modeling. 

Questions marked with an asterisk (*) are included in the structural equation modeling. 

Introduction 

Thank you for participating in the survey- it will take about 8 minutes of your time. Your response is 

greatly appreciated. 

The survey is completely anonymous, and will be compiled as a group before being analysed. The 

data collection is done as part of a Master Thesis at Copenhagen Business School. 

You will now read 2 statements at the same time. Please indicate which do you agree the most with. 

You will read a couple of sentences. Please indicate how much you agree with each statement below. 

Mange tak for at deltage I undersøgelsen, det vil tage ca. 8 minutter af din tid. Dine svar er meget 

værdsat. 

Denne undersøgelse er fuldstændigt anonym og din svar vil blive behandlet som en del af en gruppe 

og ikke individuelt. Dataindsamlingen er en del af en master afhandling hos Copenhagen Business 

School.  

Du vil nu læse 2 udtagelser samtidig. Venligst vælg den som uu er mest enig med. 

Du vil nu læse nogle sætninger, og indikere hvor enig eller uenig du er med udtagelserne. 

Thank you for participating in this survey, it will take approximately 8. minutes of your time. Your 

answers are highly appreciated. 

This survey is completely anonymous and your answers will be processed as part of a group and not 

individually. The data collection is part of a Master's thesis at Copenhagen Business School . 

You will now read 2 sentences at once, please indicate which statements you agree with most.  

You will now read some sentences and indicate if you agree or disagree to the statements.   

Demographics 

1. Gender: Male / Female 

Køn: Herre / Dame 

Gender: Male / Female 

2. Age 

Alder 

Age 

3. Education 

Uddannelse 

Education 
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Authoritarianism  
(Oesterreich 1998; 2005) 

Items concerning a fearful warding off of anything new and unfamiliar (closed-mindedness) 

4. (A1Unf)* I feel uncomfortable in new and unfamiliar situations   

  I like new and unfamiliar situations 

Jeg føler mig ukomfortable i nye og ukendte situationer 

Jeg kan lide nye og ukendte situationer 

I feel uncomfortable in new and unknown situations   

I enjoy new and unknown situations 

5. (A2Unf)* I try to avoid contact with people who are different  

  I like to have contact with people, even those who are different 

Jeg forsøger at undgå kontakt med mennesker som er forskellige 

Jeg kan lide at være i kontakt med mennesker som er forskellige 

I try to avoid contact with people who are too different  

I enjoy to be in touch with people who are different 

6. (A3Unf)* I feel uncomfortable with people I do not know  

  I like to join people I do not know 

Jeg føler mig ukomfortable omkring mennesker som jeg ikke kender 

Jeg kan lide at møde mennesker som jeg ikke kender 

I feel uncomfortable around people I do not know  

I like to meet people who I do not know 

7. (A4Unf)* I don’t like to be confronted with new ideas  

  I like to be confronted with new ideas 

Jeg kan ikke lide at blive konfronteret med nye ideer 

Jeg kan godt lide at bliver konfronteret med nye ideer 

I do not enjoy being confronted with new ideas  

I do enjoy being confronted with new ideas 

Items of conformity and submission 

8. (A5Conf) I tend to side with the stronger party  

  I often side with the weaker party 

Jeg plejer at holde med det stærke parti 

Jeg plejer at holde med det mindre parti 

I usually keep with the strongest party  

I usually keep with the smaller party (you would not say "weaker" in Danish) 

9. (A6Conf) I like groups where everything has been organized  

  I like groups where the members have to organize everything by themselves 

Jeg kan lide grupper hvor alt er blevet organiseret 

Jeg kan lide grupper hvor medlemmerne selv skal organiser alt selv 

I like groups where everything is being organized  

I like groups where the members themselves organize everything 
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10. (A7Conf) I have no problems following orders, even when I am not convinced of their  

necessity   

I have problems following orders that I am not absolutely convinced of 

Jeg har ikke nogen problemer med at følge ordre selv hvis jeg ikke er overbevist om deres 

nødvendighed 

Jeg har problemer med at følger ordre som jeg ikke er absolut sikker på er nødvendige 

