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Abstract 

The study investigates concepts relating to attitudes towards domestic products and attraction to 

the foreign with the objectives to understand how they interplay and impact contemporary 

consumers. Specifically, the research was conducted on the concepts of consumer ethnocentrism, 

consumer disidentification and xenophilia. Despite the increasing globalisation and ethnically 

diverse consumer markets (Shoham, Segev & Gavish, 2017), it was found that limited research 

had been conducted on the concept of consumer disidentification in an American context, while 

the research on xenophilia had been sparsely researched in general. Based on the background 

information, seven hypotheses were developed to provide a coherent understanding of the topics.  

 

The empirical data was gathered through a questionnaire published on the online crowdsourcing 

website MTurk. The study was applied to the population of the United States, and responses from 

300 participants were collected. Based on the findings from the quantitative analysis, it was found 

that perceived consumer ethnocentrism does not affect other individuals levels of consumer 

disidentification. Yet, consumer disidentification can predict increased levels of xenophilia. 

Moreover, the results support that xenophilia can predict consumers consumption of global brands, 

willingness to move abroad and shop online. It also confirmed that consumer disidentification is 

negatively related to individuals' use of Facebook. However, the initial test of consumer 

disidentifications effect on participation in the sharing economy revealed a low significance level. 

Yet, in a second analysis with added numbers of respondents, the results showed a positive 

correlation between the variables.  

 

Lastly, the thesis has contributed to significant implications for scholars and marketing managers 

both on a domestic and global level while drawing attention to interesting undiscovered topics to 

be further researched.  
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1. Introduction  

The opening chapter presents a general understanding for this thesis. The following sections are 

divided into the theoretical background, research objectives, research question. Furthermore, 

the significance and delimitation of the study is discussed, and a table with the structure of the 

study is presented. 

 

1.1 Theoretical Background 

Throughout history, the world has witnessed significant transformations and drastic changes, 

nevertheless with the current pandemic (Rae, 2020). The term "globalisation" has received a more 

distinct meaning in the later years, describing numerous interconnected phenomenon. 

Globalisation is deeply associated with social and cultural aspects, and the popularity of the term 

reflects its critical importance in a rapidly changing world (Machida, 2012). As a result, individuals 

are being exposed to various cultures and distinguished ways of living (Gonzalez-Fuentes, 2019). 

The impacts of globalisation can be seen in almost all aspects of human life, emphasising both 

positive and negative attributes. Yet, with the integration of social groups, distinctions follow. The 

social identity theory explains intergroup behaviour, reflecting a person's sense of who they are 

based on their group membership(s). A sense of belonging to the social world, where one perceives 

associations which are called "in-groups", while the outside is referred to as "out-groups" 

(Ambrose, Matthews & Rutherford, 2018).  

 

With the escalation of globalisation, the differences and tensions between the in-groups and out-

groups have also become more apparent in consumer behaviour. Consumer ethnocentrism (CE) 

aims to protect the in-group (homeland)'s interest and cultures by increasing the group's identity, 

joint devotion and solidarity (Sharma, Shimp & Shin, 1995). The concept measures a positivity 

towards domestic products and a tendency to integrate negative sentiments towards imports 

(Shimp & Sharma, 1987). The increased levels of ethnocentrism are also what led the "Brexiteers" 

to vote for Great Britain to leave the European Union with the campaign slogan "Take back 

control", referring to the subject of immigration (Gietel-Basten, 2016). Thus, dividing the 

population into "us" and "them". Meanwhile, immigrants themselves find it challenging to 
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combine the identity of the subgroup and the national identity (Josiassen 2011; Transue 2007), 

often leading to social unrest between the national groups and the subgroups (Josiassen, 2011). 

Thus, individuals with these tendencies have a negative in-group bias toward their own country.  

 

An alternative approach is a fascination and curiosity towards the unknown, namely xenophilia. 

New places, people, and traditions elicit excitement, unlike the well-known, which is perceived as 

less exciting (Stürmer et al., 2013). With the accelerated globalisation amongst different nations 

and cultures, increased diversity and exposure to other societies, it is natural to predict that 

individuals can establish xenophile tendencies (Cleveland & Balakrishnan, 2018). In postmodern 

capitalist societies, consumption is a fundamental aspect of an individual's daily interaction with 

society. People in consumer societies tend to show a high degree of possession centrality, giving 

a symbolic value to the goods they own or consume. The purpose is to use these possessions to 

build an identity while maintaining a positive self-image (Gonzalez-Fuentes, 2019).   

 

With the influence of globalisation and the development of different consumer behaviour 

approaches based on country biases, an abundance of issues occur. People are prioritising national 

interests and obtaining ethnocentric trends with an aim to save the local communities (Popescu, 

2020). This has become distinctly apparent in the times of the Covid-19 pandemic. Last year, in 

Norway, local citizens were initiating campaigns to cherish and support the local stores. Large 

signs revealing logos of global brands covering small businesses shop windows to give the 

residents an insight into what might happen if the global brands take over (Hopland & Bøe, 2020). 

 

According to Josiassen, Assaf & Karpen (2011), high levels of consumer ethnocentrism can be 

beneficial for a country since it creates barriers to entry and makes it harder for foreign firms to 

establish on the domestic market. On the other hand, if the market has high levels of consumer 

disidentification, there is a risk that domestic firms find it difficult to compete. Therefore, 

discovering potential sources of handling consumer disidentification can be argued to have 

significant advantages. And lastly, with the increased globalisation, it is critical for firms to be 

aware of the growing xenophilia tendencies and take action accordingly.  

 



3 

 

1.2 Research Objectives 

The research objective of this master thesis is to contribute to significant implications by 

investigating how individuals' domestic and foreign biases affect consumption behaviours. Thus, 

the study's research objectives aim to investigate the relations between the concepts of consumer 

ethnocentrism, consumer disidentification, and xenophilia. Moreover, the thesis aims to extend the 

literature on consumer disidentification and xenophilia by investigating the consumption 

behaviour outcomes; consumption of food and beverages from global brands, the willingness of 

moving abroad, degree of Facebook usage, online shopping, and participation in the sharing 

economy.  

 

1.3 Research Question 

The study aims to meet the stated research objectives by answering the research question; 

 

What is the interplay between consumer ethnocentrism, consumer disidentification and xenophilia, 

and how do they affect contemporary consumers? 

 

1.4 Significance of the Study  

The study aims to contribute with theoretical and empirical knowledge, managerial implications 

and relevant concerns for future research. The research is applied to the United States, one of the 

world’s largest and most influential economies (Ferreira, Silva & Santana, 2019) with a current 

population of 331,42 million residents which makes it an interesting country to study. They are 

also the second most prominent trader globally after China and known for having a well-developed 

infrastructure that enables them to manage the intense production of products and services (IMF, 

2020). Thus, the U.S. represents a prominent market for both domestic and internationally 

produced products.  

 

According to Sharma et al. (1995), an understanding of the factors influencing consumers 

preference for domestic products versus imported products is likely to increase our apprehension 

of not only international exchange relationships but also the domestic marketplace behaviour. 
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Extensive research has been done examining the effects and antecedents of consumer 

ethnocentrism. Since Josiassen introduced the concept of consumer disidentification in 2011, also 

that has been explored in several contexts. However, the simultaneous presence of the concepts in 

the domestic market is yet to be explored. Thus, the study aims to contribute to the theoretical 

literature on the concepts of consumer ethnocentrism and consumer disidentification by 

researching the effects of consumer ethnocentric expression's impact on other individuals' level of 

consumer disidentification.  

 

Moreover, Sharma et al. (1995) mention that consumer ethnocentrism and individuals' stance 

towards importing products tend to be influenced by their perception of threat towards their 

personal and domestic wellbeing. Considering the challenges the world is facing with the current 

pandemic, countries are experiencing fragileness and tension towards other countries (Popescu, 

2020) and threats towards individuals' wellbeing is contemporary in many respects. Thus, 

consumers' standpoint towards importation and consumption of domestic products has managerial 

implications for understanding international exchange associations and how companies can 

succeed in foreign markets.  

 

Similarly, the study will expand on the theory on consumer's disidentification and xenophilia by 

studying the effect between them. Little research has been done on the two concepts in a marketing 

perspective, not least the effect between them (Shoham et al. 2017; Stürmer et al., 2013). Yet, the 

level of consumer disidentification existing in a market can be a crucial and determining factor of 

domestic companies success. With the addition of xenophilia, domestic managers have even 

greater challenges in attracting local customers. At the same time, it can provide global companies 

with insights on how to achieve a competitive advantage.  

 

To provide valuable yet practical insights, the study aims to explain how consumer 

disidentification and xenophilia relate to several interesting consumption behaviours and attitudes 

toward the foreign, which has not yet been researched in relation to the concepts. These behaviours 

and attitudes concern Facebook usage, online shopping, participation in the sharing economy, food 

consumption from global brands and willingness to move abroad and are all highly relevant in  
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today’s contemporary lifestyles.  

 

1.5 Structure of the Study  

In the following section, the structure of the thesis will be explained1. The thesis begins with a 

theoretical background that deliberates on the rise of globalisation in the world and connects it to 

the various interconnected phenomenon. Soon after, the research question and objectives are 

proposed. The literature review of the relevant concepts are thereupon presented; consumer 

ethnocentrism, consumer disidentification and xenophilia, including their origin, prior research, 

and related concepts. Furthermore, the chapter concerning the development of the different 

hypotheses is introduced along with a conceptual framework. Subsequently, the research 

methodology is presented and describes the study's research philosophy, research approach, 

research design, research strategy, data collection, questionnaire and data analysis.  

 

Moreover, the main findings from the study are disclosed. Alongside is a discussion of the results 

and contributions; general theoretical and managerial implications. Then, limitations and future 

research are proposed before, at last, revealing the study's conclusions.  

 

 

 

 

  

 
1 See Table 1. Structure of the Study 
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1.6 Delimitation of the Study 

This master thesis is delimited to examining high consumer ethnocentrism's effect on other 

individuals' level of consumer disidentification. Moreover, the research is further expanded by 

investigating the corresponding CDI levels and how it impacts xenophilia and various outcomes 

related to contemporary social/life and consumption decisions. It does not reverse its research and 

dependent variable, meaning to examine how high CDI affects other individuals' levels of CE, nor 

how xenophilia impacts consumer disidentification and so on.  

 

Furthermore, the study is conducted from a questionnaire survey taken by anonymous participants 

in the crowdsourcing marketplace, Amazon Mechanical Turk (MTurk). The participants are 

limited to the United States. The reason for choosing the American population is due to its 

significant diversity and culture, making the constructs more interesting to research.  

 

Additionally, due to the current pandemic restrictions, methods for obtaining data were limited. If 

the pandemic had not been an issue, there would be various methods for executing the experiment 

and receiving data, such as a physical experiment rather than an online version and supplementing 

the questionnaires with personal interviews. These are all practical approaches that could have 

impacted or enhanced the data collection and quality.   
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2. Literature Review  

The next chapter proposes a literature review covering an overall understanding of the topics, 

followed by a more in-depth focus on the concept of consumer ethnocentrism, consumer 

disidentification, and xenophilia. Lastly, the American context will be presented.   

 

2.1 Social Identity Theory  

Social identity theory is a concept of intergroup behaviour, relations and social conflict, initially 

developed by the social psychologists Henri Tajfel and John Turner (1979; 1986). Tajfel & Turner 

proposed that "... people are motivated to seek positive social identity by comparing in-groups 

favourably with out-groups" (Turner & Oakes, 1986, p. 240). Thus, a social identity reflects a 

person's sense of who they are based on their group membership(s). People tend to classify 

themselves and others into various social categories like organisational membership, religious 

affiliation, gender, and age cohort (Ashforth & Mael, 1989). These categories are an essential 

source of pride and self-esteem, and a sense of belonging to the social world. The categories where 

one perceives association are called "in-groups", while outside are referred to as "out-groups" 

(Ambrose, Matthews & Rutherford, 2018). As human beings, we seek to maximise our self-esteem 

and form positive conceptions of our in-groups and negative biases towards out-groups.   

 

Tajfel & Turner (1979) proposed three core elements involved in evaluating the in-groups and out-

groups (i.e. "us" and "them"), following a particular order. Social categorisation, social 

identification and social comparison. The first stage is a natural process of categorisation of their 

social environment. Individuals will categorise people according to how similar or different they 

are to each other. The simple categorisation is sufficient to trigger in-group favouritism and out-

group discrimination. The second stage involves adopting the group's identity, where individuals 

categorise themselves as belonging to and conform to the group's norms. The final stage refers to 

social comparison with other groups where individuals view themselves as better than other groups 

(Tajfel & Turner, 1979).  
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Every social structure is continuously challenged by groups that tend to preserve or change the 

established social structure, which naturally relies on the criteria for categorisation, where one 

group is considered superior and another inferior. This criterion is in line with the basic definition 

of ethnocentrism originally proposed by Sumner in 1906 (Čutura, 2020). Since then, concepts such 

as consumer disidentification and xenophilia have also arisen, both anchored in interrelationships 

between groups (Josiassen 2011; Stürmer et al. 2013).  

 

2.2 Ethnocentrism   

When referring to the research conducted on social identity theory, another notion building on the 

same concept is ethnocentrism. The American sociologist William G. Sumner (1906) was the first 

to introduce ethnocentrism in social sciences. He described the phenomenon as: "the view of things 

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

reference to it" (p. 13). According to this perspective, ethnocentric people tend to define 

themselves by differentiating themselves from others. A specific community or group of people 

has their own traditional way of life, distinguishing the inner and outer relation. Moreover, Sumner 

(1906) believed that positive sentiments toward the in-group were interrelated with negative 

attitudes toward out-groups.  

 

Tajfel & Turner (1986) proposed that people tend to prefer and support in-groups over out-groups 

even in the absence of conflict between them. Hence, the group aims to protect the in-group's 

interests and cultures by increasing the group's identity, mutual devotion, and solidarity (Sharma 

et al., 1995). This includes the tendency to reject culturally different individuals while instinctively 

accepting individuals’ who are culturally in line with themselves. Values relating to their 

nationality are considered superior, while foreign countries' (out-group) values and symbols are 

less admired (Shimp & Sharma, 1987).  

 

Some researchers define ethnocentrism as an attitudinal concept and argue that the dimensions of 

ethnocentrism are likely to develop into related effects such as nationalism, national in-group 

positivity and negative biases towards foreigners. The common factor for the different concepts is 

the feeling of cohesion, devotion and supremacy (Bizumic, 2019).  
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2.2.1 Consumer Ethnocentrism  

As prior mentioned, the general concept of ethnocentrism was introduced in social science more 

than a century ago (Sumner, 1906). Though originally a purely sociological construct to distinguish 

between in- and out-groups, it has later become a psychosocial construct with relevance to a 

consumer behaviour setting.  

 

Consumer ethnocentrism elaborates on the more general term of ethnocentrism and relates it to 

consumer behaviour (Sharma et al., 1995). Thus, consumer ethnocentrism explains how 

individuals consider their in-group (homeland) to be the most important (Shimp & Sharma, 1987). 

The concept constitutes the beliefs of the moral properness of consuming products made outside 

of the country. According to ethnocentric consumers, purchasing imported products is harmful due 

to its effect on the domestic economy and can lead to consequences such as lack of jobs and is 

generally considered highly disloyal (Shimp & Sharma, 1987). The level of consumer 

ethnocentrism has been shown to increase when individuals experience that the threats towards the 

country increases (Shankarmahesh, 2004). 

 

In extreme cases, highly ethnocentric individuals refuse to purchase imported products even in 

situations where they are superior to the domestic product (Sharma et al., 1995). In less extreme 

situations, the consumer is willing to pay more for a domestic product even though it is uniform 

to the imported version (Wall & Heslop, 1986). On the other end of consumer ethnocentrism, some 

non-ethnocentric consumers purchase products based simply on their attributes and with no regard 

to where they are made (Shimp & Sharma, 1987). However, consumer ethnocentrism is not a 

specific attitude but is instead a general proclivity as a whole (Shankarmahesh, 2004). Others mean 

that the strength of consumer ethnocentrism can vary between cultures and countries and that their 

emotions towards foreign products are concerned by the consumers’ nationalistic attitudes 

(Kaynak & Kara, 2002).   

 

As Sharma et al. (1995) mentioned, "Ethnocentric tendencies in consumers do not develop in 

isolation but rather are part of a constellation of social-psychological and demographic influences" 

(p. 27). In turn, consumer ethnocentrism does affect the individual's attitudes toward imported 

products, even though the connection is not equally strong in all individuals (Sharma et al., 1995).  
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To measure an individual's level of consumer ethnocentrism, Shimp and Sharma (1987) developed 

the consumer-ethnocentric tendency scale (CETSCALE). The scale measures the tendency of 

consumers to purchase domestic products rather than imported goods and consists of 17 items 

(Sharma et al., 1995). An adapted version of the scale including five items was later developed by 

Josiassen (2011).2  

 

 

Figure 1: Adapted version of CETSCALE by Josiassen, 2011 (modified from Nijssen & Douglas 

2008; Shimp & Sharma 1987; Hofstede, Steenkamp & Wedel 1999). (Own creation) 

 

Prior research on consumer ethnocentrism highlights that consumers with strong ethnocentric 

tendencies are generally more positive in their evaluations of domestic products compared to non-

ethnocentric consumers. A strong effect displays in their willingness to buy domestic products 

rather than non-domestic (Josiassen et al., 2011). However, two different consumer groups might 

have the same ethnocentric tendencies but opposite levels of willingness to buy. This implies that 

the varying propensity to let consumer ethnocentrism influence their further buying behaviour is 

an essential and necessary market research endeavour (Josiassen et al., 2011). 

 

From a social identity theory perspective, research proposes a positive relationship between an 

individual’s identity and consumer ethnocentrism. Here, ethnocentrism is treated as an essential 

factor in maintaining social identity and preserving it in the changing environment (Cleveland, 

Papadopoulos & Laroche, 2011; Čutura, 2020). Yet, other studies reveal partially mixed results, 

 
2 See Figure 1. Adapted version of the CETSCALE 
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indicating that consumer ethnocentrism is not corresponding with the strength of identity (Keillor 

& Hult, 1999).  

