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A number of studies have identified that ethnocentric consumers prefer to buy domestically produced prod-
ucts compared to foreign products. However, this research focuses on countries with large economies, therefore
its application in developing countries is still rare. On the other hand, this research is focused on products, and that
is the reason why research on hedonic services is also scarce. The aim of this research is to identify ethnocentrism
attitudes in consumer loyalty to buy local furniture products at the Solo Furniture Market by applying the variables
ethnocentrism, patriotism, collectivism and individualism. The aim of this research is to provide a solution to
develop and increase consumer loyalty to buy locally made furniture compared to buying from other countries.
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Introduction

The furniture industry as a subsector of the agro-
industry contributes 1.30% to non-oil and gas GDP in
2022. Apart from that, in the same year, the furniture
industry had an export performance worth 2.47 billion
USD. "In the midst of the threat of a global recession
which previously caused the growth of the furniture in-
dustry to experience contraction, in the first quarter of
2023 the growth of the furniture industry has shown an
increase compared to the second quarter of 2022 (Min-
istry of Industry, 2022). Previous studies have ex-
plained that consumers often choose to buy products
made in their home country rather than products made
abroad. This may be due to the influence that the place
of origin of the product plays on consumers' desire to
purchase (Papadopoulos & Heslop, 1993). Ethnocen-
trism is one of the variables studied to better understand
these behavioural patterns. In the field of consumption,
ethnocentrism allows us to identify the degree of influ-
ence of the origin group on local consumers in relation
to their purchasing habits as well as their perception of
the quality of foreign products (S. Sharma et al., 1994;
Shimp & Sharma, 1987).

Due to the availability of natural resources in the
country, the national furniture industry is able to com-
pete on the global stage because of its innovative prod-
ucts. This shows that this industry is a sector that has
the potential to develop. The Ministry of Industry noted
that the export value of furniture products (HS 9401-

9403) in 2020 reached USD 1.91 billion, an increase of
7.6% from 2019 which reached USD 1.77 billion. The
largest export destination countries for Indonesian fur-
niture in 2020 include the United States, Japan, the
Netherlands, Belgium and Germany (Ministry of In-
dustry, 2022).

Previous research considers that consumer loyalty
allows for preferences towards one particular service
provider; This gives rise to commitment to buy again
from them, social and emotional bonding, and reduced
sensitivity to service prices (Hwang & Wen, 2009).
Ethnocentric consumers tend to develop loyalty to-
wards national brands (Ogba & Tan, 2009; Rowley,
2005).

Ethnocentrism is a traditional concept that influ-
ences purchasing decisions regarding foreign goods
and services. In addition, according to (Fernandez-Fer-
rin et al., 2015) the concept of customer ethnocentrism
implies an increase in local purchases and a decrease in
interest in foreign products. Ethnocentrism is repre-
sented by an overall attitude that focuses on morality in
purchasing foreign-made and domestic-made products
and services (Ma et al., 2020). For example, research
conducted by (Han & Guo, 2018) argues that custom-
ers' ethnocentric values has a positive effect on the in-
tention to buy domestic products. Since (Shimp &
Sharma, 1987) initiated research on customer ethno-
centrism, various studies have separately explored be-
havioural preferences, cognitive biases, and affective
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reactions, ethnocentrism factors, and brand factors such
as brand loyalty. In other words, previous research fo-
cuses on the one-dimensional structure of customer eth-
nocentrism (Balabanis & Siamagka, 2017; Fernandez-
Ferrin et al., 2015; Narang, 2016). However, research-
ers say that various studies are needed regarding the
multidimensional structure of customer ethnocentrism
(Bizumic, 2019; Boukamba et al., 2021). Therefore, the
current study attempts to fill this gap. Furthermore, this
research aims to expand research on the application of
customer ethnocentrism attitudes based on individual-
ism, patriotism and collectivism by using a multidimen-
sional structure of customer ethnocentrism to measure
customer loyalty in the furniture industry in the Solo
Furniture Market.

Literature Review

1. Ethnocentrism

Working from a sociological perspective,
Camacho et al., (2020; Thomas, (1907) define the con-
cept of ethnocentrism as the perception that individuals
have of the group they belong to as well as their assess-
ment of that group compared to other groups. The rea-
son is that the perception held by their own group be-
comes a reference According to Lee et al., (2020) eth-
nocentrism can be interpreted as a lack of acceptance of
cultural diversity and intolerance towards outside
groups which tends to give rise to negative prejudice
towards other cultural groups therefore ethnocentrism
is included in xenophobia. This ethnocentrism pro-
duces a phenomenon called consumer ethnocentrism in
American consumers The North is characterized by the
level of appreciation shown for products from their own
country of origin. This appreciation for the place of
origin is based on concerns about the possible loss of
economic interests in the country itself due to high im-
ports. This leads to the intention not to buy foreign
products (Shimp & Sharma, 1987).