I do not have any problems following orders, even if I'm not convinced about it's necessity  

I have a problems following orders that I do not believe are necessary 

11. (A8Conf) I follow orders given by superiors, even when I am not convinced  

  I try to get around orders which do not convince me 

Jeg følger ordre som bliver givet til mig af mine overordnede selv om jeg ikke er overbevist 

Jeg prøver at omgå ordre som jeg ikke er overbevist om 

I follow orders that have been given to me by my superiors, even if I'm not convinced  

I try to avoid orders that I'm not convinced of 

Regulatory Focus  
(Haws et al. 2009 / Lockwood et al. 2000: Composite Regulatory Focus Scale) 

Promotion Focus 

12. (RF1Prom)  When it comes to achieving things that are important to me, I find that I don’t 

perform as well as I would ideally like to do. 

Når det kommer til at opnå ting som er vigtige for mig, syntes jeg ikke jeg handler lige så godt som 

jeg idealt kunne 

When it comes to achieving things that are important to me, I think I'm not as good to react as I 

could be. 

13. (RF2Prom)* I feel like I have made progress toward being successful in my life. 

Jeg synes jeg har lavet fremskridt mod et mere succesfuldt liv 

I believe I have made progress towards a more successful life 

14. (RF3Prom)*  When I see an opportunity for something I like, I get excited right away. 

Når jeg ser en mulighed for noget jeg kan lide bliver jeg opmuntret lige med det samme 

When I see an opportunity for something I like, I get encouraged right away 

15. (RF4Prom)* I frequently imagine how I will achieve my hopes and aspirations. 

Jeg forstiller mig ofte hvordan jeg vil opnå mine håb og mål 

I often imagine how I will achieve my hopes and goals 

16. (RF5Prom)  I typically focus on the success I hope to achieve in the future. 

Jeg fokusere typisk på den succes jeg håber på at opnå i fremtiden 

I typically focus on the success I hope to achieve in the future 
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Prevention Focus 

17. (RF6Prev)   In general, I am focused on preventing negative events in my life. 

Generelt fokusere jeg på at undgå negative begivenheder i mit liv 

Generally I focus on avoiding negative events in my life 

18. (RF7Prev) Not being careful enough has gotten me into trouble at times. 

Ikke at være forsigtig har bragt mig i problemer tidligere i livet 

Not being careful has placed me in problematic situations in my life 

19. (RF8Prev)*  I worry about making mistakes. 

Jeg er bekymret for at lave fejltagelser 

I'm worried about making mistakes 

20. (RF9Prev)*  I frequently think about how I can prevent failures in my life. 

Jeg tænker ofte på hvordan jeg skal undgå at lave fejl i mit liv 

I often think about how to avoid making mistakes in my life 

21. (RF10Prev)* I often imagine myself experiencing bad things that I fear might happen to me. 

Jeg forestiller mig ofte at dårlige ting vil ske, som jeg frygter ville ske i virkeligheden 

I often imagine bad things happening, that I fear will happen in real life 

World Views 

Belief in a dangerous world  

(Duckitt et al. 2002) 

22. (WV1Dan)*  Any day now chaos and anarchy could erupt around us. All the signs are pointing to 

it. 

Hvilken som helst dag kan kaos og anarki bryder frem omkring os. Alle tegnene peger på det 

Any day, chaos and anarchy could surround us. All the signs point in that direction 

23. (WV2Dan)*  There are many dangerous people in our society who will attack someone out of 

pure meanness, for no reason at all. 

Der er mange farlige mennesker i vores samfund som vil angribe andre ud af rent galskab og helt 

uden grund 

There are a lot of dangerous people in our society that could attack others out of pure evil and 

without reason 

24. (WV3Dan)*  Every day as society become more lawless and bestial, a person’s chances of being 

robbed, assaulted, and even murdered go up and up. 