 

Furthermore, researchers have studied whether different demographics impact individuals' level 

of consumer ethnocentrism. For example, Shankarmahesh (2004) argues that consumer 

ethnocentrism is established at an early stage of adolescence. Still, empirical evidence shows that 

youths tend to have lower levels of consumer ethnocentrism than older persons. However, not all 

studies showed correlations between age and the levels of consumer ethnocentrism (Sharma et al., 

1995). The same is true for the correlation between gender and consumer ethnocentrism, where 

the empirical confirmations appear to be mixed. Yet, much evidence supports the argument that 

women tend to have higher levels of consumer ethnocentrism than men. The opposite is true for 

education, where most studies indicate a negative relationship between consumer ethnocentrism 

and education. The negative relationship is explained because higher educated individuals tend to 

be less conservative and of race discriminatory (Shankarmahesh, 2004).  

 

2.3 Disidentification  

All individuals belong to various social groups, and these group memberships often form essential 

parts of our identity (Becker & Tausch, 2014; Tajfel & Turner, 1979). Thus, many group 

affiliations are associated with positive aspects, including belongingness and being part of 

something bigger (Čutura, 2020). However, some group memberships are problematic and 

uncomfortable, where individuals try to actively distance themself from these unwanted identities 

(Becker & Tausch, 2014). Building on that approach is the concept of disidentification. There are 

many reasons people experience identity clashes, including different political views, religion, 

demographics, interests, values, and attitudes (Josiassen, 2011). Several research studies have been 

conducted on disidentification, with various definitions.  

 

According to Becker & Tausch, “disidentification is a psychological phenomenon that occurs 

when individuals belong to groups they do not wish to belong to” (2014, p. 295). Thus, the 

phenomenon relates to identities that are perceived to be threatening to oneself. Yip defines 

disidentification as “one’s cognitive distancing of a social identity from a group identity due to the 
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perception that one is distant from the group prototype or norm” (2016, p. 38). Hamstra and 

colleagues refer to disidentification as “people’s active psychological distancing from a group due 

to a negative self-defining affiliation with the group” (Hamstra, Sassenberg, Van Yperen, Wisse 

& Rietzschel, 2015, p. 184). 

 

Moreover, Becker & Tausch (2014) proposed that disidentification manifests itself along three 

dimensions. An individual’s detachment from the group; an individual’s dissatisfaction with the 

group; and lastly, an individual’s perceived dissimilarity to other in-group members (Becker & 

Tausch, 2014). Detachment represents a negative motivational state, ranging from feelings of 

alienation and estrangement, to an active separation from one’s in-group. Detachment may occur 

when an individual perceives a moral conflict with the group or when the group violates important 

values. Next, dissatisfaction concerns the negative evaluation of one’s group membership. Here, 

the individual is dissatisfied about belonging to the group and regret their group membership. 

Finally, dissimilarity proposes how individuals perceive themselves as different from the in-group 

prototype (Becker & Tausch, 2014).  

 

When discussing the concept of disidentification, it is of interest to study relating constructs that 

individuals may be exposed to. National disidentification is a psychological state where the 

individual senses a low national belonging to the country in which they reside. Unlike individuals 

with a low national identification, disidentification suggests a more oppositional attitude where the 

individual actively rejects the membership. Specifically, the minority group actively develops an 

opposing identity to the cultural aspects of the more presiding group (Maliepaard & Verkuyten, 

2018). Another notion related to the concept is found within companies. Organisational 

disidentification is in the form of individual and subjective employee resistance (Heery & Noon, 

2017). Examples may include manifestation in disengagement from work, detachment attempts in 

team-building activities or being a part of a “fun” work environment (Heery & Noon, 2017).  

However, for this thesis, the study will have the main focus on the concept of consumer 

disidentification.   
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2.3.1 Consumer Disidentification  

Research on understanding why consumers are positively or negatively biased toward purchasing 

a product has significantly increased in the later years (Josiassen, 2011), and for other reasons than 

the sole product quality. In addition to the concept of consumer ethnocentrism, the attitudes 

towards exploring outgroups have also increased.  

 

Consumer disidentification derives from national disidentification, people’s reactive and 

oppositional positions toward the country they live in (Ogbu 1993; Portes & Zhou 1993). The 

concept of consumer disidentification represents consumers’ active rejection of and distancing 

from the perceived typical domestic consumer. It can be stated as the contrary of identification, 

affecting consumption patterns and purchase behaviour. Consumers’ with high levels of consumer 

disidentification do not identify with the domestic country and avoid domestic products (Josiassen, 

2011). “The stronger the pressure from society to assimilate despite the dissimilarities, the stronger 

the repulsion and disidentification may become” (Josiassen, 2011, p. 126).  

 

Nation category attraction and repulsion have a variety of sources, such as similarity and 

dissimilarity. In 2011, Josiassen developed a matrix on attraction/repulsion and domestic/foreign 

country to understand these phenomena distinctions.3 The matrix included: consumer 

ethnocentrism (Shimp & Sharma, 1987), consumer disidentification (Josiassen, 2011), consumer 

affinity (Oberecker, Riefler & Diamantopoulos, 2008), and animosity (Klein, Ettenson & Morris, 

1998). The two former concepts (Quadrant 1 and 2) apply to consumers’ attraction or repulsion 

towards the domestic country. The two latter concepts (Quadrant 3 and 4) focus on consumers’ 

attraction to or repulsion toward a specific foreign country rather than the domestic country. 

Consumer affinity describes the feeling of liking, sympathy, and attachment toward one particular 

foreign country (Oberecker et al., 2008) and animosity concerns repulsion towards foreign 

countries because of remnants of antipathy related to previous or ongoing military, political, or 

economic events (Klein et al., 1998).  

 

 
3 See Figure 2. The Consumer Attraction/Repulsion Matrix 
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Figure 2: The Consumer Attraction-Repulsion Matrix by Josiassen, 2011 (Own creation). 

 

Previous research has emphasised the tension that can arise when individuals try to unite their 

national identity to their subgroup identity. The conflict can be specified by political standpoints, 

religion, values, demographic aspects and attitudes (Klein et al. 1998; Segev, Shoham & Gavish 

2016). Yet, it was not until Josiassen (2011) introduced the concept of consumer disidentification 

that marketing research explored the effects of disidentification on consumer behaviour (Josiassen, 

2011).  

 

Before this, Klein et al. (1998) had argued that consumers might reject products due to a long 

history of anger, tension and conflicts between their own country and those products' country of 

origin. However, those negative emotions form the basis for consumer animosity, not consumer 

disidentification. CDI derives from individuals' disidentification with their host country, where 

aspects of the relationship between the individual and their national category are translated into a 

consumer disconnection (Segev et al., 2016). Consumer disidentification is merely driven by 

negative biases towards the host country's product, business and domestic consumers. Since then, 

related concepts have been introduced, such as consumer-brand disidentification (CBD), where 

customers actively reject brands that they do not identify their self-concepts with (Wolter, Brach, 

Cronin & Bonn, 2016). 
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As presented in the two previous sections, neither consumer ethnocentrism nor consumer 

disidentification are new concepts. Yet, the thesis writers identify a research gap, considering that 

no previous research has investigated the correlation between the two constructs and whether the 

exposure of high CE affects other individuals levels of CDI. Limited research on consumer 

disidentification has also been conducted in the context of the United States.  

 

2.4 Xenophilia 

Throughout history, people have been attracted to foreignness and the unknown. The individual's 

fascination and curiosity toward new places, people, and traditions have elicited excitement, in 

contrast to the well-known (Stürmer et al., 2013). In 1956, Howard V. Perlmutter expressed his 

thoughts of love for strangers and foreigners as xenophilia.  

 

The concept of xenophilia stems from the ancient Greek 'xénos' representing strangers and 'philía' 

for friendship, love, attraction. It can be conceptualised as a favourable tendency to seek positive 

contact with and explore groups perceived as culturally different and unfamiliar based on their 

language, ethnicity, habits or customs (Stürmer et al., 2013). According to Nørfelt, Kock & 

Josiassen (2020), the concept of xenophilia is related to socio-psychological theories about 

intergroup biases, where group memberships are utilised to distinguish between different types of 

individuals and place them into groups. However, literature has mainly focused on positive and 

negative in- and out-group biases. A positive in-group bias describes favouritism towards the 

group to which one belongs while the out-group is devalued. Yet, the concept of xenophilia takes 

an opposing stance by aiming for positive biases towards the out-group (Nørfelt et al., 2020).   

 

Xenophile tendencies can arise from multiple factors such as personality traits, individual 

experiences, social influence from peers or in-group members, and cultural values. While some 

individuals seek knowledge about the world we live in as a general interest, others turn to the 

foreign in search of finding their values, beliefs and characteristics (Stürmer et al., 2013). 

However, it is worth noting that studies on xenophilia suggesting a preference for one group does 

not necessarily mean rejection for a different group. Perlmutter argued already in the 1950s that 
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"it is logically possible for an individual to agree with assertions favouring a foreign way of life 

over his own without experiencing or expressing strong hostility toward his own country" (1956, 

p. 130). 

 

Nørfelt et al. (2020) were the first to introduce xenophilia in the tourism sector, explaining several 

important tourist and resident behaviours. The study shows that individuals with higher levels of 

tourism xenophilia are more willing to be friendly to tourists, engage with locals, stay at bed and 

breakfast, and try local food when travelling. However, xenophilia is not to be confused with 

consumer affinity, describing favourable attitudes toward a focal foreign country (Oberecker et al., 

2008). Specifically, it is worth noting that consumer affinity concerns attachments towards one 

specific country (Josiassen, 2011), whereas xenophilia has a generally positive attitude towards all 

things foreign (Nørfelt et al., 2020). Another concept related to xenophilia is xenophobia. 

However, this construct has the opposite approach. According to Reynolds, Falger & Vine (1987), 

xenophobia is a psychological state of hostility or fear toward outsiders. While xenophilia relates 

to individuals' attraction and positive association to the foreign and unknown, xenophobia is "fear 

of strangers" and negative attitudes toward all foreign and unknown (Roose, 2017).  

 

The appreciation of experiencing "strangeness" has evolved, where people are interested in things 

that are different from themself, precisely because they are different (Nørfelt et al., 2020). With 

the accelerated globalisation amongst different nations and cultures, increased diversity and 

exposure to other societies, it is natural to predict that individuals can establish xenophile 

tendencies as they get the opportunity to reshape identities and affiliate with multiple groups 

(Cleveland & Balakrishnan, 2018). 

  

Yet, the literature stream in linking consumer behaviour to xenophilia is widely limited. Most 

scholars have connected the concept to humans' fundamental motive for exploration (Perlmutter 

1956; Stürmer et al. 2013). However, some previous research conducted in Eastern European 

countries has indicated xenophilia in consumers' preference for Western European countries over 

locally-produced goods (Batra, Ramaswamy, Alden, Steenkamp & Ramachander, 2000). The 

study depicts that consumers from less economically developed countries prefer products from 

more developed ones. Another research found status-based preferences for Western goods in 
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countries associated with the former Eastern Blocks (Ger, Belk & Lascu, 1993) and that status 

goods were always of foreign origin (Batra et al., 2000). 

 

As of today, scholars are yet to research the phenomena connecting how individuals' active 

rejection towards domestic products relates to the attraction and love to the unknown and foreign. 

Thus, the study aims to fill a research gap by investigating how the concept of consumer 

disidentification relates to xenophilia and how that affects consumption behaviours.  

 

2.5 The American Context  

As previously mentioned, the U.S. is one of the most influential and largest economies globally 

(Ferreira, Silva & Santana, 2019), with a current population of 331,42 million residents (IMF, 

2020). To motivate why the United States is a suitable country to conduct socio-economic 

research, it is of interest to go back in American history.  

 

Between 1820 and 1880, approximately ten million migrants from all kinds of origins moved to 

the United States. Thus, resulting in highly diverse backgrounds and identities. Many German and 

Scandinavian immigrants came for work opportunities and brought their whole families (Foner & 

McGirr, 2011). Moreover, as a result of the Mexican-American war between 1846 and 1848, 

75.000 Mexicans became American citizens due to the surrendered territory. Also, Chinese 

citizens migrated to the United States after the Civil War. The mixed religions and cultures evoked 

concern and hostility in the native-born citizens who referred to the immigrants as "foreigners". 

During this time, social scientists and economics came to describe the immigrants as a "social 

problem" as the incoming stream of "degraded races" were considered to bring danger to American 

society. Meanwhile, leaders of many ethnic groups celebrated their people's contributions to the 

American culture. Some argue that this was the birth of American nationalism, which has left 

traces in contemporary America (Foner & McGirr, 2011). In 2019, the American population 

consisted of 250 million Caucasians, 44 million African American natives, 19 million Asians and 

4 million American Indian and Alaska Natives (U.S. Census Bureau, 2020). Thus, the United 

States still consists of a diverse population. Many individuals with mixed ethnic identities 

encounter complications when combining the identity of the subgroup and the American identity.  
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The concept of social identities is specifically interesting to study in the context of the United 

States due to its exposition of policy particularism. Many American politicians strengthen and 

extend their political agenda based on racial attitudes and preference, especially in liberalism and 

conservatism (Transue, 2007). However, salient details or contextual facts are often ignored to 

build up the arguments in applying policy particularism (Vinnykova, 2017). 

 

In modern American politics, Donald Trump was elected as the United States 45th President. 

Scholars have come to bridge the Trump supporters to economic concerns, disappointment, racist 

attitudes and xenophobic outlooks (Whitehead, Perry & Baker, 2018). In his presidential 

campaign, before getting elected, he proclaimed against the Washington institution and accused 

them of neglecting American workers and academic, political and media aristocrats. Yet, some 

argue that he appeared to forget that he financially applied to the lucrative elite and frequently used 

his connections with the upper class (Valli, 2018). Hence, identification complications are still 

present as both politicians and its population are struggling with combining identities within the 

United States.  
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3. Hypotheses Development 

Based on the presented literature review, the following chapter proposes a set of formulated 

hypotheses and the conceptual framework4 that will later get tested using statistical analysis.  

 

3.1 Consumer Ethnocentrism and Consumer Disidentification  

Consumer ethnocentrism constitutes the beliefs of the moral properness of consuming products 

made outside of the country. More specifically, highly consumer ethnocentric individuals express 

negative opinions towards imports, arguing that importing products will harm the domestic 

economy and lead to consequences, such as lack of job opportunities and consider it highly disloyal 

towards the home country (Shimp & Sharma, 1987). On the opposite end, consumers with high 

disidentification experience repulsion towards consuming products from the domestic country and 

desire to distance themselves from their perceived typical domestic consumer (Josiassen, 2011).  

 

As Bizumic (2019) mentioned, the world has never been as interconnected and internationalised 

as it is now. With globalisation's continual acceleration, there are also increasing counter-reactions 

from highly ethnocentric consumers fearing that globalisation endangers domestic norms, values 

and traditions (Bizumic, 2019). Ethnocentric trends have in the later years been witnessed 

throughout social and political happenings. Examples can be found in Britain's exit from the EU 

("Brexit") with the intention to prioritise national interest over the European interest (Friedman, 

2016), or the ethnocentric elements depicted in Donald Trump's 2016 election with the "Make 

America Great Again" campaign (Patterson 2016; Tumulty 2017). Meanwhile, studies show that 

consumers are increasingly becoming more ethnically diverse, a trend that will continue to 

intensify due to the continuous increase of global immigration (Shoham et al., 2017). According 

to the Yearbook of Immigration Statistics, the U.S. alone admitted a total of 1.18 million 

immigrants in 2016 (DHS, 2017). A number that excludes illegal immigrants yet explains the 

immense amount of allocation on international migrants worldwide yearly.  

 

 
4 See Figure 3. The Conceptual Framework 
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Research on consumer disidentification proposes that the more society pressures individuals to 

assimilate despite their dissimilarities, their disidentification is likely to increase (Josiassen, 2011; 

Verkuyten & Yildiz, 2007). Thus, it is reasonable to believe that individuals' CDI increases when 

others, no matter if they are politicians or merely a person you meet in the local store, actively try 

to get their highly consumer ethnocentric opinions acknowledged. Consumer local bias certainly 

affects domestic product purchase behaviours (Josiasen, 2011; Shimp & Sharma, 1987; Shoham 

et al., 2017). It is just a matter of whether the predispositions translate into positive or negative 

attributes and what consequences that may come along. Thus, it is of interest to study whether 

perceived high ethnocentric beliefs increase other individuals levels of consumer disidentification. 

Hence, it is hypothesised that the exposure of highly consumer ethnocentric opinions increases 

other individuals' consumer disidentification. 

 

H1. Consumer ethnocentrism increases other individuals' consumer disidentification. 

 

3.2 Consumer Disidentification and Xenophilia  

In addition to ethnocentrism, where one’s own group is the centre of everything (Sumner, 1906), 

the attitudes towards exploring out-groups have also increased in the later years (Stürmer et al., 

2013). Xenophilia represents a positive out-group bias with a curiosity towards the foreign. 

Cultural differences in language, ethnicity, habits or customs trigger exploration (Stürmer et al., 

2013). Meanwhile, individuals with consumer disidentification do not identify with the domestic 

consumer, and as a result, they distance themselves from the in-group (Josiassen, 2011).  

 

By viewing the two concepts, it is possible to distinguish them as well as finding similarities. On 

the one hand, they have contrasting antecedents. The term consumer disidentification derives from 

national disidentification and individual’s reactive and oppositional positions toward the country 

they live in (Ogbu 1993; Portes & Zhou 1993), whereas xenophilia stems from attraction and 

curiosity towards foreignness (Stürmer et al., 2013). Even though studies on xenophilia argue that 

appeal to the foreign does not necessarily express hostility towards the home country (Perlmutter, 

1956), it is feasible to believe that CDI and xenophilia have a lack of interest in the in-group as a 

common factor. Hence, impact their consumption behaviours. However, on the other hand, 
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belonging is essential to human existence (Malone, Pillow & Osman, 2012). Therefore, it is likely 

that a disidentified consumer who wants to distance from the in-group rather turns to the out-group 

to find their own values, beliefs and characteristics, which align with the literature on xenophilia 

(Stürmer et al., 2013). As a result, one may argue that disidentified consumers instead purchase 

and support foreign products, travel more abroad to explore the unknown, be uninterested in 

national politics and other matters concerning the in-group.    