Hver dag vores samfund bliver mere lovløst og farligt, hvor chancen for at blive røvet, overfaldet, og 

endog myrdet, kun er stigende 

Each day, where our society only gets more lawless and dangerous, where the chance of being 

robbed, mugged or even murdered, is only rising 

25. (WV4Dan)*  It seems that every year there are fewer and fewer truly respectable people, and 

more and more persons with no morals at all who threaten everyone else. 
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Hvert år bliver der færre og færre i sandhed respektable personer og flere og flere som ikke har 

morale og er en trussel mod alle andre 

Each year, fewer and fewer people become respectable people and more and more who lacks morale 

and is a threat towards everybody else 

Belief in a just world  

(Lipkus et al. 1991) 

26. (WV5Just)  I feel that a person’s efforts are noticed and rewarded. 

Jeg føler at en persons handlinger bliver bemærket og belønnet 

I believe that a person's actions gets noticed and rewarded 

27. (WV6Just) I feel that people earn the rewards and punishments they get. 

Jeg føler at personer fortjener belønninger eller den straf som de får   

I believe that people earn the reward or the punishment that they get 

28. (WV7Just)* I feel that people get what they deserve. 

Jeg føler at mennesker får hvad de fortjener 

I believe people get what they deserve 

29. (WV8Just)* I feel that rewards and punishments are fairly given. 

Jeg føler at belønning og straffe bliver givet fair 

I believe that rewards and punishment are given fairly 

Consumer Xenophobia 

(Kock and Josiassen, 2016) 

Culture/Symbolic Threat 

30. (CXO1Cult)  Foreign companies that come to Denmark bring conflicting values 

Fremmede virksomheder som kommer til Danmark bringer modstridende værdier med dem 

Foreign corporations that comes to Denmark, brings conflicting values with them 

31. (CXO2Cult)* I am afraid that with more foreign companies expanding to Denmark, the way of life 

here will change 

Jeg er bange for udenlandske virksomheder som udvider til Danmark, vil ændre på den måde vi lever 

på her 

I'm afraid of foreign corporations that expand to Denmark will change the way we live here 

32. (CXO3Cult)* Foreign companies follow values that are not acceptable for Danes 

Udenlandske virksomheder har værdier som ikke er acceptable for Danskere 

Foreign corporations have values that are not acceptable for Danes 

33. (CXO4Cult)* Foreign companies violate values that are important to Danes 

Fremmede virksomheder ødelægger værdier som er vigtige for Danskere 

Foreign corporations destroys values that are importatant to Danes 

34. (CXO5Cult) Foreign companies and Danish culture often do not match 
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Fremmede virksomheder og dansk kultur passer ofte ikke sammen 

Foreign corporations and Danish culture do not often fit well 

35. (CXO6Cult)  I am concerned that foreign companies expanding to Denmark affect our lifestyle  

Jeg er bekymret for fremmede virksomheder som udvider sig til Danmark kommer til at påvirke vores 

livestil her 

I'm worried that foreign corporation that expand to Denmark will have an effect on our way of life  

here 

Interest of Danish Consumers 

36. (CXO7Cons) I doubt that foreign companies put the interest of Danish consumers first as much as 

American companies do 

Jeg tvivler på at fremmede virksomheder putter danske interesser først, lige så ofte som lokale 

virksomheder 

I doubt that foreign corporations puts danish interests first, just as often as locale corporations 

37. (CXO8Cons)* Most foreign companies are not honest with Danish consumers 

De fleste udenlandske virksomheder er ikke ærlige overfor danske forbrugere 

Most of the foreign businesses are not honest towards Danish consumers 

38. (CXO9Cons)*Foreign companies make a profit at the expense of Danish consumers 

Udenlandske virksomheder tjener penge på bekostning af danske forbrugere 

Foreign businesses earn money at the expense of the Danish consumers 

39. (CXO10Cons)Foreign companies defraud Danish consumers more than Danish companies do 

Udenlandske virksomheder bedrager danske forbrugere oftere end danske virksomheder gør 

Foreign businesses deceive Danish consumers more often than Danish businesses does 

Interest of Danish Employees 

40. (CXO11Cons)Foreign companies in Denmark care less about their Danish employees than  
 domestic companies do 