 

With the stated facts above and our assumptions, it is believed that individuals with high CDI have 

xenophile tendencies. The argument is further supported by Ger et al. (1993), stating that there are 

status-based preferences for Western goods in countries associated with the former Eastern Blocks 

and that status goods are frequently of foreign origin. As the study will be applied to the United 

States, a highly ethnically diverse country (U.S. Census Bureau, 2020), it is of interest to see if 

any resemblances occur. Hence it is hypothesised that;  

 

H2: Consumer disidentification has a positive effect on xenophilia. 

 

3.3 Consumption of Food and Beverages from Global Brands 

Xenophilia depicts an appeal concerning the foreign and manifests as hospitality and curiosity 

towards foreigners and different cultures. A source of xenophilia is individuals' search for their 

values, characteristics and beliefs (Stürmer et al., 2013). Meanwhile, Vabø, Hansen, Hansen & 

Kraggerud (2017) explain that cultural factors influence our decisions regarding what food and 

beverages we decide to consume. Hence, one's ethnic and cultural origin rules determine what we 

prefer and are accepted to consume (Nestle et al., 1998). For consumers experiencing favouritism 

towards the foreign, the behaviour is likely to bias their food and beverage choices and the brands 

they seek.  

 

In general, brands widely available across international markets and receive high recognition 

worldwide are considered global brands (Dimofte, Johansson & Ronkainen, 2008). If the 

individual experiences that their characteristics and values comply with the unknown rather than 

the country in which they reside, Vabø et al.'s (2017) statement indicates that they are likely to 
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consume products relating to foreignness in general, including global brands. Only a few articles 

suggest that local brands can command stronger consumer loyalty than international brands 

(Dimofte et al., 2008; Schuiling & Kapferer, 2004).  

 

In later years, the emergence of social media has turned online users from content readers into 

content publishers, making their role significantly valuable for companies (Chua & Banerjee, 

2013). An example is found in Starbucks, an international coffee house chain, which has 

successfully demonstrated its versatility in engaging customers through various social media 

platforms such as Twitter and Instagram (Taecharungroj, 2015). Starbucks is now integrated into 

and associated as a part of the American culture (Simon, 2009). From bringing its trademarked 

Frappuccino® to the coffee map, the commonly misspelling names of the cups, to the trendy 

seasonal drinks such as the "pumpkin spice latte" or the bizarre customised beverages (Culp, Sun 

& Brooks, 2012; Dodgson, 2021). Starbucks has undoubtedly created a community for coffee 

lovers and simultaneously extended the community to social media (Gallaugher & Ransbotham 

2010; Taecharungroj, 2015). The more people who publish a picture with #starbucksnamefail to 

the colourful unicorn frappuccinos, the more people may want to be a part of that trend. Because 

of this, it is reasonable to believe that consumers in other countries who experience favouritism 

towards the American culture might choose Starbucks over a local coffee shop and publish the 

beverage on social media.  

 

Additionally, research on brand identification shows that many products hold symbolic meanings, 

giving rise to consumer commitment and emotional attachment (Carlson & Donavan, 2013). 

Moreover, brand identification relates to the degree to which consumers characterise themselves 

based on attributes corresponding to the ones held by the brand (Bergkvist & Bech-Larsen, 2010). 

Suppose the individual prefers to belong to the out-group. In that case, the brand's global aspects 

and brand value will likely attract xenophilic consumers and encourage them to consume food and 

beverages from international brands. Additionally, global brands are believed to induce more 

positive affection, suggest higher quality, enjoy greater respect, evoke appealing global myths, and 

generally have an advantage over local brands (Alden et al., 2003; Holt, Quelch & Taylor, 2004; 

Johansson & Ronkainen, 2005). Research has also accentuated the relevance of country-of-origin 

(COO) in consumers' product judgment. The results reveal that COO is considered an essential 
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informatory cue in their purchase decision (Garrett, Lee & Chu, 2017). Based on stated facts, it is 

hypothesised that high xenophilia levels lead to a higher degree of consuming food and beverage 

related to global brands.  

 

H2a: Xenophilia has a positive effect on consumption from global brands. 

 

3.4 Moving Abroad  

For individuals leaving the home country to live abroad, statistics show that one of the frequently 

mentioned motivations for leaving the home country is to seek "a better quality of life" 

(InterNations, 2020). This conveys that the individuals' set out to explore new places, traditions 

and people with the belief and curiosity of finding something better than the well-known. Hence, 

when discussing the meaning of "a better quality of life", it is of interest to explore the concept of 

xenophilia. As previously mentioned, xenophilia is the attraction to foreign people, culture, or 

customs that manifest itself in curiosity and hospitality toward foreigners, the human desire for 

exploration. In comparison, familiar things do not induce the same reaction (Nørfelt et al., 2020). 

In line with the characteristics of xenophilia, Mol, Born, Willemsen, van der Molen & Derous 

(2009) argue that individuals' willingness to relocate abroad correlates to their levels of 

extraversion and openness.  

 

Moreover, research conducted in the U.K. reveals that the primary motivation for moving abroad 

is the positive attributes of the new location, rather than the negative attributes associated with the 

home country (Sriskandarajah & Drew, 2006). Only a minority of emigrants (around 12 per cent) 

mention that they leave because they do not appreciate what the country is becoming. Further, the 

research argues other motivations for emigration, including overseas adventures, to gain new 

experiences and skills and be attracted by a better quality of life (Sriskandarajah & Drew, 2006). 

Thus, all are motivations with a similar mindset and resemblance to xenophilia. 

 

Moreover, it is likely that the accelerated globalisation, increased diversity and exposure to other 

societies (Cleveland & Balakrishnan, 2018) decreases the mental barriers that prevent individuals 

from taking the plunge to move, as they become increasingly aware of the possibilities waiting for 
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them all around the world. The underlying reasons for xenophilic tendencies to arise are the 

individual's positive feelings towards out-group bias, a search to find themselves and the 

individual's curiosity and tendency to seek contact with the out-group members (Nørfelt et al., 

2020). Additionally, it is in human nature to seek belongingness (Malone et al., 2012). Yet, 

belongingness can take many forms, both in terms of people and places. The Internet is one of the 

factors enabling individuals to find belongingness as humans have the opportunity to learn and 

connect with individuals living in distant places and cultures. While people in the past were more 

bound to the place where they resided, individuals nowadays have greater access to information, 

enabling them to find their rightful place in life.  

 

Based on the stated facts above, it is reasonable to believe that xenophile individuals are inclined 

to go one step further to experience belongingness and explore the unknown; by moving abroad. 

Research on consumer disidentification further supports this hypothesis by mentioning that 

"consumers who disidentify with their domestic country group are similarly repulsed by living in 

a society in which they are dissimilar to the majority of consumers" (Josiassen, 2011, p. 126). 

Hence, it is hypothesised that: 

 

H2b: Xenophilia has a positive effect on willingness to move abroad.  

 

3.5 Online Shopping 

The increasing number of smartphones and other Internet-enabled devices, along with their 

applications and services, has made the Internet more easily accessed (Akroush & Al-Debei, 

2015). As a result, the digital age has led to enormous growth in online shopping. Drawing parallels 

to the traditional bricks and mortar way of shopping where consumers have to go to the stores 

physically, online shopping allows businesses to reach consumers worldwide (Akroush & Al-

Debei, 2015). Traditional shopping is restrained by time and space, whereas the Internet has 

decreased the effort and time consumers spend on shopping. Moreover, the Internet has an 

unlimited range of products accessible for consumers worldwide (Ko, Jung, Kim & Shim, 2004). 

Through online shopping, consumers can buy and sell virtually anything, at any time, from 

anywhere (Quelch & Klein, 1996).  
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According to U.S. Census Bureau (2021), the total e-commerce sales for 2020 in the U.S. were 

estimated to be $791.7 billion, an increase of 32.4 per cent from 2019. Whereas total traditional 

retail sales in 2020 increased 3.4 per cent from 2019. Thus, one can argue that online shopping is 

rapidly rising in today’s market.  

 

Personal factors influence online shopping behaviours. According to the 2017 Global Online 

Consumer Report conducted by KPMG, consumers purchase online for an abundance of reasons. 

A couple of them involve; a greater variety/selection, products that are not sold in my city/country, 

avoiding crowds, the convenience of not going to shops, and the ability to compare prices. 

Furthermore, the report investigates different consumer segments such as age groups and gender. 

Based on the findings, Generation X (consumers born between 1966 and 1981) made the most 

online purchases in 2016. Despite the common belief that online shopping is primarily driven by 

the younger and more ‘tech-savvy’ Millennials (consumers born between 1982 and 1996), 

Generation X consumers purchased 20 per cent more than the younger segment. The Baby 

Boomers (born between 1946 and 1965) purchased online just as frequently as the Millennials 

(KPMG, 2017).  

 

As mentioned prior, the concept of xenophilia represents a fascination and curiosity toward new 

places and people, where cultural differences elicit excitement (Stürmer et al., 2013). These 

circumstances may also affect consumer and purchase behaviour. An individual who is curious 

about the foreign and unknown may want to purchase online instead. The reason is for accessing 

products that are unique and not otherwise available in local shops. Another factor is the variety 

and selection of the offers. The traditional stores tend to comply with the general domestic 

consumer’s preference. As a consumer with xenophile tendencies, foreign products elicit more 

excitement, resulting in low domestic products purchases. With the stated facts above, it is 

predicted that individuals with xenophile tendencies are more likely to shop online. Hence, the 

following hypothesis:  

 

H2c: Xenophilia has a positive effect on increased online shopping purchases.  
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3.6 Facebook Usage  

Since the beginning of Facebook in 2004, the social media giant has rapidly expanded and is now 

considered among the world's most wealthy and powerful organisations (Kao, Hong, Perusse & 

Sheng, 2020). Their mission, "Give people the power to build community and bring the world 

closer" (Facebook, 2021), has given millions of users a place for sharing their thoughts and 

feelings. Some of their principles include; give people a voice, build connection and community, 

serve everyone (Facebook, 2021). However, these principles have also led to users wanting to 

leave the platform.   

 

Scholars and practitioners have stated that Facebook's popularity has reached its tipping point, and 

users leave the platform for several reasons. The younger demographic is abandoning Facebook 

for other social media sites such as Instagram and TikTok (De Veirman, De Jans, Van den Abeele 

& Hudders, 2020). Moreover, with the overwhelming content and information published, users 

start to lose interest (Baumer et al., 2013; Koroleva, Krasnova & Günther, 2010). Similarly, 

research points out that people leave the platform because they perceive the content as annoying 

and get disturbed by how others present themselves online (Stieger, Burger, Bohn & Voracek, 

2013).  

 

When discussing the various reasons and feelings that individuals' undergo and make them want 

to leave the platform, it is of interest to simultaneously view the different personality traits 

associated with those feelings. The Big Five (also known as the OCEAN model) describes aspects 

of personality traits that individuals' experience throughout their lifespan. The model consists of 

the five factors extraversion, openness, conscientiousness, agreeableness, and neuroticism 

(Laverdière, Morin & St-Hilaire, 2013). Notably, the tendencies concerning agreeableness and 

neuroticism have some associations resembling the feelings one may obtain from Facebook. 

Agreeableness refers to a relational personality trait and distinguishes an individual's degree of 

warmth, trust and altruism. A person who is high on agreeableness is also more likely better to 

manage one's emotions in interactions with others. Meanwhile, neuroticism refers to an 

individual's emotional stability and ability to manage anxiousness and anger. Moreover, a person 

high on neuroticism tends to be more reactive to negative stimuli (Steiner, Allemand & 

McCullough, 2012). Considering that disturbance and annoyance are mentioned as primary 
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reasons individuals leave the platform (Stieger et al., 2013), it is of interest to further investigate 

these personality traits in relation to individuals' Facebook usage to see if any correlations exist 

between them.   

  

As stated prior, highly ethnocentric individuals have different beliefs and opinions than 

disidentified individuals, which might be troublesome when both parties are spotted on the 

platform. As Facebook is for building and keeping connections, most individuals have people on 

the forum stated as "Friends" for nearly a decade. Perhaps, people from one's high school or 

hometown that one does not necessarily identify with today. As a result, people scroll and read 

through posts they disagree with, leading to a desire to abandon the platform. Thus, the following  

hypothesis is:  

 

H3: Consumer disidentification decreases the time spent on Facebook. 

 

3.7 Sharing Economy  

The sharing economy is an economic system of sharing resources in which assets and services are 

shared between private individuals. The service can be either for free, for a fee, or through 

bartering and exchanging goods (eMarketer, 2017). It has generated public interest where some 

preach its benefits while others meet it with admonishing declarations (Cheng, 2016). According 

to Belk (2007), sharing enables us to strengthen communities, create synergies, and save resources. 

He continues by presenting the example of carpooling. The degree of individuals travelling alone 

by car has been challenged by the increased number of individuals sharing resources by travelling 

together. Thus, it lowers the contribution to global warming and decreases the risk of heart attacks 

by reducing the stress caused by spending time in traffic (Belk, 2007). However, car-sharing is 

only one of many forms in which the sharing economy occurs. Other examples are sharing of 

accommodation, clothing, movies, bikes, etc. (Bardhi & Eckhardt, 2012). Statistics forecast that 

approximately 86.5 million adults in the United States will participate and use the services 

provided by the sharing economy in 2021 (eMarketer, 2017). 
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Considering the benefits of the sharing, how come it is met with negativity? The sharing economy 

is criticised for operating unfairly and, in some situations, even applying illegal methods such as 

not following labour laws or circumventing taxation. Thus, these companies can keep their costs 

and prices towards customers low, enabling them to quickly gain market share, making it harder 

for traditional companies to compete (Chalmers & Matthews, 2019). For example, empirical 

evidence proves that Airbnb has decreased the hotel’s revenue by 8-10% over five years in Austin, 

Texas (Zervas, Proserpio & Byers, 2017). Considering how protective consumer ethnocentric 

individuals are over their domestic economy and the jobs that are provided in their home country 

(Shimp & Sharma, 1987), one can argue that the rise of the sharing economy and its effect on the 

domestic economy is perceived as unwelcoming by consumers with high ethnocentrism. This is 

further supported by Bhardi and Eckhardts (2012), explaining that ownership provides an inner 

sense of security and responsibility, which is consistent with ethnocentric consumers’ values.  

 

On the opposite end, consumers with high disidentification tendencies experience low 

commitment and in-group belonging to the nation (Kreiner & Ashforth, 2004). Instead, it implies 

an antagonistic attitude where group members want to reject (Josiassen, 2011). Thus, it is 

reasonable to believe that these individuals look beyond the sharing economy’s effect on the 

domestic economy and instead make purchase decisions based on other qualifications, such as 

price and the prestige of having a modern lifestyle. In which these factors complement the usage 

of sharing services. Hence, it is hypothesised that consumers with high consumer disidentification 

levels are more willing to participate in the sharing economy. 

 

H4: Consumer disidentification has a positive effect on the participation in the sharing economy.  
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Figure 3. Conceptual Framework (own creation) 

 

H1 Consumer ethnocentrism increases other individuals' consumer disidentification. 

H2 Consumer disidentification has a positive effect on xenophilia. 

H2a Xenophilia has a positive effect on consumption from global brands. 

H2b Xenophilia has a positive effect on willingness to move abroad. 

H2c Xenophilia has a positive effect on increased online shopping purchases. 

H3 Consumer disidentification decreases the time spent on Facebook. 

H4 Consumer disidentification has a positive effect on the participation in the sharing economy. 

Table 2. Hypotheses Summary Table 
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4. Methodology  

The following chapter discusses the methodological component of the thesis and the actions taken 

in order to meet the objectives. Thus, the next section will outline the research philosophy, research 

approach, research design, research strategy, time horizon, data collection, questionnaire design 

and data analysis. 

 

4.1 Research Philosophy 

Research philosophy relates to the beliefs and assumptions one makes about how knowledge is 

created and evolved (Saunders, Thornhill & Lewis, 2019). The following section will describe the 

assumptions made in the study process, including the handling of authenticity, human knowledge, 

and how the authors own values impacted the study. 

4.1.1 Ontology 

According to Saunders et al. (2019), "Ontology refers to assumptions about the nature of reality" 

(p.133). These assumptions will affect researchers' observations and perceptions of the studied 

objects (Blaikie & Priest, 2017). Hence, there is a query about whether a social entity is to be 

regarded as an objective entity or social constructs (Bryman, 2015). Therefore, when conducting 

the research, it is crucial to remain objective when observing facts descending from the social 

world. Thus, the study began by establishing a framework consisting of theoretical terms to 

conduct research in line with the ontological position.  

4.1.2 Epistemology 

Epistemology explains the assumptions one makes about knowledge. More specifically, it relates 

to one's perceptions of justifiable, valid and legitimate knowledge and how it is transferred to 

others (Blaikie & Priest, 2017). Knowledge can take many forms, and researchers are presented 

with several epistemological options. One of the epistemological positions is positivism. 

According to Saunders et al. (2019), positivist assumptions offer scientific evidence based on 

objective realities and are likely to result in quantitative research methods. As a result, the findings 

are regarded as accurate and generalisable (Saunders et al., 2019).  
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The study had two objectives. First, the study aimed to further develop the literature on consumer 

ethnocentrism, consumer disidentification and xenophilia by investigating their interplay. Second, 

to explore the impact of consumer disidentification and xenophilia on outcomes relating to global 

brands' consumption of food and beverages, participation in the sharing economy, social media 

usage, willingness to move abroad, and online shopping habits. From a positivist perspective, the 

study drew upon existing theories as a starting point for developed hypotheses. From there, evident 

and quantifiable facts were derived to obtain new understandings of the theories.  

4.1.3 Axiology 

Axiology relates to the influence of values and ethics on the research project (Blaikie & Priest, 

2017). According to Saunders et al. (2019), the axiological perspective includes the researchers' 

values and beliefs and the respondents. Hence, it is essential to consider one's values and opinions 

to remain impartial to the study and its findings (Saunders et al., 2019). Accordingly, it was 

emphasised to conduct a study free from personal values, which was possible due to collecting 

measurable data derived from an anonymous questionnaire. Moreover, its relevance was 

accentuated by presenting the data in a truthful and precise manner. 

 

4.2 Research Approach  

Saunders et al. (2019) inform that research is generally adopted by two contrasting approaches; 

deductive or inductive reasoning. Alternatively, a third approach may also occur, abductive 

reasoning. In deductive reasoning, a hypothesis (or hypotheses) is developed based on existing 

theory and followed up with a research strategy designed to test the hypothesis. Deduction is the 

dominant research approach in natural sciences and possesses several essential characteristics. The 

first step is the search to explain the causal relationships between concepts and variables. Second, 

the development of the hypotheses. And lastly, data collection to test the hypotheses. When 

adopting a deductive approach, quantitative data is generally the chosen data collection method 

(Bryman, 2015; Saunders et al., 2019).  

 

In this thesis, deductive reasoning was adopted as the primary approach. The research started with  
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discovering three interrelated concepts, namely consumer ethnocentrism, consumer 

disidentification and xenophilia. After a conducted literature review, potential relations between 

them were found. The concepts were also considered in relation to the contemporary consumer. 

Thus, hypotheses were developed based on the existing theories. In this thesis, quantitative 

methods were used for obtaining research objectives. The primary data was collected as a survey 

using an online crowdsourcing website, Amazon Mechanical Turk (MTurk). This will be further 

explained in the upcoming subchapter about self-completed questionnaires. Based on the findings, 

the hypotheses were either confirmed or rejected.  

 

4.3 Research Design   

4.3.1 Methodological Choice 

Research design is a framework for collecting and analysing data with the intention of answering 

the research question(s). The objectives should justify the choice of data sources, collection 

methods, and analysis techniques to achieve coherence in the research design (Saunders et al., 

2019). Research generally starts by following a methodological choice that branches into two 

parts; mono method and multiple methods. The mono method branches into quantitative and 

qualitative study, and the multiple methods branches into multi-method (quantitative and 

qualitative) and mixed methods (simple and complex) (Bryman, 2015; Saunders et al., 2019). 

 

For this master thesis, a mono method quantitative research design was chosen as the designated 

method, using a single data collection technique and corresponding analytical procedure. The 

applied tool consisted of survey participants from the crowdsourcing marketplace, Amazon 

Mechanical Turk (MTurk). The survey was divided into two groups. The first half of respondents 

received a scenario expressing highly ethnocentric tendencies5 and the second half received a 

scenario with neutral opinions6. The scenarios were the only difference between them. 

Furthermore, both groups continued with the same questionnaire. The intention was to have the 

possibility of comparing the different outcomes. Both surveys were used to compare the means in 

 
5 See Figure 4. Scenario Expressing High Consumer Ethnocentrism  
6 See Figure 5. Scenario Expressing Neutral Opinions 
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H1. However, in the process of analysing the data, it was realised that the second survey did not 

propose any significant differences in answers, as the experiment only affected the first hypothesis. 

The second survey intended to enhance the results retrieved from the first survey by presenting 

opposite effects due to its contrasting scenario. As the findings didn’t propose any compelling 

results, it was decided to only use both surveys for H1. The remaining hypotheses, H2-H4, were 

based on responses retrieved through the highly ethnocentric survey. 

 

4.3.2 Purpose of Research Design 

Recognising the purpose of a research design is crucial for understanding the appropriate nature 

of the project as research is intended to fulfil different purposes and consists of different designs. 

The nature of a project can follow a descriptive, normative, confirmatory, exploratory, or 

explanatory purpose, or even a combination of them (Bryman, 2015; Saunders et al., 2019).  

 

A confirmatory study tests outcome predictions made before the data collection phase begins. The 

research generally derives from a series of alternatives, where a priori hypotheses are developed 

based on previous theory. It is followed by developing a research design, often experimental, to 

test the hypotheses. Then the process leads to the gathering of data, analyses of the data, and ends 

with the researcher's conclusion. The aim is to determine whether the theory is supported by the 

facts (Jaeger & Halliday, 1998).  

 

On the other hand, an exploratory study aims to seek new insights into phenomenon, ask questions, 

and assess the phenomena in a new light (Saunders et al., 2019). It is beneficial for clarifying an 

understanding of an issue, such as its precise nature. While confirmatory research is explained as 

a priori (from the earlier), exploratory study is described as a posteriori (from the later). Moreover, 

explanatory studies focus on a situation or a problem to explain causal relationships between 

variables. Research questions that seek explanatory answers are likely, to begin with, or include, 

'why' or 'how' (Saunders et al., 2019).  

 

The thesis mainly incorporated a confirmatory design, as the hypotheses were derived from the 

existing theories of consumer ethnocentrism, consumer disidentification, and xenophilia to 
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confirm, discover, and explain the focal points. However, some exploratory design elements can 

be found, where the intention is to clarify an understanding of an issue, problem, or phenomenon 

(Saunders et al., 2019). As no previous research has been conducted on whether high consumer 

ethnocentrism tendencies will affect other individuals' consumer disidentification, and the 

participants were part of an experiment, it is reasonable to argue that the research includes 

exploratory elements. Furthermore, the study established causal relationships between the different 

variables, explaining the findings and outcomes. Thus, an explanatory design was applied. 

 

4.4 Research Strategy 

Saunders et al. (2019) describe the research strategy as "a plan of how a researcher will go about 

answering her or his research question" (p.189). The research strategy relates not only to the 

research question and the objectives but also to the research philosophy, approach and purpose. 

Also, practical concerns determine the choice of strategy, including a time frame, resources, and 

participants' availability. Moreover, it is possible to combine several strategies with their 

respective methods (Saunders et al., 2019). Some of the research strategies include experiment, 

survey, archival and documentary research, case study, ethnography, action research, grounded 

theory, and narrative inquiry (Bryman, 2015; Saunders et al., 2019).  

 

The thesis in question applied two strategies suitable for quantitative study; quasi-experiment and 

survey. The quasi-experiment was executed to study how the independent variable (CE) caused 

the dependent variable (CDI) to change. CDI was also regarded as an independent variable in the 

study, causing the dependent variable xenophilia to change. In addition, the study hypothesised 

that levels of CDI and xenophilia are related to several dependent variables and outcomes.  

 

The experiment was considered a quasi-experiment due to the use of an experimental group and a 

control group. Also, the participants were available through the platform MTurk and the low level 

of control exerted during the treatment. Both groups were initially presented with a fictional 

scenario representing Facebook posts with associated comments. The experimental group was 

exposed to manipulation in the form of a fictional scenario where the publisher expressed highly 
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ethnocentric opinions with supporting comments7. Conversely, the control group was exposed to 

a fictional scenario where the publisher expressed neutral opinions with similar comments8. The 

results were derived using a questionnaire, and thus, also a survey strategy was applied. It enabled 

the collection of large amounts of consistent data. The data were then compared and analysed. The 

questionnaire was sent out through MTurk and analysed in the software package, IBM SPSS 

Statistics. 

  

 
7 See Figure 4. Scenario expressing high consumer ethnocentrism 
8 See Figure. Scenario expressing neutral opinions 
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Figure 4. Scenario expressing high consumer ethnocentrism (own creation) 
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Figure 5. Scenario expressing neutral opinions (own creation) 
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4.4.1 Time Horizon 

Depending on the research question, choosing a suitable time horizon is essential for the study.  

A cross-sectional design allows the researchers to study a specific phenomenon in a given period 

(Saunders et al., 2019). Moreover, it enables collecting quantitative data, enabling the researcher 

to discover evidence patterns (Bryman, 2015). Within cross-sectional studies, survey strategies are 

often employed. Longitudinal studies involve repeated observations of the same variables over a 

short or long period, intending to study change and development. It provides a measure of control 

over some of the studied variables (Saunders et al., 2019). Cross-sectional is often depicted as the 

‘snapshot’ time horizon, whereas longitudinal studies have the ‘diary’ perspective. For this master 

thesis, the data was assembled simultaneously through a survey with no time sequence in the  

variables. Hence, a cross-sectional design was applied.  

 

4.5 Data Collection 

4.5.1 Sampling 

The next step in the research is to make decisions on sampling. Once in a while, data collection 

from every possible case or group member in a population might occur, named census. In reality, 

this is rarely the incident. For many research projects, it is closely impossible to collect and analyse 

all the potential data available, due to time, money and access restrictions (Saunders et al., 2019). 

The only solution is to make a sample of all possible cases. Sampling enables a reduction of the 

amount of data by considering only data from a subgroup rather than all possible elements. For 

some research, gathering sample data makes it possible to generalise statistically about all the 

cases. In selecting a sample to study, it should represent the complete set of cases in a meaningful 

way and justify it (Becker, 1998; Saunders et al., 2019). The choice of sampling techniques 

depends on the research question(s) feasibility and sensibility and how it addresses the objectives 

of the target population.  
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4.5.2 Probability and Non-Probability Sampling 

Sampling can be divided into two groups. Probability sampling involves selecting sampling 

techniques in which the chance of each case being selected from the population is known and is 

not zero. Non-probability sampling concerns selecting sampling techniques in which the 

probability of each case being selected is unknown (Saunders et al., 2019). For this thesis, 

probability sampling was proposed as the desired method. Based on the research question and the 

following hypotheses, a survey was created, and data were collected through the crowdsourcing  

platform Mechanical Turk (MTurk).  

 

4.5.3 Sampling Population 

The sampling population was set to individuals in the United States, where the study identified 

Americans as adequate representatives for answering the research question and hypotheses. The 

U.S. population is among the countries with the most prominent cultural diversity (U.S. Census 

Bureau 2020; Foner & McGirr 2011), making it interesting to study. Due to the current pandemic 

restrictions, obtaining physical data was impossible. As MTurk is mostly used in the U.S., the 

platform was suitable to use in this study.  

 

4.5.4 Sample Size  

According to Saunders et al. (2019), “The larger your sample’s size, the lower the likely error in 

generalising to the target population”. Researchers usually work to a 95% level of certainty, 

meaning that if your sample were selected 100 times, at least 95 of these would be sure to represent 

the characteristics of the target population. By using the analysis software Qualtrics, each 

questionnaire was set with “force response”, meaning that the participant could not continue the 

survey without answering the ongoing question. This option enhanced the chance of only getting 

valid responses.  

 

By considering these factors, the targeted sample size was 300 respondents in total. The two groups 

consisted of 150 participants, respectively. However, as previously mentioned, responses from 

both surveys were intended to be used for only the first hypothesis to make a comparison between 
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the two groups. The remaining hypotheses were analysed based on responses retrieved from 150 

participants.  

 

4.6 Questionnaire  

As previously mentioned in the subchapter about research strategy, the questionnaires started with 

an experiment where the participants were self-selected to either the experimental group or the 

control group. The following section contains different methods and explanations of how the two 

questionnaires were developed.  

 

4.6.1 Self Completed Questionnaire 

Self-completed questionnaires also referred to as surveys, are usually completed by the 

respondents. The questionnaires can be distributed in several ways, such as through the Internet, 

via telephone, or face-to-face meetings (Saunders et al., 2019). Due to the limited time and distance 

to the sample group, the survey was distributed electronically over the Internet. A decision was 

made to publish the survey on Mechanical Turk (MTurk).  

 

MTurk is a digital platform providing access to individuals who are willing to participate in 

research studies. Such platforms are providing benefits over the more traditional sampling 

methods. Examples are the easy access to a large number of participants and the possibility for the 

researcher to specify their qualifications (Porter, Outlaw, Gale & Cho, 2019). Due to its easy access 

and usability, the questionnaire was composed on the analysis software Qualtrics, which allows 

the user to both design and automatically store the data (Saunders et al., 2019).9 

 

4.6.2 Questionnaire Design  

The questionnaire aimed to answer cause-and-effect relationships between several variables and 

contained 35 questions. Each section relates to a specific term, and the question originates from 

 
9 See Appendix 1. Survey with Highly Consumer Ethnocentric Scenario 
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scale items to meet the objectives. The following sections will outline the concerns that were 

minded about when designing the questionnaire.  

 

4.6.3 Seven-Point Likert Scale 

When constructing a questionnaire, a significant factor is linking the investigation of attitudes. A 

Likert scale is a multiple-indicator with an aim to measure the intensity of feelings about the area 

in question (Bryman, 2015). Generally, a questionnaire comprises a series of items that focus on a 

particular issue or theme. Each respondent is then asked to indicate his or her levels of agreement 

with the statement.  

 

A seven-point Likert scale was selected as the questionnaire measurement, with the format 

proceeding from 1 = strongly agree, 2 = agree, 3 = somewhat agree, 4 = neither agree nor disagree, 

5 = somewhat disagree, 6 = disagree, and 7 = strongly disagree. The respondents were asked to 

rate the degree of agreement they related to the most. One Likert scale regarding willingness to 

move abroad was changed in the questionnaire accordingly to better fit the items' phrasing. The 

scale was adjusted to (1 = strongly willing… 7 = strongly unwilling). 

 

4.6.4 Reliability 

The reliability of a study concerns consistency and is closely related to the validity of the study. It 

emphasises that a participant might interpret questions in ways they were not intended to be 

understood. Thus, reliability explains that it is a risk that the questionnaire will generate 

inconsistent answers depending on factors like time and samples. Saunders et al. (2019) state that 

inconsistency can be explained by instructional miscomprehensions. Between five and nine per 

cent of respondents do not read instructions that accompany a questionnaire. A reason for this is 

due to the familiarity with the task of completing questionnaires. 

 

When evaluating the reliability of research, one of the commonly used methods is to measure 

internal consistency through Cronbach's alpha. This method involves measuring the collected 

responses to the same scale-items representing a specific concept. For the internal consistency to 
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be regarded as good, the participants answer similarly to the questions. The statistic contains an 

alpha coefficient with a value between 1 and 0. For the scale to be regarded as internally consistent, 

it requires a value of or above .7 (Saunders et al., 2019). However, values between .6 and .7 are 

considered satisfactory as a general accepted rule (Ursachi, Horodnic & Zait, 2015). The 

application of Cronbach's alpha will be further discussed in the following section, where the 

reliability of each measure will be presented. 

 

4.6.5 Measures 

According to Saunders et al. (2019), it is principled to provide a welcome screen explaining the 

questionnaire’s purpose and instructions10. Moreover, it is mentioned that the welcome letter is 

likely to influence the response rate (Saunders et al., 2019). Thus, the participants were presented 

with an introduction before entering the Qualtrics link and leaving MTurk. The introduction 

contained a clear purpose and a short explanation of the practicalities of the survey. 

 

After entering the survey, the participant was met with a fictional scenario in the form of a 

Facebook post. The fictional scenarios were the only way the two questionnaires differed from 

each other. In the experimental group, the fictional scenario presented a Facebook post where the 

publisher expressed highly ethnocentric opinions. The opinions were based on items from 

Josiassen’s adapted version (2011) of the CETSCALE developed by Shimp and Sharma (1987)11. 

Examples of items adapted from the scale were; “We should purchase products manufactured in 

Holland instead of letting other countries get rich off us” and “It is not right to purchase foreign 

products, because it puts Dutch people out of jobs”. In the Facebook post, the writer stated, “Yet 

another stupid idiot who let China get rich off us. They give away important job opportunities and 

leave our own people unemployed and poor by importing Chinese products”. The control group 

were presented with a similar fictional scenario, except the publisher expressed neutral opinions. 

Yet, the questionnaire items remained the same for both surveys. To see the original scales, see 

appendix 2. 

 

 
10 See Appendix 1. Survey with Highly Consumer Ethnocentric Scenario 
11 See Figure 1. Adapted version of CETSCALE by Josiassen, 2011 
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Consumer Disidentification  

In the following section, the participants were led to questions concerning consumer 

disidentification. The questions were adapted from items in Josiassen (2011) "Consumer 

Disidentification Scale", consisting of six items. The items were modified to represent the 

American population rather than the Dutch population as in the original scale. Examples of items 

adapted from the scale were; "In general, I dislike the consumption culture of Scandinavian 

consumers", "It is good if they say something bad about American consumers", and "I object to 

being seen as just another American consumer". The scale showed to be reliable with a value of α 

= .825. Thus, above the required value of .7 (Saunders et al., 2019).  

 

Xenophilia 

The participants' xenophile tendencies were measured by applying the tourism xenophilia scale. 

This scale was adapted from Nørfelt et al. (2020), which consists of five items. The items have a 

clear focus on foreign destinations. The items were therefore modified to assess the respondents' 

attitudes towards foreign cultures rather than destinations. Examples of the adapted items are "I 

am fascinated with foreign cultures", "Foreign cultures are magical to me", and "My curiosity is 

aroused by foreign cultures". The scale showed an internal consistency of α = .862 and is therefore 

considered reliable.  

 

Consumption of Food and Beverages from Global Brands 

In order to give the respondents examples of global brands, they were presented with logos from 

two global brands originating from outside of the U.S. First, the respondent was presented with 

Lipton’s logo, a brand founded in Scotland (Lipton, 2021), but that nowadays belongs to the global 

consumer goods company Unilever (Unilever, 2021). The second logo was Nutella, originating 

from Italy and belonging to the global company Ferrero Group (Ferrero, 2021). 

 

The consumption of food and beverage from global brands was assessed according to the 

"Perceived Brand Globalness" scale adapted from Steenkamp, Batra & Alden (2003). The scale 

initially consisted of three items which were modified to measure the participants' familiarity with 

the brands and confirm whether the participant perceived the brands as global or not. The 

exemplified brands had to be foreign yet known to the U.S. population. According to research 
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made by Samiee, Shimp & Sharma (2005), American's possess only a modest knowledge of the 

brand's national origin. Therefore, there is a risk that Americans consume products that they 

believe are from the U.S. when in reality, they have a foreign heritage. However, the issue was 

avoided by including the item "To me, these are global brands".  