Udenlandske virksomheder i Danmark er mere ligeglade med danske ansatte, end Danske 
virksomheder 
Foreign businesses in Denmark cares less about their Danish employees than Danish businesses 

41. (CXO12Cons)I am concerned that foreign companies would cut jobs here in Denmark before 

 cutting them in their home country 

Jeg er bekymret for udenlandske virksomheder ville skære stillinger i Danmark før de skære stillinger 

i deres eget land 

I'm worried that foreign businesses will cut jobs in Denmark before they cut jobs in their own country 

42. (CXO13Cons)* I doubt that, in case of an economic downturn, foreign companies will be loyal to 

 their Danish employees 

Jeg tvivler på at i tilfælde af økonomiske problemer, at udenlandske virksomheder vil være loyale 

mod deres danske ansatte 
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I doubt that in case of economic problems, the foreign businesses would be loyal towards their 

Danish employees 

43. (CXO14Cons)* Foreign companies in Denmark tend work less in the interest of employees from 

Denmark than employees from the company’s home country. 

Udenlandske virksomheder i Danmark vil arbejde mindre intenst for deres ansatte i Danmark i 

modsætning til deres eget land 

Foreign businesses in Denmark will work less intense for their employees in Denmark than in their 

own country 

Environmental Threat 

44. (CXO15Env) * Foreign companies do not feel responsible for the environment here in Denmark 

Udenlandske virksomheder føler ikke ansvar for miljøet her i Danmark 

Foreign Businesses do not feel responsible  for the environment here in Denmark 

45. (CXO16Env) * Foreign companies do not to act as sustainably as Danish firms because they can 

leave the US whenever they want 

Udenlandske virksomheder opføre sig ikke lige så bæredygtigt som Danske virksomheder fordi de kan 

forlade landet når de ønsker 

Foreign businesses do not act as sustainable as Danish businesses, because they can leave the 

country when they wish 

46. (CXO17Env) Although foreign companies may comply with environmental laws in their home 

country, they often try to ignore them here in Denmark 

Selvom udenlandske virksomheder overholder miljølovgivningen i deres respektive lande, prøve de 

ofte at ignorere den i Danmark 

Even though foreign businesses uphold the environment laws in their own countries, they try to 

ignore them in Denmark 

47. (CXO18Env)  Foreign companies here in Denmark don't worry as much about our environment as 

Danish companies do 

Udenlandske virksomheder i Danmark bekymre sig ikke lige så meget om det danske miljø som 

danske virksomheder gør 

Foreign businesses here in Denmark do not care as much about the Danish environment as Danish 

businesses does 

Economic Threat 

48. (CXO19Econ)* Many foreign companies try to exploit Dennark 

Mange udenlandske virksomheder forsøger at udnytte Danmark 

Many foreign businesses try to exploid Danmark 

49. (CXO20Econ)  I am afraid that foreign firms take over Danish companies 

Jeg er bange for udenlandske virksomheder overtager danske virksomheder 

I'm afraid that foreign businesses will take over Danish businesses 

50. (CXO21Econ) Foreign companies would steal ideas and knowledge from Danish companies if they 

 can 
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Fremmede virksomheder ville forsøge at stjæle ideer og viden fra danske virksomheder hvis de 

kunne 

Foreign businesses would try to steal ideas and knowledge from Danish businesses if they could 

51. (CXO22Econ)*Foreign companies try to cheat on tax more than Danish companies do 

Udenlandske virksomheder forsøger oftere at snyde i skat, end danske virksomheder 

Foreign businesses tries more often than Danish businesses to evade taxes 

52. (CXO23Econ)* Foreign companies exploit our resources 

Udenlandske virksomheder udnytter vores ressourcer 

Foreign businesses exploid our ressources 

53. (CXO24Econ)* Foreign companies take more from Denmark than they give back 

Udenlandske virksomheder tager mere fra Danmark end de giver tilbage 

Foreign businesses take more from Denmark than it gives back 

54. (CXO25Econ) Foreign companies care less about the well-being of Denmark than Danish 

 companies do 

Udenlandske virksomheder bekymre sig mindre om Danmarks velstand end lokale virksomheder 