 

To conclude, all items were; "To me, these are familiar brands", "To me, these are global brands", 

and "I do buy global brands". When the reliability analysis was conducted in IBM SPSS, it was 

found that the internal consistency was α = .658 with no possibility of being improved. Thus, the 

scale is considered acceptably reliable.  

 

Moving Abroad 

The participants were then presented with items in regards to moving abroad. The scale was 

adapted from Drinkwater's (2003) scale examining an individual's willingness to move. The 

objective was to find a correlation between xenophile tendencies and the participants' willingness 

to move outside of the United States. Thus, the items were adapted to strictly examine the 

participant's willingness to move rather than motives for moving. Examples of adapted items are 

"If you could improve your work and living conditions, how willing would you be to move outside 

the United States?" and "I am willing to move abroad". Also, the item "How important do you 

think it is to have lived in your own country for most of one's life" was applied. When the reliability 

analysis was conducted, it was found that the internal consistency was low (α = .268) due to the 

nature of the last question. Hence, a decision was made to take it away, which generated a  

suggested reliability of .816. 

 

Facebook  

The following section was divided into two parts. First, the respondents received a scale 

originating from the "Mini-International Personality Item Pool" (Laverdière et al., 2013) 

examining personality traits consistent with the Big Five model. As the thesis aimed to investigate 

agreeableness and neuroticism specifically, items concerning those personality traits were adopted. 

The items adopted were; "I am not interested in other people's problems", "I am not really 

interested in others", and "I get upset easily".  
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Second, the respondents received six items regarding Facebook. The "Facebook Intensity Scale" 

was adopted from Ellison, Steinfield & Lampe (2007) and aimed to investigate the respondents' 

activity and attitudes toward the platform. Examples of items were; "Facebook is part of my 

everyday activity", "I am proud to tell people I am on Facebook", and "Facebook has become part 

of my daily routine". The objective of combining the two scales was to find a correlation between 

personality traits and Facebook usage. The reliability showed a value of α = .872. Thus, it was  

considered reliable.  

 

Online Shopping 

In section six, the respondents were asked to answer questions regarding their online shopping 

behaviour. The scale was adapted from Hausman's (2000) "Composition of Impulsive Trait Scale". 

Here, the term 'buying things' was modified to 'online shopping' to get a more directed perspective 

of the participants' purchase behaviour. The original scale contained 14 items, but only three items 

were included in the final adapted version, as they were the most relatable for the research. The 

items were; "I buy things online", "I like to shop online", and "If I see something I want, I buy it 

online". The scale's internal reliability showed to be α = .699 and is therefore looked upon as 

reliable. 

 

Sharing Economy 

The following section involved the sharing economy. The scale was adapted from the "Behavioral 

Intentions" scale from Jiang, Yang & Yun (2013) to measure the participants' usage of the sharing 

economy. The original scale was created to investigate online shopping and consisted of three 

items. The items were then modified to comply with the sharing economy. Thus, the participants 

were presented with the items; "I use sharing services", "I encourage others to use sharing 

services", and "I will use sharing services more often". The scale is reliable with a value of α = 

.817.  
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Scales and Items Source Cronbach’s alpha 

Consumer disidentification 

1. In general, I dislike the consumption culture 

of American consumers 

2. It is good if they say something bad about 

American consumers 

3. I object to being seen as just another 

American consumer  

4. I always tend to not shop in the same places 

as the Americans 

5. Generally, I do not want to consume like the 

Americans 

6. I sometimes feel uncomfortable if people 

think I buy the same as the Americans do 

Adapted from 

Josiassen (2011) 

 

.825 

Tourism Xenophilia Scale 

1. I am fascinated with foreign cultures 

2. Foreign cultures are magical to me  

3. My curiosity is aroused by foreign cultures 

4. Foreign cultures incite my spirit of 

discovery  

5. Foreign cultures are thrilling to me 

Adapted from 

Nørfelt et al. 

(2020) 

 

.862 

Perceived Brand Globalness 

1. To me, these are familiar brands  

2. To me, these are global brands  

3. I do buy global brands 

Adapted from 

Steenkamp, Batra 

& Alden (2003) 

 

.658 

Willingness to Move 

1. If you could improve your work and living 

conditions, how willing would you be to 

move outside the United States? 

2. I am willing to move abroad  

3. How important do you think it is to have 

lived in your own country for most of one’s 

life  

Adapted from 

Drinkwater (2003) 

 

.816 
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Facebook Intensity Scale 

1. Facebook is part of my everyday activity 

2. I am proud to tell people I am on Facebook 

3. Facebook has become part of my daily 

routine 

4. I feel out of touch when I haven’t logged on 

to Facebook in a while 

5. I feel I am part of the Facebook community 

6. I would be sorry if Facebook shut down 

Adopted from 

Ellison, Steinfield 

& Lampe (2007) 

 

.872 

Composition of Impulsive Trait Scale  

1. I buy things online  

2. I like to shop online 

3. If I see something I want, I buy it online 

Adapted from 

Hausman (2000) 

 

.699 

Behavioural Intentions  

1. I use sharing services 

2. I encourage others to use sharing services  

3. I will use sharing services more often 

Adapted from 

Jiang, Yang & 

Yun (2013) 

 

.817 

 

 

Table 3. Results of Cronbach’s alpha 

 

 

Demographic  

Lastly, in section eight, the demographic variables were presented. These variables contain data 

that are readily available to the respondent and are likely to be accurate, assuming the respondent 

is willing to disclose this information (Saunders et al., 2019). The variables included in the survey 

were age, gender and education. They were used to explore how attitudes and opinions differ and 

confirm that the data collected represents the total population. Finally, expressions of gratitude 

were shown, and a validation code for receiving payment on MTurk was presented. 

 

4.6.6 Validity 

The term validity refers to how the questionnaires are comprehended to measure what it is really 

intended to measure. It relates to how adequate coverage the questions are and the questions' ability 
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to make accurate predictions. When dealing with quantitative research, sampling the population is 

one essential factor. It is imperative to generate a representative population so one can apply the 

findings further to other populations. The measurement of validity goes hand in hand with 

reliability. If the results of a measure are consistent, it is then regarded as reliable (Saunders et al., 

2019). 

 

Moreover, the study incorporates a nomological model with a reflective structure where the 

concepts of consumer disidentification and xenophilia manifest themselves through the different 

outcomes. The outcomes are to some degree correlated, as they all reflect the higher-order factors 

capturing a global and holistic occurrence (Liu, Li, & Zhu, 2012).  

 

4.7 Data Analysis  

4.7.1 Data Analysis Software 

As one of the most commonly used statistical applications within business and academics, the IBM 

SPSS software package was used to analyse the data. With the software, users can conduct several 

different data-oriented functions and manage large amounts of information (Meyers, Gamst &  

Guarino, 2013).  

 

4.7.2 Defining New Variables Names in IBM SPSS 

When the data had been collected through MTurk and saved to Qualtrics, it was automatically 

transferred to the IBM SPSS software. Because the scale for each construct and hypothesis 

contained several items each, it was required that the variables were computed into sets. It was 

then possible to retrieve a total score for each construct. As an example, consumer disidentification 

was examined through a scale containing six items. Thus, to identify the concept's total score, the 

items were added together and then divided by each hypothesis's total number of items. This 

procedure was applied to all of the scales. 
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4.7.3 Types of Analyses  

 

Simple Linear Regression 

A simple linear regression analysis is used to predict one variable based on another, a specific way 

to characterise a relationship (Meyers et al., 2013). One variable's value is being predicted, the 

dependent variable (generally defined as Y variable), and another variable is used to predict the 

dependent variable, the independent variable (usually known as X variable). The results are 

typically concerned with a positive or negative direction (Meyers et al., 2013). The analysis had a 

predominant focus on Model summary, ANOVA, and Coefficients of the variables. 

 

In the model summary, the coefficient of determination (also called R2) represents the strength of 

the predicted relationship and suggests a percentage of the variance of the dependent variable 

explained by the independent variable. According to Kurz-Kim & Loretan (2014), a low value of 

R2 in an empirical regression application should not be interpreted as the model being poorly 

specified or propose no statistically significant difference between the variables.  

 

ANOVA tests the statistical significance of the regression model. The equation of the regression 

is written as Y = a + bX + e. The degree of freedom states how many predictors there are in the 

model, where n - 1 is how many degrees of freedom for the error term. Moreover, the F-value and 

Sig. proposes the statistical significance of the regression equation as a whole. The unstandardised 

coefficients are the values used for predicting the dependent variable from the independent 

variable. A positive value shows that an increase of one unit on the independent variable is 

expected to be associated with an increase of the dependent variable. With these values, it is 

possible to determine how the relationship is between X and Y (Meyers et al., 2013). 

 

As previously mentioned in the hypothesis development chapter, this thesis aims to investigate if 

there is a relationship between the different variables; thus, a simple linear regression was 

employed to analyse the data. The significant level (alpha) was set to 0.05, meaning that the result 

must be below a five per cent chance of making a mistake.  
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Normality, Kurtosis and Skewness 

A normal distribution is a frequency distribution representing the relative number of occurrences 

at each value of a variable, with a shape resembling a bell, hence the nickname bell-shaped curve 

(Meyers et al., 2013). When distributions of scores deviate from normality, it is useful to determine 

their skewness and kurtosis. The former describes the degree of a distribution’s symmetry, and the 

latter refers to whether the distribution of scores is compressed (peaked) or flat relative to the 

normal curve. A normal skewness curve has a value of zero. Yet, values close to zero (±1.00) are 

considered a relatively symmetric distribution. The same goes for kurtosis. A normal curve has a 

kurtosis of zero, where values less than ±1.00 are typically considered to be in the range of the 

normal curve (Meyers et al., 2013). A frequency analysis was conducted in SPSS to measure the 

skewness and kurtosis for each scale, the results for each variable will be presented in the results 

section.12 

 

Descriptive Analysis 

The introductory hypothesis (H1) in this thesis concerns the relationship between consumer 

ethnocentrism and consumer disidentification. The only measurement applied for consumer 

ethnocentrism was the two fictional scenarios. Hence, CE did not contain any variables. Due to 

the circumstances, a simple linear regression could not be used for predicting the relationship 

between the two concepts. Instead, the hypothesis was tested by calculating the mean of consumer 

disidentification on both the experimental and control groups. A descriptive analysis was applied 

in SPSS to calculate the mean.  

 

Moreover, Split File was used in SPSS to run statistical analyses on subsets of data. By splitting a 

data file, it is possible to identify a variable whose values represent separate groups (Meyers et al., 

2013). For this study, some of the developed hypotheses had interesting previous research and 

statistics relating to demographics (KPMG 2017; Dashefsky & Woodrow-Lafield 2020), 

specifically H2b and H2c. Thus, a decision was made to use the Split File function to compare 

descriptive statistics on education and age for the scales concerning ‘Willingness to Move” and 

 
12 See Table 4. Result Skewness and Kurtosis 



52 

 

“Composition of Impulsive Trait”. The aim was to find a correlation between the previous research 

and the current master thesis and investigate any differences between demographics.  

 

Factor Analysis 

Factor analysis is the technique used to identify a relatively small number of factors from a large 

number of variables. When conducting factor analysis, the dimensions are extracted sequentially 

and independent (Meyers et al., 2013). Depending on the result, it is possible to see where the 

factors differ and how the components load on. For this thesis, the analysis was used to extract the 

two components for measuring Facebook usage.  
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5. Results 

The following chapter will present the analysis gathered from the data, the results for each 

hypothesis13, and the final model14. The discussion starts with an introduction of how missing data 

was handled, continued with skewness and kurtosis findings. From there on, each hypothesis result 

is discussed. 

 

5.1 Missing Data 

To ensure that the data is interpreted correctly, the participants' results were scrutinized. In the 

process, missing data was discovered. According to Peeters, Zondervan-Zwijnenburg, Vink and 

van de Schoot (2015), missing data can occur due to respondents consciously or unconsciously 

leaving out some items or deciding not to finish the questionnaire, which can have adverse 

outcomes on the results. Thus, several techniques may be applied when dealing with the issue 

(Peeters et al., 2015). Yet, when values are missing because of item non-response, the most 

common solution is to delete the cases where some items have not been responded to. The negative 

aspects of such a method are the loss of information retrieved from the correctly answered items. 

An alternative approach is missing value imputation. However, imputed data can not predict 

missing information exactly (Cheema, 2014). Thus, a decision was made to follow the first 

approach, to delete cases with missing data. 

 

When reviewing the responses from both surveys, a total of 329 were found, of which 29 contained 

incomplete answers. However, only (2 x 150) responses were ordered through MTurk. Hence, it 

is likely that the 29 incomplete responses come from repeated testing that was done when 

designing and constructing the survey. Thus, they were eliminated on SPSS before starting the 

analysis.  

 
13 See Table 16. Simple Linear Regression 
14 See Figure 6. Initial Model Results and Figure 7. Model Results Post-Hoc 
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5.2 Skewness and Kurtosis 

Skewness and kurtosis measurements were taken to determine if the distributions of scores 

deviated from normality. As previously mentioned, values for skewness close to zero (±1.00) are 

considered a relatively symmetric distribution, and values for kurtosis less than ±1.00 are within 

the range of the normal curve (Meyers et al., 2013). 

 

The CDI scale displayed a negative skewness of -.274 and a negative kurtosis of -.403, while for 

xenophilia, the scale showed a positive skewness of .453 and a negative kurtosis of -.156. 

Perceived Brand Globalness distributed a positive skewness of .610 and a negative kurtosis of -

.258. Furthermore, the scale for Willingness to Move displayed a positive skewness of .485 and a 

negative kurtosis of -.774. The Facebook Intensity scale showed a positive skewness of .202 and 

a negative kurtosis of -.422. However, when conducting the post-hoc analysis, the results showed 

negative results with skewness of -.507 and kurtosis of -.533. Continuing, the Composition of 

Impulsive Trait scale displayed a positive skewness of .734 and a negative kurtosis of -.312. 

Finally, the Behavioral Intention scale exposed a positive skewness of .709 and a kurtosis within 

the normal curve, .059. Also, the post-hoc analysis that was conducted for the Behavioral Intention 

scale showed positive values with skewness of .882 and kurtosis of .236. In conclusion, all scales 

showed values within the ±1 limit, meaning that they are all considered normally distributed.15 

  

 
15 See Table 4. Result Skewness and Kurtosis and Appendix 2. Result Skewness and Kurtosis 
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Scale Skewness Kurtosis 

CDI -.274 -.403 

Xenophilia .453 -.156 

Perceived Brand Globalness .610 -.258 

Willingness to Move Abroad .485 -.774 

Facebook Intensity Scale .202 -.422 

Composition of Impulsive Trait Scale .734 -.312 

Behavioral Intention Scale .709 .059 

Table 4. Result Skewness and Kurtosis 

 

5.3 Results of the Hypotheses 

5.3.1 H1: Consumer Ethnocentrism and Consumer Disidentification 

The first hypothesis aimed to investigate whether perceived high CE tendencies would increase 

other individuals’ CDI. However, it did not include the same analysis structure as the other 

hypotheses, where one variable was dependent and the other one was independent. A simple linear 

regression analysis was therefore not applicable. 

 

To test H1, a descriptive analysis was conducted to calculate the mean of consumer 

disidentification on both the experimental and control groups. The mean result on CDI for the 

scenario expressing highly consumer ethnocentric opinions displayed a value of 4.157 with a 

standard error of .115, and the mean result on consumer disidentification for the scenario 

expressing neutral opinions showed a value of 4.091 with a standard error of .108.16  

 

 
16 See Table 5. Descriptive Statistics for H1 
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By comparing and evaluating these results, it is possible to conclude that the mean values are too 

close to one another for accepting the hypothesis that consumer ethnocentrism increases other 

individuals levels of consumer disidentification. Thus, the scenario expressing highly consumer 

ethnocentric opinions had limited effect on the participants. Hence, the hypothesis H1: “Consumer 

ethnocentrism increases other individuals' consumer disidentification” is rejected. 

 

 N 

Statistic 

Minimum 

Statistic 

Maximum 

Statistic 

Mean 

Statistic 

Mean 

Std. Error 

Std. Deviation 

Statistics 

High CE 150 1.00 7.00 4.0911 .10805 1.32331 

Neutral 

Statement 

150 1.00 7.00 4.1567 .11521 1.41108 

Table 5. Descriptive Statistics for H1 

 

5.3.2 H2: Consumer Disidentification and Xenophilia 

The following hypothesis intended to examine whether there is a positive relationship between 

consumer disidentification and xenophilia. In order to test the relationship, a simple linear 

regression analysis17 was conducted to see if the independent variable ‘consumer disidentification’ 

can anticipate the dependent variable ‘xenophilia’. 

 

The linear regression analysis indicated that consumer disidentification can predict xenophilia 

equal to F(1,149) = 20.19, p<.001 and that a significant relationship exists with β =.366 and 

p<.001. Thus, there is a positive relationship between the two distinct concepts and contains a low 

probability of errors. This conveys that when consumer disidentification increases by one unit, 

xenophilia increases by 0.366 units. The coefficient of determination indicates that CDI explains 

11.4% of the variance in xenophilia. Therefore, hypothesis 2: “Consumer disidentification has a 

positive effect on xenophilia” is accepted.  

 

 
17 See Table 6. Regression Results for CDI and Xenophilia 
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Source df β R2  F 

CDI → Xenophilia 1,149 .366 .114 20.19 

Table 6. Regression Results for CDI and Xenophilia 

 

5.3.3 H2a: Xenophilia and Consumption of Food and Beverages from Global 

Brands 

Moreover, H2a is an outcome ascending from xenophilia. To test the hypothesis, a simple linear 

regression18 was applied to examine whether there is a correlation between xenophilia and 

consumption of food and beverage from global brands. The linear regression analysis indicated 

that xenophilia can predict consumption of global brands equal to F(1,149) = 32.78, p<.001. The 

result of the regression analysis presented a significant relationship with β =.372, p<.001, meaning 

that there is a positive relationship between both variables and a significantly low risk of errors. 

This denotes that when an individual’s level of xenophilia increases by one unit, their consumption 

of food and beverages from global brands increases by 0.372 units. The coefficient of 

determination indicates that xenophilia explains 17.6% of the variance in individuals' consumption 

of global brands. With the stated facts above, hypothesis 2a: "Xenophilia has a positive effect on 

consumption from global brands" is accepted and supported by the results.   

 

Source df β R2 F 

Xenophilia → Consumption 

from Global Brands 

(1,149) .372 .176 32.78 

Table 7. Regression Results for Xenophilia and Consumption of Global Brands 

 

 

 
18 See Table 7. Regression Results for Xenophilia and Consumption from Global Brands 
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5.3.4 H2b: Xenophilia and Moving Abroad 

Moreover, H2b examined whether xenophilia can predict an individual's willingness to move 

abroad. In order to test the prediction, a simple linear regression19 was carried out. The linear 

regression analysis indicated that xenophilia can predict individuals willingness to move abroad 

equal to F(1,149) = 40.01, p<.001. The results showed a significant relationship of β =.568, p<.001. 

Thus, a positive relationship with a low risk of errors exists between the two variables. This means 

that when an individual's level of xenophilia increases by one unit, their willingness to move 

abroad increases by 0.568 units. The coefficient of determination indicates that xenophilia explains 

20.7% of the variance in individuals' willingness to move abroad. Thus, hypothesis 2b, 

"Xenophilia has a positive effect on willingness to move abroad", is accepted. 

  

Source df β R2 F 

Xenophilia → 

Moving Abroad 

(1,149) .568 .207 40.01 

Table 8. Regression Results for Xenophilia and Moving Abroad 

 

5.3.5 H2c: Xenophilia and Online Shopping 

The purpose of H2c, was to examine if xenophilia can predict consumers preference for online 

shopping. A simple linear regression20 was conducted with xenophilia as an independent variable 

and online shopping as a dependent variable. The analysis indicated that xenophilia can predict 

individuals' tendency to shop online equal to F(1,149) = 20.19, p<.001. The relationship proved 

significant values of β =.379 and p<.001, meaning that there is a positive relationship between the 

two variables and minimal risk of errors. This conveys that when xenophilia increases by one unit, 

preferences for online shopping increases by 0.379 units. The coefficient of determination 

indicates that xenophilia explains 11.4% of the variance in individuals' tendency to shop online. 

Because of the stated above, H2c: "Xenophilia has a positive effect on increased online shopping 

purchases" is accepted.  

 
19 See Table 8. Regression Results for Xenophilia and Moving Abroad 
20 See Table 9. Regression Results for Xenophilia and Online Shopping 
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Source df β R2 F 

Xenophilia → 

Online Shopping 

(1,149) .379 .114 20.19 

Table 9. Regression Results for Xenophilia and Online Shopping 

 

5.3.6 H3: Consumer Disidentification and Facebook Usage 

The following hypothesis assumed a relationship between consumer disidentification and 

Facebook usage. When the simple linear regression21 was carried out, the model indicated that 

CDI can predict Facebook usage equal to F(1,149) = 15.40, p<.001. The significant relationship 

proposed values of β =.320 and p <.001. According to the data, there is a positive relationship 

between the independent variable ‘CDI’ and the dependent variable ‘Facebook usage’, with a 

minimal risk of errors. When CDI increases with one unit, the variable concerning Facebook 

increases by 0.320 units. The coefficient of determination (R²) indicates that CDI explains 8.8% 

of the variance of Facebook usage. Hence, H3: “Consumer disidentification decreases the time 

spent on Facebook” is accepted. 

 

Source df β R2 F 

CDI → Facebook (1,149) .320 .088 15.41 

Table 10. Regression Results for CDI and Facebook Usage 

 

However, the hypothesis was developed with the intention to predict a negative outcome, resulting 

in lower usage of Facebook. Thus, it was discovered that participant responses to the Likert scale 

had been wrongly coded, meaning that the value of 1 should have been “strongly disagree” instead 

of “strongly agree”. In order to achieve the correct measurements, the Likert scale was reverse 

coded.  

 

 
21 See Table 10. Regression Results for CDI and Facebook Usage 
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5.3.6.1 Post-Hoc Analysis 

When reviewing the various measures, the scale adapted and refined for measuring individuals’ 

Facebook usage came to attention and a decision to do a factor analysis was made. When 

conducting the analysis22 in SPSS, the findings extracted two components that were significantly 

different from each other. By interpreting the data, it was found that the factors loaded on two 

components, measuring two separate elements. Thus, a decision was made to discard the “Mini-

International Personality Item Pool” scale, which included three items, as they do not measure the 

same component. 

 

Component: 1 2 

I am not interested in other people’s problems.  .87 

I am not really interested in others.  .87 

I get upset easily.  .71 

Facebook is part of my everyday activity. .82  

I am proud to tell people I am on Facebook. .78   

Facebook has become part of my daily routine. .84  

I feel out of touch when I haven’t logged on to Facebook in a while. .76  

I feel I am part of the Facebook community. .85  

I would be sorry if Facebook shut down. .80  

Table 11. Rotated Component Matrix for “Mini International Personality Item Pool” and “The 

Facebook Intensity Scale”  

(Laverdière et al. 2013; Ellison et al. 2007) 

 

As three items had been removed, its internal consistency was once again tested. The results 

showed internal reliability of α = .905, meaning that the reliability increased when removing the 

first three items. As Cronbach's alpha results showed a value above .7, the scale was considered 

 
22 See Table 11. Rotated Component Matrix 
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reliable. Furthermore, skewness and kurtosis measurements were once again conducted to 

determine if any score deviated from normality. The result indicated a negative skewness of -.504 

and a negative kurtosis of -.533. Thus, the values are considered to have a relatively symmetric 

distribution since they are within the range of the normal curve. 

 

When the results were investigated further, it was discovered that the Likert scale had to be 

reversed in order to show accurate results. To do so, each item was first recoded into different 

values. For example, the value 1, which previously had been Strongly agree, was recoded to 

Strongly disagree and so on. In order to retrieve a total score for the items, the variables were also 

computed into sets. The analysis was then continued by conducting a linear regression analysis23. 

The model indicated that CDI can predict Facebook usage equal to F(1,149) = 5.00, p<.001, where 

the significant relationship proposes values to be β = -.222 and p<.05, meaning that a negative 

relationship exists with a low risk of errors. This denotes that consumer disidentification 

anticipates a decrease in individuals' Facebook usage. Precisely, it conveys that when an 

individual's consumer disidentification increases by one unit, their use of Facebook decreases by 

.222 units. The coefficient of determination (R²) proposes that CDI explains 2,6% of the variance 

of Facebook usage.  

 

Source df β R2 F 

CDI → FB (1,149) -.222 .026 5.01 

Table 12. Regression Results for CDI and Facebook Usage - Post-Hoc 

 

To thoroughly verify the new findings, an additional reverse recoding24 was conducted to confirm 

that no mistakes or errors had been made in the process. This test intended to achieve the same 

value as the initial precoding (β = .320, p<.001), with the only adjustment of plus (+) changing to 

minus (-). The scale measurements of the three items from the “Mini-International Personality 

Item Pool” were reversed (from 1 being Strongly agree to 1 being Strongly disagree) and then 

added to the already reversed “Facebook Intensity Scale”. A new simple linear regression was 

 
23 Table 12. Regression Results for CDI and Facebook Usage - Post-Hoc 
24 See Table 13. Before and After Recoding 
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carried out from thereon, and the result proposed a (β = -.320, p<.001). The recoding for 3 has 

been successful and resulted in a more accurate measurement for explaining less Facebook usage. 

 

Before recoding 

 Unstandardized B Coefficients Std. Error Standardized Coefficients t Sig. 

CDI .320 .082 .307 3.93 .000 

Dependent Variable: Facebook 

 

After recoding 

 Unstandardized B Coefficients Std. Error Standardized Coefficients t Sig. 

CDI -.320 .082 -.307 -3.93 .000 

Dependent Variable: Facebook 

Table 13. Before and After Recoding 

5.3.7 H4: Consumer Disidentification and Sharing Economy 

Finally, H4 predicts a positive relationship between consumer disidentification and the sharing 

economy. When the simple linear regression25 was conducted, the results indicated F(1,149) = 

2.36,  p>.05. The regression found that CDI can not significantly predict usage of the sharing 

economy, as there is a high risk of error with a significant level over .05. This is further supported 

by the coefficient of determination (R²), where the regression model explained only 0,9% of the 

variance. Moreover, the result proposed (β =.133, p >.05). Thus, the predicted hypothesis: “CDI 

has a positive effect on the participation in the sharing economy”, is rejected.  

 

Source df β R2 F 

CDI → Sharing 

Economy 

(1,149) .133 .009 2.36 

Table 14. Regression Results for CDI and the Sharing Economy 

 

 
25 See Table 14. Regression Results for CDI and the Sharing Economy 
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5.3.7.1 Post-Hoc Analysis 

As presented above, the significance level for H4 is p = .127. Considering that the significance 

level is relatively close to being accepted yet not accepted, it was of interest to find the reason for 

its high probability of errors. Because the chance of getting a significant result increases when the 

sample size increases (Webster, 2013), a decision was made to add the responses from the dataset 

acquired through the second survey. The motive was to investigate whether the current sample size 

was too small to generate a significant result. The two datasets were merged in SPSS IBM, as the 

software allows users to combine datasets containing the same variables yet different cases. The 

merge resulted in 300 responses in total. 

 

When the datasets had been combined, a new linear regression26 was conducted out to examine 

whether the increased sample group provided a greater significance level. The regression model 

indicated that CDI can predict participation in the sharing economy equal to F(1,149) = 15.024, p 

<.001, and a significant relationship exists with β =.228 and p<.000. Therefore, the result shows 

that when CDI increases by one unit, participation in the sharing economy increases by 0.227 units. 

The R² proposes that CDI explains 5% of the variance in the sharing economy. Thus, the new result 

indicates that the presumption about sample size for the hypothesis was accurate. The result further 

indicated a positive skewness of .883 and a positive kurtosis of .235. Hence, the values were 

distributed and within the range of the normal curve. To conclude, consumer disidentification can 

predict individuals willingness to participate in the sharing economy. Therefore, the hypothesis is 

accepted and supported by the results. 

 

Source df β R2 F 

CDI → Sharing 

Economy 

(1, 299) .228 .05 15.03 

Table 15. Regression Results for CDI and the Sharing Economy - Post-Hoc 

 

 

 
26 See Table 15. Regression Results for CDI and the Sharing Economy - Post-Hoc 
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Hypothesis β  p-value Result 

H1 - - Rejected 

H2 .366 .000 Accepted 

H2a .372 .000 Accepted 

H2b .568 .000 Accepted 

H2c .379 .000 Accepted 

H3 .320 .000 Accepted* 

H3 post-hoc -.222 .027 Accepted 

H4 .133 .127 Rejected* 

H4 post-hoc .228 .000 Accepted 

Table 16. Simple Linear Regression 

* Result not final  
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Figure 6. Initial Model Results (own creation) 
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Figure 7. Model Result Post-Hoc (own creation) 

 

5.3.8 Demographic 

Figure 8 presents the demographic variables, including; gender, age and education. Out of the 150 

respondents in the experimental group exposed for the scenario expressing highly ethnocentric 

opinions, 96 respondents were male (64%), 52 respondents were female (34.67%), one respondent 

was non-binary (0.67%), and one respondent preferred not to say (0.67%). Furthermore, the age 

distribution displayed seven respondents in the age 18-24 (4.67%). The majority was 25-34, 

accounting for 75 respondents (50%). Meanwhile, 36 respondents were between the age of 35-44 

(24%), 20 respondents between 45-54 (13.33%), 11 respondents between 55-64 (7.33%), and 

lastly, one respondent was 65 and above (0.67%). In terms of education, 23 respondents had 

finished high school (15.33%). The majority had received a bachelor’s degree, accounting for 100 

respondents (66.67%). Moreover, 25 respondents had achieved a master’s degree (16.67%), and 

finally, two respondents had a PhD or higher (1.33%).  



67 

 

 

Figure 8. Gender, Age and Education (own creation) 

 

 

As stated prior, a Split File function was applied to compare descriptive statistics for various items 

on education and gender concerning the willingness to move abroad (H2b) and online shopping 

(H2c).  

 

Regarding H2b, the values for education were used for the analysis. The result proposed that 

participants that had completed a master's degree showed the highest percentage of willingness in 

their group. The first item included: 'If you could improve your work and living condition, how 

willing would you be to move outside the United States?'. All the participants received a 7-point 

Likert scale going from 'Strongly willing/agree' to 'Strongly unwilling/ disagree'.  
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The result27 showed that 28% of the participants who had completed a master's degree answered 

'Strongly willing'. Correspondingly, the results showed that 13% of the participants who had 

completed high school answered 'Strongly willing' and 14% with a bachelor's degree. The second 

item28 was 'I am willing to move abroad', where 28% with a master's degree again answered 

'Strongly agree'. In comparison, 26% with a high school degree and 9% with a bachelor's degree 

answered 'Strongly agree'. There were only two participants who had completed a PhD or higher. 

They both answered 'Willing' for the first item and 'Agree' and 'Neither agree nor disagree' for the 

second item.  

 

Next, a descriptive analysis was applied to the demographic ‘age’ to compare the group differences 

in H2c. The result29 indicated that the participants between the age of 45 and 54 had the highest 

score percentage for the item 'I buy things online', where 25% of the group answered 'Strongly 

agree'. Set side by side, the other age groups answered ‘Strongly agree’ with the values; 18-24 

years = 14.3%, 25-34 years = 25.3%, 35-44 years = 30.6%, 55-64 years = 27.3%, 65 years and 

over = 0%. Furthermore, the age group (45-54) scored the second-highest percentage for answering 

'Strongly agree' in the two remaining items30 31. Specifically, 25% of this group answered it in 'I 

like to shop online' and correspondingly 25% answered it in 'If I see something I want, I buy it 

online'.  

 

  

 
27 See Appendix 3.1 
28 See Appendix 3.2 
29 See Appendix 3.3 
30 See Appendix 3.4 
31 See Appendix 3.5 
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6. Discussion  

The following chapter will focus on the findings and outcomes from the analysis. Thus, the 

following section includes a discussion of the results. 

 

6.1 Theoretical Implications Relating to Specific Hypotheses 

6.1.1 Consumer Ethnocentrism and Consumer Disidentification 

Based on previous research, hypothesis 1 sought to investigate whether perceived high tendencies 

of CE in society affect other individuals' levels of CDI. Research on consumer disidentification 

proposes that the more society pressures individuals to assimilate despite their differences, they 

are likely to disidentify more (Josiassen, 2011; Verkuyten & Yildiz, 2007). Hence, it was 

reasonable to believe that individuals' consumer disidentification increases when exposed to 

individuals who actively try to get their highly consumer ethnocentric opinions acknowledged by 

others, for example, through social media platforms like Facebook. Yet, the results proposed a 

relatively low difference between the two groups, resulting in the hypothesis being rejected. 

 

A potential explanation for the result is that the experiment was too primitive; with the only 

manipulative element presented to the participants being a Facebook scenario. Their perception of 

the scenario was examined through the Consumer Disidentification Scale. However, the 

participants did not receive a scale measuring their consumer ethnocentrism (for example, the 

CETSCALE developed by Shimp & Sharma, 1987). Because of this, a simple linear regression 

was not applicable. One potential solution for achieving a significant result could be to create a 

more intricate and extended version of the experiment by presenting the participants with more 

substantial manipulative elements as it potentially would enhance the results.  

 

A second possible explanation for the absence of an effect is the participants. The hypothesis is 

primarily based on prior research on consumer disidentification conducted on the Dutch population 

(Josiassen, 2011), while the thesis was applied to American respondents. The U.S. is certainly 

known for having a divided population. An example can be seen in American politics, where the 

Republicans and the Democrats have opposing values and beliefs. When the 2016 election took 
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place, distinct elements of ethnocentrism were found in the way Donald Trump was carrying the 

"Make America Great Again" campaign, which psychologically divides the voters into "in-groups" 

and "out-groups". These groups might be based on nationality, race-ethnicity, religion, or any other 

salient social category (Patterson, 2016; Tumulty, 2017). Depending on the participants' political 

opinions and level of consumer ethnocentrism, one can argue that patriots and nationalists possess 

strong CE tendencies (Shankarmahesh, 2004; Sharma & Shimp, 1995), and therefore did not 

perceive the scenario expressing high consumer ethnocentrism as triggering. 

 

At last, when observing accepted the post-hoc analysis for H4, new questions arise regarding the 

sample size. The experiment was applied to two groups, both consisting of 150 participants. 

According to Bryman (2015), the absolute size of a sample is the most important, not its relative 

size. Hence, a national probability sample of 1,000 individuals in the U.K. has the same validity 

as 1,000 individuals in the U.S., even though the latter has a significantly larger population. By 

taking this into account, one can argue that if the number of participants doubled in both the 

experimental and control group, the total number would be 2 x 300 respondents, and the possibility 

of a higher score difference might have appeared. However, this cannot guarantee a higher 

precision, only increase the accuracy of a sample. 

 

6.1.2 Consumer Disidentification and Xenophilia 

As previously presented, the findings regarding H2 propose a positive relationship between the 

two concepts of consumer disidentification and xenophilia. Thus, when consumers experience an 

urge to distance themselves from the typical domestic consumer, their attraction towards the 

foreign increases.  

 

The findings confirm that xenophilia is related to socio-psychological theories about intergroup 

biases, where individuals distinguish between people based on group memberships (Nørfelt et al., 

2020). Specifically, the findings support and extend the research conducted on positive biases 

towards the out-group by showing that individuals who reject the in-group show greater interest 

in the out-group and its differences in language, ethnicity, habits or customs. Hence, the findings 

also confirm that xenophile tendencies can arise from social influences (Stürmer et al., 2013).  
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Furthermore, it is worth bearing in mind that even though the two concepts have contrasting 

antecedents, they align and, in some ways, complement each other. Consumer disidentification 

emerges from individuals' reactive and oppositional positions toward the country's consumption 

behaviour (Ogbu, 1993; Portes & Zhou, 1993), whereas xenophilia stems from attraction and 

curiosity towards foreignness (Stürmer et al., 2013). Most scholars have connected the concept of 

xenophilia to humans' fundamental motive of exploration (Perlmutter, 1956; Stürmer et al., 2013). 