Foreign businesses care less about Denmarks prosperity than local businesses 

55. (CXO26Econ) Foreign companies pose a threat to our Danish way of life 

Udenlandske virksomheder udgør en trussel mod vores danske måde at leve på 

Foreign businesses presents a threat to the Danish way of living 

56. (CXO27Econ) Foreign companies have a bad influence on life in Denmark 

Udenlandske virksomheder har en dårlig indflydelse på menneskerne i Danmark 

Foreign businesses have a bad influence on people in Denmark 

Consumer Ethnocentrism 
(Shimp and Sharma, 1987) 

57. (CE1)* Danish products, first, last, and foremost. 

Jeg vil vælge danske produkter først 

I would chose Danish products first 

58. (CE2)* A real Dane should always buy Danish-made products. 

En ægte Dansker skal altid købe Danske produkter 

A real Dane should always buy Danish products 

59. (CE3)* Danish people should always buy Danish-made products instead of imports. 

Danskere skulle altid vælge at købe Danske produkter frem for at købe import 

Danish people should always choise to buy Danish products over buying imported goods 

60. (CE4) It is always best to purchase Danish products. 

Det er altid bedst at købe Danske produkter  

It is always best to buy Danish products 
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61. (CE5)* Buy Danish-made products. Keep Denmark working. 

Køb af Danske produkter holder Danmark kørende  

Buying Danish products keeps Denmark working 

62. (CE6)*  It may cost me in the long run but I prefer to support Danish products. 

Det bliver måske lidt dyrere i det lange løb, men jeg foretrækker at støtte Danske produkter 

Maybe it is a bit more expensive on the long run, but I prefer to support Danish products 

63. (CE7) Purchasing foreign-made products is un-Danish. 

At købe udenlandske produkter er udansk  

Buying foreign goods is undanish 

 

64. (CE8) It is not right to purchase foreign products, because it puts Danish people out of jobs. 

Det er ikke i orden at købe udenlandske produkter fordi det koster Danske arbejdspladser 

It is not okay to buy foreign products as it is at the expense of Danish jobs 

65. (CE9) We should purchase products manufactured in Denmark instead of letting other countries 

get rich off of us. 

Vi burde købe produkter der er produceret i Danmark i stedet for at gøre andre lande rige 

We should buy products produced in Denmark instead of making other countries more wealthy 

66. (CE10) We should buy from foreign countries only those products that we cannot obtain within 

our own country. 

Vi burde kun købe produkter fra fremmede lande, hvis vi ikke selv kan producere dem 

We should only buy products from foriegn countries if we cannot produce them ourselves 

Product Judgement 

(Josiassen 2011) 

Local 

67. (PJ1DK)* Danish products seem good. 

Danske produkter synes at være gode 

Danish products appear to be good  

 

68. (PJ2DK)*  I am favorable toward products made in Denmark 

Jeg favoriserer produkter som er lavet I Danmark  

I favor products that are made in Demark 

 

69. (PJ3DK)  Danish-made products seem to be unsatisfactory. 

Dansk producerede produkter synes at være utilfredsstillende 

Danish produced products are unsatisfactory  

 

70. (PJ4DK)*  Products made in Denmark are generally of high quality. 

Produkter fremstillet I Danmark er generelt af en høj kvalitet. 

Products that are made in Denmark are generally of a high quality  
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Foreign 

71. (PJ5FO)* Foreign products seem good. 

Udenlandske produkter synes at være gode 

Foreign products appear to be good   

 

72. (PJ6FO) *I am favorable toward products made abroad 

Jeg favoriserer produkter som er lavet I udlandet 

I favor products that are made in foreign country  

 

73. (PJ7FO) Foreign-made products seem to be unsatisfactory. 

Udenlandsk producerede produkter synes at være utilfredsstillende 

Foreign produced  products appear unsatisfactory 

 

74. (PJ8FO)* Products made abroad are generally of high quality. 