Yet, the findings indicate that the explanations for xenophilic tendencies are more complex than 

simply exploration, including group cohesion and the pursuit of finding like-minded individuals 

outside the national borders.  

  

Lastly, the findings support Josiassen's (2011) call for an extensive exploration of xenophilia in a 

consumer setting. No previous research has been conducted specifically toward the impact CDI 

has on xenophilia, nor how xenophilic tendencies take expression in contemporary consumption 

decisions. The study indicates the consequences of xenophilia in a consumer setting. However, an 

extended version of the concept dedicated to consumption could present more clarity on the matter.  

 

6.1.3 Xenophilia and Consumption of Food and Beverages from Global Brands 

The following hypothesis, H2a, concerns the construct of xenophilia and consumption of food 

from global brands. According to the findings, a positive relationship between the variables exists, 

signifying that when individuals' experience attraction towards the foreign and unknown, they will 

more likely favour global brands. Thus, the results confirm that individuals' decisions about what 

food and beverages to consume are influenced by cultural factors and ethnic origin (Nestle et al., 

1998; Vabø et al., 2017). Further, research conducted on brand identification shows that many 

products hold symbolic meanings, giving rise to consumer commitment and emotional attachment 

(Carlson & Donavan, 2013). In general, brands that are widely available across international 

markets and receive high recognition worldwide are considered global brands (Dimofte et al., 

2008). Thus, for xenophile individuals characterising themselves as explorers of the unknown, 

brands' global aspects align with their identity. With the emergence of social media, transforming 

online users from content readers into content publishers (Chua & Banerjee, 2013), consumers are 
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constantly reminded of the newest brands and trends, making them curious and wanting to explore 

the unfamiliar even more. However, social media may also influence poor food habits, especially 

when concerning children. According to a study by Coates, Hardman, Halford, Christiansen & 

Boyland (2019), well-known social media influencers' promotion of food affects children's food 

intake. The study stated that marketing unhealthy food increased children's immediate food intake 

(Coates et al., 2019). Thus, xenophile individuals spending an increased amount of time exploring 

the unknown online might be influenced in the wrong direction.  

 

As mentioned in the literature review, previous research conducted in Eastern European countries 

indicated xenophilic tendencies in consumers' preference for Western European products. Hence, 

the study concludes that consumers' from less economically developed countries prefer products 

from more developed countries (Batra et al., 2000). However, the master thesis was applied to the 

United States, a highly developed and economically strong country (Ferreira et al., 2019). Hence, 

the findings complement Batra and colleagues' (2000) study by arguing that individuals with 

xenophilic tendencies also from developed countries prefer to consume products from global 

brands.  

 

Lastly, the results further confirm research conducted on social identity theory. Domestic products 

are generally consumed by the in-group, while global brands are being consumed in the rest of the 

world. For a consumer showing a positive bias towards the out-group, an inherent decision is also 

to show interest in global brands. However, a study conducted by Riefler (2020) shows that after 

decades of food globalisation, increasing demand for locally produced and processed food and 

beverages have come to light. This reflects the general consumer trend is moving towards 

preferring local products over global. The research states societal motives behind supporting local 

producers and consumers’ personal benefit (Riefler, 2020). These are similar values related to 

consumer ethnocentrism. Thus, as Perlmutter (1964) mentions, xenophile individuals may prefer 

one group yet not necessarily reject a different group, stating that an individual can consume from 

global brands and simultaneously support the local food and beverage companies.  
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6.1.4 Xenophilia and Moving Abroad 

In H2b, it was expected to find a positive correlation between xenophilia and an individual’s 

willingness to move abroad. The findings aligned with the expectations and presented a positive 

relationship between the variables. Thus, xenophilia is a significant predictor of individuals’ 

willingness to move abroad.  

 

As previously mentioned, the attraction towards foreign people, cultures and customs is of 

significant interest when exploring the concept of xenophilia (Nørfelt et al., 2020). The curious 

and exploring characteristics of the concept (Stürmer et al., 2013) are supported by the findings, 

as moving abroad entitles significant changes and new environments. Thus, it complements 

research arguing that individuals who are willing to relocate abroad are high on the personality 

characteristics of openness and extraversion, which align with the elements of xenophilia (Mol et 

al., 2009; Stürmer et al., 2013). A sub-analysis was applied to the hypothesis, as Dashefsky & 

Woodrow-Lafield (2020) argued that higher educated individuals are more willing to move abroad. 

The findings agreed with the proposed statement and validated that individuals with higher 

education have a higher willingness to emigrate. 

 

Additionally, InterNations (2020) mentions that seeking “a better quality of life” is one reason for 

leaving the home country. Thus, one can argue that H2 validates H2b, as the former shows that 

individuals who disidentify with domestic consumers experience attraction to the foreign. A 

reasonable explanation is that the individual seeks belongingness in cultures and customs that they 

identify with more - thus, seeking a better quality of life. In that search, the individual is willing to 

move abroad. 

 

Moreover, the findings confirm that the primary motivation for emigration is the positive attributes 

of the new places, rather than the negative attributes associated with the home country 

(Sriskandarajah & Drew, 2006). It aligns with the findings by Perlmutter, who, already in the 

1950s, mentioned 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”, (1956, p. 130). However, Sriskandarajah & Drew (2006) also argues that a small 

yet significant minority moving abroad experiences challenges, such as linguistic and cultural 
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barriers that they had not foreseen. In return, they become clustered together away from the host 

society (2006). With that in mind, xenophilia does not necessarily ensure that the emigrant will 

feel at home in the new country once moving. Thus, it opens up the question of whether xenophilia 

indirectly leads to increased levels of consumer disidentification.  

 

6.1.5 Xenophilia and Online Shopping 

The final hypothesis, H2c, concerning xenophilia relates to whether the concept can predict 

increased degrees of online shopping. The findings state a positive relationship between the two 

variables, signifying that an individual with xenophile tendencies has a higher chance of 

purchasing products online than an individual without xenophile tendencies.  

 

According to Nørfelt et al. (2020), the appreciation of experiencing “strangeness” has evolved, 

where people are interested in things that are different from themself, precisely because they are 

different. Thus, the relationship between xenophilia and online shopping may be explained by the 

immense range of products available online, as individuals have access to webshops all around the 

world (Jiang & Jones, 2014). Moreover, individuals with xenophile tendencies possess explorative 

and curious characteristics (Stürmer et al., 2013) and are more likely to be interested in the less 

generic products than individuals with lower levels of curiosity. Bricks-and-mortar stores need to 

identify the most popular items preferred by most customers in the local area (Bhatnagar & Syam, 

2014). Thus, physical stores usually serve the collective domestic consumer preferences. 

Therefore, shopping online may be the only solution for obtaining unique and peculiar products.  

 

In 2017, KPMG presented a report that assigned Generation X (consumers born between 1966 and 

1981) to be the customer segment performing the most online purchases. As shown in the sub-

analysis comparing the different age groups, the conducted research proposes that people in the 

age group from 45 to 54 purchase the most online, thus aligning with the study conducted by 

KPMG.  

 

Additionally, the findings can be explained with the escalation of globalisation combined with the 

increasing number of smartphones and Internet-enabled devices. The results further validate how 
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the digital age and online shopping behaviours are here to stay, allowing businesses to reach 

consumers worldwide, as explained in the research conducted by Akroush & Al-Debei (2015).  

 

6.1.6 Consumer Disidentification and Facebook Usage 

As shown in the results regarding H3, a post-hoc analysis was conducted. The decision for 

abandoning three items from the “Mini International Personality Item Pool” scale, and reversing 

the Likert scale values, enhanced the final result.  

 

The initial idea for combining the two scales was to establish a relationship between the Big Five 

model (specifically the personality traits neuroticism and agreeableness) and consumer 

disidentification tendencies. However, as the scales were found contrary in the factor analysis, 

with clear indications of two separate factor loadings, a decision was made to discard the three 

items concerning personality traits. Additionally, a reverse recoding was done to the Likert scale 

to achieve a better and more accurate measurement for explaining less usage of Facebook. The 

final findings present a negative relationship between the variables, meaning that an individual 

with tendencies of consumer disidentification is more likely to be distancing from the platform. 

The findings confirm that users get disturbed by annoying posts and how others present 

themselves, resulting in avoidance of the platform (Stieger et al., 2013). Further, it supports 

research conducted on CDI, arguing that it implies an active rejection and distancing from the 

perceived typical domestic consumer, affecting their beliefs and opinions (Josiassen, 2011). 

 

Lastly, the findings provided in the thesis support research arguing that the popularity of Facebook 

has reached its tipping point (Baumer et al., 2013; De Veirman et al., 2020; Koroleva et al., 2010). 

Individuals who are members of national subgroups find it difficult to unite the subgroup identity 

and the national identity (Josiassen, 2011; Transue, 2007). Considering that Facebook is a place 

for enabling social networking (Johnston, Tanner, Lalla & Kawalski, 2013), it is likely that 

individuals who are part of national subgroups also find themselves in conflicting situations on the 

platform. For example, in circumstances where posting specific content is accepted in one culture 

and simultaneously viewed as inappropriate in another culture. Thus, instead of navigating 
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between mixed identities and how to formulate the content published on the platform, the most 

convenient solution might be to leave. 

 

However, findings also propose opposite arguments where national subgroups seek out 

compatriots, befriend locals, or form ties with other immigrant groups on Facebook (Herdağdelen, 

State, Adamic & Mason, 2016). As moving to a new country can be difficult for some, making 

relationships through Facebook can ease the integration into the new environment (Herdağdelen 

et al., 2016). 

 

6.1.7 Consumer Disidentification and Sharing Economy 

At last, H4 proposed that individuals with CDI tendencies have a higher chance of participating in 

the sharing economy. As presented in the results, the findings showed a potential relationship 

between consumer disidentification and consumers' interest in participating in the sharing 

economy. However, the significance level indicated a high probability of errors. As a consequence, 

the evidence was not strong enough to demonstrate an effect. Hence, the last hypothesis was 

rejected.    

 

As previously mentioned, the chance for achieving a significant result increases when the sample 

size is being increased (Webster, 2013). Therefore, a decision was made to merge the two datasets 

to observe whether the significance level would increase. The integration generated a new total 

number of 300 responses instead of the original 150 responses. With the latter number of 

respondents, a new linear regression was conducted, proposing a positive relationship between the 

two variables. It implies that individuals with tendencies of consumer disidentification do have a 

higher willingness to participate in the sharing economy. Thus, it confirms that individuals with 

consumer disidentification experience low levels of commitment towards the nation in which they 

belong (Kreiner & Ashforth, 2004), considering the negative effects it has on traditional companies 

(Chalmers & Matthews, 2019). Instead, it implies that they make purchase decisions based on 

perhaps price or the prestige of having a modern lifestyle.  
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Moreover, the findings are consistent with studies conducted on Hispanics living in the United 

States arguing that they, similar to other subgroups in the country, do participate in the sharing 

economy mostly due to financial reasons (Pisani, 2021). Considering that most members of 

subgroups find it challenging to unite the subgroup identity with the national identity (Josiassen, 

2011; Transue, 2007), it supports the argument that disidentified consumers spend little time 

reflecting on the consequences their decisions have on the domestic economy.  

 

Furthermore, one can argue why merging the two datasets was not applied to the rest of the 

analysis. The remaining hypotheses achieved a significant result solely by using the first dataset 

consisting of 150 participants. For this reason, it was considered to be irrelevant to combine both 

datasets for the remaining hypotheses. 

 

6.2.8 Demographics 

In previous research conducted on consumer disidentification, it has been stated how demographic 

aspects impact the concept, specifically concerning consumer gender and age (Josiassen, 2011). 

The same when discussing demographic variables for consumer ethnocentrism. Some argue that 

younger individuals tend to have lower levels of CE than older individuals. The same goes for 

gender, where several pieces of evidence support the argument that women tend to have higher 

CE levels than men (Shankarmahesh, 2004; Sharma et al., 1995).   

Yet, the findings show no significant differences between demographic variables and how they 

responded to the Facebook scenarios. The same is true for most of the hypotheses, in which the 

demographic aspects displayed minor differences in terms of gender, age and education.  

 

However, research from 2020 shows that individual’s born in the United States who moved abroad 

were twice as likely to have high education. In contrast, individuals with less education showed 

less interest in relocation (Dashefsky & Woodrow-Lafield, 2020). The research is validated by the 

findings, where individuals with a master’s degree show a higher willingness to move abroad than 

less educated individuals. Furthermore, the KPMG report (2017) depicts Generation X as the 

consumer group purchasing the most online. The statement is correlated with this thesis’ findings, 

proposing that the age group between 45-54 are the leading online shoppers.  
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6.2 Contributions 

Following section will outline both the general theoretical and managerial implications that the 

thesis has contributed to.  

 

6.2.1 General Theoretical Implications 

This master thesis indicates several potential theoretical implications for marketing researchers. It 

contributes with new insights regarding individuals' domestic and foreign biases, and how it affects 

consumption behaviours.  

 

It has come to attention that no previous research has investigated what impact exposure of 

consumer ethnocentrism has on other individuals' level of consumer disidentification. Thus, this 

study presents a research gap between the two constructs and simultaneously opens up for new 

discussions. It has also established the idea of conducting manipulated experiments within the 

researched field.   

 

Further, the research conducted on consumer disidentification and xenophilia are relatively 

scattered (Shoham et al., 2017; Stürmer et al., 2013). In terms of xenophilia, its effect on consumer 

behaviours has gained scant attention in the literature. Hence, Josiassen (2011) mentions how 

marketing researchers could further investigate the potential of xenophilia in a consumer setting 

and how that could build on essential findings in the area of global branding. This study pioneers 

in relating consumer disidentification to xenophilia and addresses the call by further directing 

awareness towards the effect it has on individuals' decisions concerning food and beverage 

consumption of global brands, willingness to move abroad, online shopping, Facebook usage, and 

the participation in the sharing economy. 

 

Regarding consumer disidentification, Josiassen was first to introduce the concept in 2011, where 

he provided an examination of second-generation immigrants who were born and live in the 

Netherlands (Josiassen, 2011). Since then, limited research on consumer disidentification has been 

conducted, specifically in the context of the American population. Thus, this study contributes to 



79 

 

the academic field by expanding the research specifically to the United States. Subsequently, this 

opens up for further exploration within the nation and expansion to other land and societies.  

 

To summarise, by investigating the theories concerning consumption behaviours, this thesis 

contributes to prior studies by supporting and enhancing the generalisability of the concepts.  

 

6.2.2 Managerial Implications 

As the world becomes more globalised and connections to the other side of the globe are made 

within seconds, researching differences in people, culture, and traditions is imperative for the 

future. Consumer markets are increasingly becoming more ethnically variegated and will continue 

to do so due to the continuous increase of global immigration (Shoham et al., 2017). Thus, it is of 

importance to understand the drivers of consumer disidentification and xenophilia.  

 

In contemporary times, with intense competition and financial hardship (Yeniyurt, Cavusgil & 

Hult, 2005), companies need to consolidate their position in the domestic market. Finding the link 

between the different customer groups and understanding what they want is essential for business 

managers. Thus, the findings of this study provide valuable insights for both local and global 

managers. As previously mentioned, consumer ethnocentrism represents a negative attitude 

towards imported products (Shimp & Sharma, 1987), while on the opposite end, consumer 

disidentification refers to negative attitudes towards domestic products (Josiassen 2011). 

Additionally, xenophilia depicts individuals’ attraction towards the foreign. As all three concepts 

can affect the acceptance of domestic and international products, they ought to be considered when 

forming the strategy to move into a new market.  

 

For global managers looking to move into new international markets, high levels of consumer 

ethnocentrism can be a difficult factor to overcome. However, if the market also shows signs of 

consumer disidentification, the research findings show that it is likely that also xenophilia is 

present among the residents. Thus, consumer disidentification and xenophilia can give an essential 

competitive advantage and act as an indication of whether a successful entry into the market is 
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likely or not. It can also indicate whether the national origin of the products is to be advocated or 

dampened in different districts. 

 

The study also aimed at investigating the effect between consumer ethnocentrism and consumer 

disidentification. Even though no significant relationship between the two concepts was found in 

the study, managers should be aware of consumer ethnocentrism when designing the strategic plan. 

Even though the market indicates high levels of xenophilia and consumer disidentification, it has 

not been tested whether CDI triggers other individuals levels of consumer ethnocentrism.  

 

Moreover, xenophilic consumers tend to purchase food from global brands, have a high 

willingness to move abroad and purchase products online. Therefore, it is suggested that marketing 

managers can use xenophile tendencies to design and implement a suitable marketing strategy. 

Specifically, the findings indicate that xenophile customers prefer to purchase products online, 

which is valuable insight when making distribution decisions. Moreover, the effect between 

xenophilia and consumption of food and beverages from global brands provides managers with a 

valuable opportunity to position the brand as global to attract the growing global consumer culture 

(Hofstede et al., 1999).  

 

One can also argue that a xenophilia associated strategy is of interest for human resource managers 

at global companies where reallocation is standard, as those individuals are more willing to move 

abroad. However, as Stürmer et al. (2013) mention, xenophile individuals tend to be attracted by 

foreignness and the unknown in general. It is, in many situations, a positive characteristic. 

However, working with changeable individuals with a constant need for rotations can be 

challenging to collaborate with. Thus, both the positive and negative aspects of a xenophilia related 

strategy need to be considered.  

 

Another relevant finding for marketing managers is the connection between consumer 

disidentification and distancing from the platform Facebook. Since research shows that consumers 

with high disidentification tend to spend less time on Facebook, it suggests that marketing 

managers should consider using another platform to reach xenophile customers as part of the 

xenophilia related strategy due to the proven relationship between CDI and xenophilia.  
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Lastly, one can argue that attraction to the foreign combined with repulsion towards purchasing 

domestic products has negative consequences for the domestic economy. Therefore, the findings 

can function as a presentation of the effects that high levels of consumer disidentification are likely 

to bring. While not all of the results are considered harmful, it can be bad for the domestic economy 

if an increasing number of residents start moving abroad, abandon physical bricks-and-mortar 

stores and stop purchasing domestically produced products. Thus, the study aims to contribute 

with knowledge about the consequences of high levels of consumer disidentification, which is 

believed to be relevant for country leaders. American politicians do also, as previously mentioned, 

often strengthen their political agenda by featuring racial attitudes (Transue, 2007). With no 

regards to the properness of such an approach, it is arguable to be of strategic value to be aware of 

consumer ethnocentrism, consumer disidentification and xenophilia as it can impact how to present 

their messages to the voters.  

 

6.3 Limitations and Suggestions for Future Research 

The following section presents the limitations drawn from the discussion and findings, and is 

furthermore proposed with several suggestions for future research that still remains undiscovered  

in this field of study. 

 

6.3.1 Limitations 

This master thesis has contributed with an abundance of implications for researchers and 

marketers. However, like with any research undertaken, it comes with limitations.  

 

As the study chose to follow the quantitative path, with primarily a questionnaire survey, it has 

also led to the exclusion of interviews. Complementing a survey with personal interviews can 

intensify data quality and enhance the results and outcomes (Saunders et al., 2019). As the survey 

was conducted on MTurk, it limited the possibility of further interviewing the participants, as the 

platform provides anonymous users. However, an interesting factor would be to observe if any 

participants had prior knowledge about the concepts when conducting the survey. Moreover, the 
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research deals with social and behavioural surroundings. Thus, some individuals might have 

experienced specific incidents in the past. Therefore, it would be interesting to extend the research 

by conducting interviews and comparing the results.  

 

Furthermore, the data collection has relied entirely on participants' self-reports. The approach was 

sufficient for the study but has also opened up the possibilities for errors. When designing a survey, 

a primary goal is to minimise error in the data or enhance the data quality (Lovett, Bajaba, Lovett 

& Simmering, 2018). In the later years, there has been a rise in questions regarding the respondents' 

data quality. A particular concern is an insufficient effort responding (IER), also known as careless 

responding. It involves all the participants who spend inadequate time reading the survey 

directions, participants that respond randomly or respond without proper attention to survey item 

content (Lovett et al., 2018). 

 

Additionally, research suggests that Likert scales can sometimes be linked to central tendency bias, 

suggesting that respondents avoid extreme responses (Dimitrov, 2014). Subsequently, respondents 

may want to present themselves in a more favourable light, referred to as social desirability bias 

(Fisher, 1993). And lastly, respondents may be subject to acquiescence bias, meaning that 

respondents agree with the statements presented, regardless of the content (Dimitrov, 2014). These 

factors need to be taken into account when conducting research. 

 

As previously mentioned, the MTurk users were anonymous. There was no information about the 

participants other than the specific qualifications requested to reside in the United States. Even 

though the study was narrowed down to American participants, no knowledge about their 

background exists, leading to a challenge if wanting to externalise the validation. A further notion 

is the number of participants taking the survey, as higher sample size increases the chance of 

getting a significant result and the likely precision of the sample (Bryman, 2015; Webster, 2013). 

 

Lastly, the experiment for hypothesis 1 intended to investigate whether perceived high tendencies 

of consumer ethnocentrism would affect other individuals' consumer disidentification. The 

experiment ended up being too primitive and not reactive enough, which led to a significantly low 

and limited effect. Adding more substance to the investigation by, for example, adding Facebook 
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posts or creating other variables in the experiment for triggering feelings would potentially have 

enhanced the outcome. In the survey, the participants were also presented with logos for the two 

brands Lipton and Nutella. The logos were intended to make it easier for the participant to 

determine whether they agreed to the statement or not.  

 

Furthermore, they were presented with items examining whether the brands were familiar to them 

and whether they perceived the brands as global or not to ensure that the participants were aware 

of the brand's foreign heritage. However, the exemplified logos are merely a small fraction of the 

global brands available on the American market. Thus, the results might have been even more 

significant if presented with brand logos more relevant to their personal consumption behaviour 

and preferences. It is also acknowledged that the logos can have restricted the participants' mindset 

and prevented them from remembering other global brands they are consuming in their everyday 

life.  

 

6.3.2 Future Research 

Most research on consumer ethnocentrism, consumer disidentification and xenophilia has been 

applied to globalised and developed countries (Josiassen, 2011; Josiassen et al., 2011; Nørfelt et 

al., 2020; Shimp & Sharma, 1987). The thesis is no exception, as it is applied to the American 

population as a sample group. The United States is one of the five largest developed countries 

globally (the others being; Germany, Japan, France and the U.K.) (Ferreira, 2019; OECD, 2020). 

According to OECD (2020), the U.S. had the highest average wage in 2019 out of the five 

countries. It is also a large country considering how the regions differ in history, nature and cultures 

(Abadi, 2018). The presented information is worth noting, as it is likely to have affected the 

participants' responses. Thus, the following section will begin by explaining why it, for future 

research, is of interest to conduct the same study in developing countries.  

 

First, the wages indicate that the American population has a relatively high quality of life in terms 

of their economic situation, which aligns with their willingness to move abroad, online shopping, 

and consume products from global brands. While all three outcomes are more or less related to 

some costs, experiencing attraction towards the foreign is free of charge. Therefore, it would be 
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interesting to conduct the same study in a developing country where the resources needed to pursue 

the outcomes are scarce. Still, the attraction to the foreign can be just as high, and it would therefore 

be interesting to see if the results will be different. It is possible to believe that individuals with 

financial means to travel and discover the world are more open and allow themselves to dream 

about the idea of exploring the foreign, unlike a person with less financial means. Yet, perhaps it 

is them who have the most significant incentives of showing interest in the unknown.  

 

Second, Sharma et al. (1995) mention that consumer ethnocentrism and individuals' stance towards 

importing products tend to be influenced by their perception of threat towards their personal and 

domestic wellbeing. This argument suggests that developing countries with lower personal and 

domestic wellbeing should have negative attitudes about imported products. Yet, Batra et al. 

(2000) argue that individuals in developing countries tend to favour global brands due to their 

symbolic meaning and the social status they bring. The two counter-arguments support the 

suggestion of researching consumer ethnocentrism in a developing country for future research.  

 

In previous sections, the consequences of consumer ethnocentrism, consumer disidentification, 

and xenophilia are presented. In managerial implications, it is suggested that the findings are 

helpful for both marketing managers, country leaders, and human resource managers. While 

writing the thesis, the absence of clear responsibility for maintaining reasonable levels of CE, CDI 

and xenophilia was discovered. Whose responsibility is it to ensure that the consumers continue 

purchasing from local brands while maintaining good relations with trading countries? As 

xenophile tendencies increase individuals' willingness to move abroad, it is also of interest to 

ensure that the number of emigrating residents does not exceed an acceptable level.  

 

Moreover, the study has researched the effect between high xenophilia and food consumption from 

global brands. The choice of consuming products from international brands is often related to more 

unhealthy food consumption, and researchers are becoming more and more aware of the 

promotions and trends that international food brands are exposing children to on social media 

(Kelly, Freeman, King, Chapman, Baur, & Gill, 2016). Especially considering the worldwide 

spread of America's cultural trends, a phenomenon termed 'Americanisation' (Xifra, 2011), and the 

health issues they are facing due to calorie-dense processed food that has become a standard for 
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the American food culture (McClure, Tanski, Gilbert-Diamond, Adachi-Mejia, Li, Li & Sargent, 

2013). Thus, it would be interesting to study a potential effect between xenophilia, children's social 

media usage and unhealthy eating habits. It could help Ministers of Health to understand and 

improve residents' eating habits.  

 

Lastly, consumer ethnocentrism has been limited to being an independent variable, meaning that 

its level is considered constant in the study. However, the thesis writers acknowledge the 

possibility of perceiving consumer ethnocentrism as a dependent variable, where the researchers 

examined the effects between the variables both ways. Thus, consumer disidentifications effect on 

consumer ethnocentrism is a possible topic for future research. Developing a more intricate and 

advanced experiment might be the solution to find a better correlation between the two concepts. 

Similarly, the study defines consumer disidentification as an independent variable related to 

xenophilia's dependent variable. While the concept of consumer disidentification excludes the 

consumption of domestic products (Josiassen, 2011), thus working exclusively, xenophilia merely 

adds attraction to the foreign (Stürmer et al., 2013) without necessarily ruling out domestic 

products. Therefore, the results might have differed if the study was examined with consumer 

disidentification as the dependent variable and xenophilia as the independent variable.  

 

Moreover, the different outcomes deriving from CDI and xenophilia in this thesis are only the tip 

of the iceberg when discussing consumer trends. Scholars can become inspired and study new 

potential constructs and outcomes as those findings can have valuable meanings regarding what 

predicts consumers behaviour in a global market.  
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7. Conclusions 

This thesis aimed to investigate the interplay between consumer ethnocentrism, consumer 

disidentification, and xenophilia, and how they affect contemporary consumers. Moreover, 

extending the literature on CDI and xenophilia by investigating consumption behaviour outcomes 

such as consumption of food and beverages from global brands, the willingness to move abroad, 

degree of Facebook usage, online shopping, and participation in the sharing economy. With the 

stated above in mind, a quantitative study was developed. Inspiration was found through a 

comprehensive literature review initiated in sociology, psychology, and consumer behaviour. 

Some of the topics have been around in the literature for several decades (Ogbu, 1993; Perlmutter, 

1956; Portes & Zhou, 1993; Shimp & Sharma, 1978; Sumner, 1906). Yet, they are still limited and 

sparse when relating the concepts to a contemporary consumer setting and how they interact. Based 

on the background information, a conceptual framework was developed to provide a coherent 

understanding and overview of the topics.  

 

The study began with the development of an experiment, intending to test if exposure to high levels 

of consumer ethnocentrism would lead to other individuals’ increasing levels of consumer 

disidentification. From there, the investigation was expanded by examining the corresponding 

levels of CDI and whether it can positively predict xenophilia. Xenophilia was also tested in 

relation to the other outcomes. It was hypothesised to positively predict consumption of food and 

beverages from global brands, the willingness to move abroad, and online shopping. Meanwhile, 

the effect of CDI was hypothesised to decrease the level of Facebook usage while having a 

significant effect on individuals’ participation in the sharing economy.  

 

The empirical data was collected from a questionnaire, and the research was applied to the 

population of the United States. The motivation for conducting the study to the American people 

is due to its significant diversity (U.S. Census Bureau, 2020), being one of the largest developed 

countries (OECD 2020), and simultaneously having one of the most influential and powerful 

economies globally (Ferreira et al., 2019). The conducted findings proposed that consumer 

ethnocentrism does not predict other individuals’ levels of consumer disidentification. Thus, the 

experiment did not suggest any significant differences between the two groups. However, nor did 
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it deny any relations. As the theories build on similar foundations yet are conceptually distinct, 

there are reasons to believe that an effect can be found in future studies.  

 

Furthermore, the hypotheses concerning consumer disidentification, xenophilia, and its outcomes 

were tested using simple linear regression analysis. The findings H2-H2c were accepted, 

confirming that consumer disidentification can predict a positive effect on xenophilia. 

Correspondingly, xenophilia can predict positive effects on consumption of food and beverages 

from global brands, willingness to move abroad, and online shopping. H3 examining the effect 

between CDI and decreased levels of Facebook usage was initially accepted. Yet, modifications 

were made, which resulted in an even more substantial effect. Lastly, H4 got rejected. However, 

as the significance level was relatively close to being accepted yet not accepted, it was of interest 

to find the reason for its high probability of errors. A decision was made to add the responses from 

the dataset acquired through the second survey, as research states the chance of getting a significant 

result increases when the sample size is being increased (Webster, 2013). The new linear 

regression showed that the significance level increased, accepting that consumer disidentification 

can positively predict participation in the sharing economy.  

 

In conclusion, this master thesis has contributed to significant implications for both scholars and 

marketing managers by providing new insights while simultaneously validating and generalising 

already conducted research. It also draws attention to interesting undiscovered topics to be further 

researched. The impacts of globalisation are seen in almost all aspects of human life, emphasising 

both positive and negative attributes, and people are constantly being exposed to various cultures 

and different ways of living (Gonzalez-Fuentes, 2019). Understanding the importance of consumer 

ethnocentrism, consumer disidentification, and xenophilia in a consumer setting and its effect on 

the global world is crucial for maintaining success today and for the future.  
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9. Appendices 

Appendix 1: Survey with Highly Consumer Ethnocentric Scenario 
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Appendix 2: Original Scales  

3.1 CDI scale (Josiassen, 2011) 

 

 

3.2 Tourism Xenophilia scale (Nørfelt et al., 2020) 

 

 
 

 

3.3 Perceived Brand Globalness (Steenkamp et al., 2003)  

 
 

3.4 Willingness to Move Abroad (Drinkwater, 2003) 
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3.5 Facebook Intensity Scale (Ellison et al. 2007) 

 
 

 

3.6 Composition of Impulsive Trait Scale (Hausmann, 2000) 

 
 

 

3.7 Behavioural Intentions (Jiang et al., 2013) 
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Appendix 3: Descriptive Response Data  

 

 

3.1 If you could improve your work and living condition, how willing would you be to move 

outside the United States?  

Education  Frequency Percent 

High School Strongly willing: 

Willing: 

Somewhat willing: 

Neither willing nor unwilling: 

Somewhat unwilling: 

Unwilling:  

Strongly unwilling: 

Total: 

3 

4 

6 

1 

2 

4 

3 

23 

13.0 

17.4 

26.1 

4.3 

8.7 

17.4 

13.0 

100.0 

Bachelor’s degree Strongly willing: 

Willing: 

Somewhat willing: 

Neither willing nor unwilling: 

Somewhat unwilling: 

Unwilling:  

Strongly unwilling: 

Total: 

14 

23 

18 

14 

11 

11 

8 

100 

14.0 

23.0 

19.0 

14.0 

11.0 

11.0 

8.0 

100.0 

Master’s degree Strongly willing: 

Willing: 

Somewhat willing: 

Neither willing nor unwilling: 

Somewhat unwilling: 

Unwilling:  

Strongly unwilling: 

Total: 

7 

9 

3 

1 

2 

1 

2 

25 

28.0 

36.0 

12.0 

4.0 

8.0 

4.0 

8.0 

100.0 

Ph.D. or higher Willing 2 100.0 
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3.2 I am willing to move abroad. 

Education  Frequency Percent 

High School Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

6 

0 

5 

1 

3 

5 

3 

23 

 

26.1 

0.0 

21.7 

4.3 

13.0 

21.7 

13.0 

100.0 

Bachelor’s degree Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

9 

26 

22 

10 

18 

9 

6 

100 

9.0 

26.0 

22.0 

10.0 

18.0 

9.0 

6.0 

100.0 

Master’s degree Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

7 

8 

2 

3 

2 

1 

2 

25 

28.0 

32.0 

8.0 

12.0 

8.0 

4.0 

8.0 

100.0 

Ph.D. or higher Agree: 

Neither agree nor disagree: 

Total: 

1 

1 

2 

50.0 

50.0 

100.0 
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3.3 I buy things online. 

Age  Frequency Percent 

18-24 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

1 

4 

1 

1 

0 

0 

0 

7 

14.3 

57.1 

14.3 

14.3 

0.0 

0.0 

0.0 

100.0 

25-34 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

19 

26 

14 

9 

5 

1 

1 

75 

25.3 

34.7 

18.7 

12.0 

6.7 

1.3 

1.3 

100.0 

35-44 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

11 

14 

6 

2 

0 

3 

0 

36 

30.6 

38.9 

16.8 

5.6 

0.0 

8.3 

0.0 

100.0 

45-54 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

7 

9 

3 

1 

0 

0 

0 

20 

35.0 

45.0 

15.0 

5.0 

0.0 

0.0 

0.0 

100.0 

55-64 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

3 

5 

3 

0 

0 

 

0 

27.3 

45.5 

27.3 

0 

0 

 

0 
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Total: 0 

11 

0 

100.0 

65 and over Agree: 

Total: 

1 

1 

100.0 

100.0 

 

 

3.4 I like to shop online. 

Age  Frequency Percent 

18-24 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

1 

3 

1 

0 

1 

0 

1 

7 

14.3 

42.9 

14.3 

0 

14.3 

0 

14.3 

100.0 

25-34 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

28 

18 

13 

9 

2 

3 

2 

75 

37.3 

24.0 

17.3 

12.0 

2.7 

4.0 

2.7 

100.0 

35-44 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

11 

12 

6 

4 

3 

0 

0 

36 

30.6 

33.3 

16.7 

11.1 

8.3 

0 

0 

100.0 

45-54 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

5 

9 

5 

1 

0 

0 

0 

20 

25.0 

45.0 

25.0 

5.0 

0 

0 

0 

100.0 
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55-64 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

1 

6 

3 

1 

0 

0 

0 

11 

9.1 

54.5 

27.3 

9.1 

0 

0 

0 

100.0 

65 and over Agree: 

Total: 

1 

1 

100.0 

100.0 

 

 

 

3.5 If I see something I want, I buy it online. 

Age  Frequency Percent 

18-24 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

2 

3 

1 

0 

0 

1 

0 

7 

28.6 

42.9 

14.3 

0.0 

0.0 

14.3 

0.0 

100.0 

25-34 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

19 

22 

16 

5 

7 

3 

3 

75 

25.3 

29.3 

21.3 

6.7 

9.3 

4.0 

4.0 

100.0 

35-44 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

8 

11 

8 

5 

1 

2 

1 

36 

22.2 

30.6 

22.2 

13.9 

2.8 

5.6 

2.8 

100.0 

45-54 Strongly agree: 5 25.0 
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Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

7 

4 

4 

0 

0 

0 

20 

35.0 

20.0 

20.0 

0 

0 

0 

100.0 

55-64 Strongly agree: 

Agree: 

Somewhat agree: 

Neither agree nor disagree: 

Somewhat disagree: 

Disagree: 

Strongly disagree: 

Total: 

1 

3 

3 

3 

1 

0 

0 

11 

9.1 

27.3 

27.3 

27.3 

9.1 

0.0 

0.0 

100.0 

65 and over Somewhat agree 

Total: 

1 

1 

100.0 

100.0 
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