Produkter fremstillet I udlandet er generelt af en høj kvalitet 

Foreign produced products are generally of a high quality  

 

Resistance to Information 

(Batra et al. 2012; Eisengerich et al. 2011) 

75. (RTN1DK)* Negative information about Danish companies does not change my general view of 

the firms. 

Negativ information omkring Danske firmaer ændrer ikke min generelle holdning til firmaerne. 

Negative information about Danish companies does not change my general opinion about the 

companies. 

76. (RTN2DK) I readily change my view of Danish companies based on negative news about them 

Jeg ændrer straks holdning omkring Danske firmaer, baseret på negative nyheder som omhandler 

dem. 

I will immediately change opinion about Danish companies based on negative news about them 

77. (RTN3FO) *Positive information about foreign companies has no effect on me. 

Positiv information omhandlende et udenlandsk firma har ingen effekt på mig.  

Positive information about a foreign company will have no effect on me   

78. (RTN4FO) Positive news about foreign companies changes the way I think of foreign firms. 

Positive nyheder omhandlende udenlandske firmaer ændrer den måde jeg opfatter udenlandske 

firmaer. 

Positive news about a foreign companies will change the way I perceive foreign companies. 

 

Marker Question 

79. (MARKER) It is better to live in the city than live in the countryside 

Det er bedre at bo i byen end det er at leve på  landet 

It is better to love live in the city than live at the countryside 
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Appendix II.  

Outer Loadings for Indicators included in the H1 Model 

Indicators Author CE CXO RF 

Prev 

RF 

Prom 

WV 

Dang 

WV 

Just A1Unf 0,723             

A2Unf 0,856             

A3Unf 0,789             

A4Unf 0,771             

CE1DK   0,64           

CE2DK   0,74           

CE3DK   0,82           

CE5DK   0,72           

CE6DK   0,77           

CXO2Cult     0,69         

CXO3Cult     0,67         

CXO4Cult     0,66         

CXO8Cons     0,7         

CXO9Cons     0,68         

CXO13Cons     0,66         

CXO14Cons     0,63         

CXO15Env     0,69         

CXO16Env     0,74         

CXO19Econ     0,79         

CXO22Econ     0,73         

CXO23Econ     0,74         

CXO24Econ     0,8         

RF2Prom       0,744       

RF3Prom       0,767       

RF4Prom       0,799       

RF8Prev         0,775     

RF9Prev         0,888     

RF10Prev         0,893     

WV1Dan           0,676   

WV2Dan           0,874   

WV3Dan           0,892   

WV4Dan           0,866   

WV7Just             0,868 

WV8Just             0,910 
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Appendix III.  

Outer Loadings for Indicators included in the H2 Model 

 CE CXO PJ DK PJ FO RTNI 

DK 

RTNI FO 

CE1DK+ 0.839      

CE2DK+ 0.839      

CE3DK+ 0.862      

CE5DK+ 0.859      

CE6DK- 0.466      

CXO13Cons  0.652     

CXO14Cons  0.597     

CXO15Env  0.637     

CXO16Env  0.704     

CXO19Econ  0.775     

CXO22Econ  0.685     

CXO23Econ  0.734     

CXO24Econ  0.781     

CXO2Cult  0.738     

CXO3Cult  0.721     

CXO4Cult  0.724     

CXO8Cons  0.696     

CXO9Cons  0.671     

PJ1DK   0.76    

PJ2DK   0.876    

PJ4DK   0.741    

PJ5FO    0.68   

PJ6FO    0.838   

PJ8FO    0.67   

RTN1DK     1  

RTN3FO      1 

 

 



 

Mange tak for at deltage I undersøgelsen, det vil tage ca. 8 minutter af din tid. 
Dine svar er meget værdsat.  

Denne undersøgelse er fuldstændigt anonym og din svar vil blive behandlet  
som en del af en gruppe og ikke individuelt.  
Dataindsamlingen er en del af en master afhandling hos Copenhagen Business School. 

Køn: Herre Dame 

Alder:      _______ 

Uddannelse: 
Færdiggjort en kandidat eller højere 

Færdiggjort en bachelor  

Indskrevet på et universitet 

Færdiggjort gymnasium 

Færdiggjort folkeskolen 

Du vil nu læse 2 udtalelser samtidig. Venligst vælg den som du er mest enig med. 

Jeg føler mig ukomfortable i nye og 
ukendte situationer 

Jeg kan lide nye og ukendte 
situationer 

Jeg forsøger at undgå kontakt med 
mennesker som er forskellige 

Jeg kan lide at være i kontakt med 
mennesker som er forskellige 

Jeg føler mig ukomfortable omkring 
mennesker som jeg ikke kender 

Jeg kan lide at møde mennesker 
som jeg ikke kender 

Jeg kan ikke lide at blive konfronteret 
med nye ideer 

Jeg kan godt lide at bliver 
konfronteret med nye ideer 

Jeg plejer at holde med det stærke parti Jeg plejer at holde med det mindre 
parti 

Jeg kan lide grupper hvor alt er blevet 
organiseret 

Jeg kan lide grupper hvor 
medlemmerne selv skal organiser 
alt selv 

Jeg har ikke nogen problemer med at 
følge ordre selv hvis jeg ikke er 
overbevist om deres nødvendighed 

Jeg har problemer med at følger 
ordre som jeg ikke er absolut sikker 
på er nødvendige 

Jeg følger ordre som bliver givet til mig 
af mine overordnede selv om jeg ikke 
er overbevist 

Jeg prøver at omgå ordre som jeg 
ikke er overbevist om 

Du vil nu læse nogle sætninger.  
Angiv venligst hvor enig eller uenig du er med udtalelserne. 

Meget 
Uenig Neutral Meget 

Enig 

Danske produkter synes at være gode 

Jeg favoriserer produkter som er lavet I Danmark 

Dansk producerede produkter synes at være utilfredsstillende 

Produkter fremstillet I Danmark er generelt af en høj kvalitet 

Udenlandske produkter synes at være gode 

Jeg favoriserer produkter som er lavet I udlandet 

Udenlandsk producerede produkter synes at være utilfredsstillende 

Produkter fremstillet I udlandet er generelt af en høj kvalitet 

Appendix IV.
Survey Distributed to Respondents
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Du vil nu læse nogle sætninger.  
Angiv venligst hvor enig eller uenig du er med udtalelserne. 

Meget 
Uenig Neutral Meget 

Enig 
Når det kommer til at opnå ting som er vigtige for mig, syntes jeg ikke jeg 
handler lige så godt som jeg idealt kunne 

Jeg synes jeg har lavet fremskridt mod et mere succesfuldt liv 

Når jeg ser en mulighed for noget jeg kan lide bliver jeg opmuntret lige 
med det samme 

Jeg forstiller mig ofte hvordan jeg vil opnå mine håb og mål 

Jeg fokusere typisk på den succes jeg håber på at opnå i fremtiden 

Generelt fokusere jeg på at undgå negative begivenheder i mit liv 

Ikke at være forsigtig har bragt mig i problemer tidligere i livet 

Jeg er bekymret for at lave fejltagelser 

Jeg tænker ofte på hvordan jeg skal undgå at lave fejl i mit liv 

Jeg forestiller mig ofte at dårlige ting vil ske, som jeg frygter ville ske i 
virkeligheden 
Hvilken som helst dag kan kaos og anarki bryder frem omkring os. Alle 
tegnene peger på det 
Der er mange farlige mennesker i vores samfund som vil angribe andre 
ud af rent galskab og helt uden grund 
Hver dag vores samfund bliver mere lovløst og farligt, hvor chancen for at 
blive røvet, overfaldet, og endog myrdet, kun er stigende 
Hvert år bliver der færre og færre i sandhed respektable personer og flere 
og flere som ikke har morale og er en trussel mod alle andre 

Jeg føler at en persons handlinger bliver bemærket og belønnet 

Jeg føler at personer fortjener belønninger eller den straf som de får 

Jeg føler at mennesker får hvad de fortjener 

Jeg føler at belønning og straffe bliver givet fair 

Fremmede virksomheder som kommer til Danmark bringer modstridende 
værdier med dem 
Jeg er bange for udenlandske virksomheder som udvider til Danmark, vil 
ændre på den måde vi lever på her 
Udenlandske virksomheder har værdier som ikke er acceptable for 
danskere 

Fremmede virksomheder ødelægger værdier som er vigtige for danskere 

Fremmede virksomheder og dansk kultur passer ofte ikke sammen 

Jeg er bekymret for fremmede virksomheder som udvider sig til Danmark 
kommer til at påvirke vores livestil her 
Jeg tvivler på at fremmede virksomheder putter danske interesser først, 
lige så ofte som lokale virksomheder 
Negativ information omkring danske firmaer ændrer ikke min generelle 
holdning til firmaerne 
Jeg ændrer straks holdning omkring danske firmaer, baseret på negative 
nyheder som omhandler dem. 
Positiv information omhandlende et udenlandsk firma har ingen effekt på 
mig 
Positive nyheder omhandlende udenlandske firmaer ændrer den måde 
jeg opfatter udenlandske firmaer 
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Meget 
Uenig Neutral Meget 

Enig 
De fleste udenlandske virksomheder er ikke ærlige overfor danske 
forbrugere 
Udenlandske virksomheder tjener penge på bekostning af danske 
forbrugere 
Udenlandske virksomheder bedrager danske forbrugere oftere end 
danske virksomheder gør 
Udenlandske virksomheder i Danmark er mere ligeglade med danske 
ansatte, end danske virksomheder 
Jeg er bekymret for udenlandske virksomheder ville skære stillinger i 
Danmark før de skære stillinger i deres eget land 
Jeg tvivler på at i tilfælde af økonomiske problemer, at udenlandske 
virksomheder vil være loyale mod deres danske ansatte 
Udenlandske virksomheder i Danmark vil arbejde mindre intenst for deres 
ansatte i Danmark i modsætning til deres eget land 

Udenlandske virksomheder føler ikke ansvar for miljøet her i Danmark 

Udenlandske virksomheder opfører sig ikke lige så bæredygtigt som 
danske virksomheder fordi de kan forlade landet når de ønsker 
Selvom udenlandske virksomheder overholder miljølovgivningen i deres 
respektive lande, prøve de ofte at ignorere den i Danmark 
Udenlandske virksomheder i Danmark bekymrer sig ikke lige så meget 
om det danske miljø som danske virksomheder gør 

Mange udenlandske virksomheder forsøger at udnytte Danmark 

Jeg er bange for udenlandske virksomheder overtager danske 
virksomheder 
Fremmede virksomheder ville forsøge at stjæle ideer og viden fra danske 
virksomheder hvis de kunne 
Udenlandske virksomheder forsøger oftere at snyde i skat, end danske 
virksomheder 

Udenlandske virksomheder udnytter vores ressourcer 

Udenlandske virksomheder tager mere fra Danmark end de giver tilbage 

Udenlandske virksomheder bekymrer sig mindre om Danmarks velstand 
end lokale virksomheder 
Udenlandske virksomheder udgør en trussel mod vores danske måde at 
leve på 
Udenlandske virksomheder har en dårlig indflydelse på menneskerne i 
Danmark 

Jeg vil vælge danske produkter først 

Det er bedre at bo i byen end det er at leve på  landet 

Danskere skulle altid vælge at købe danske produkter frem for at købe 
import 

Det er altid bedst at købe danske produkter 

Køb af danske produkter holder Danmark kørende 

Det bliver måske lidt dyrere i det lange løb, men jeg foretrækker at støtte 
danske produkter 

At købe udenlandske produkter er udansk 

Det er ikke i orden at købe udenlandske produkter fordi det koster danske 
arbejdspladser 
Vi burde købe produkter der er produceret i Danmark i stedet for at gøre 
andre lande rige 
Vi burde kun købe produkter fra fremmede lande, hvis vi ikke selv kan 
producere dem 

En ægte Dansker skal altid købe danske produkter 
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