In relation to this topic Luque-Martinez et al.,
(2000) consider that ethnocentric consumers have a
high tendency to express biased judgments and over-
value local products. This tendency allows them to em-
phasize the positive aspects of these products and
downplay or downplay the benefits of imported prod-
ucts. Therefore, ethnocentric consumers will consider
the values of their ethnic group or country as a symbol
of pride and a representation of national unity. Keeping
these concepts in mind, Sharma [38] concluded that
consumer ethnocentrism represents a favorable inclina-
tion towards anything related to the group to which one
belongs (in-group) and a bias towards anything related
to groups to which one does not belong. within it (the
in-group). outside group). This results in attitudes with
three distinct dimensions: affective reactions, cognitive
reactions, and behavior. This behavior is reflected in
the beliefs held by consumers regarding purchasing ser-
vices offered by foreign companies.

2. Patriotism

P. Sharma (2015) defines patriotism as a person's
dedication, through feelings of love and devotion, to
their home country. For Louis J. Mihalyi (1984) this
also functions as a defense mechanism when dealing
with third parties. Balabanis & Siamagka (2017) define
patriotism as a feeling of strong attachment and loyalty

towards one's own country but not creating hostility to-
wards other countries. (Durvasula & Lysonski (2009)
consider that patriotism is closely related to the sense
of pride a person feels towards their own country and
this is reflected in their favoritism towards people, their
way of acting, and their own country's values. There-
fore, patriotism is related to perceptions held by indi-
viduals regarding their country of origin and everything
related to it. For (Blank & Schmidt, 2003) there is a dif-
ference between patriotism and nationalism. The for-
mer tends to associate positive values such as the level
of people's commitment to their country of origin,
while nationalism has negative implications because it
increases the glorification of the country of origin
above all else. Therefore, the handling must be differ-
ent.

Consumer patriotism has a significant influence
on the intention to purchase domestic products com-
pared to purchasing foreign products. Thereafter, when
high levels of patriotism are encountered, people, cul-
tures, and products whose origins differ from those of
the consumer may be rejected. Highly patriotic con-
sumers support national producers because it assumes
an obligation and expression of loyalty towards the
country of origin. (Puncheva-Michelotti & Michelotti,
2014) patriotism ultimately provides a competitive ad-
vantage to local products and strengthens the sensation
of national identity that individuals feel through pur-
chasing these products. Other research confirms the
positive relationship that exists between patriotism and
consumer ethnocentrism, (P. Sharma, 2015) even in the
service sector, (de Ruyter et al., 1998). Because of the
relationship explained above, hypothesis 1 is as fol-
lows:

Hypothesis 1 (H1): Patriotism has a positive in-
fluence on ethnocentrism attitudes

3. Individualism and Collectivism

Values related to individualism and collectivism
exist in everyone. For most people, the tendency toward
collectivism first develops in primary groups such as
the family. Later, other, more individualistic tendencies
developed. People who develop more individualistic
values show strong characteristics of independence and
separateness towards their own group, whereas people
with collectivist tendencies show strong characteristics
of family integration and interdependence towards their
own group. Given these facts, in collectivist cultures,
both the behaviour of its members as individuals and
the behaviour of groups are guided by the group; in
contrast, in individualistic cultures, the behaviour of in-
dividuals in groups is driven by the individuals them-
selves. It is for this reason that when conflict arises in
individualistic cultures between group goals and indi-
vidual goals, differences are resolved in the interests of
the individual, whereas in collectivist cultures, differ-
ences are resolved in the interests of the group (Hui &
Triandis, 1986; Kapoor et al., 1995; Triandis et al. al.,
1990). In collectivist cultures, it is possible to identify
how group members tend to subordinate their personal
goals to those of a particular group; instead, it is possi-
ble to observe how members of individualistic cultures
use groups only as a means to achieve their personal
goals (Hui & Triandis, 1986).
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Hofstede et al., (2010) define culture as a collec-
tive phenomenon where people live in the same social
environment and where culture is learned and not in-
herited; The authors adopted five dimensions as their
descriptors: power distance, individualism versus col-
lectivism, masculinity versus femininity, uncertainty
avoidance, and long-term orientation. Referring to the
dimension of individualism versus collectivism, Co-
lombia is one of the countries with the lowest level of
individualism in Latin America. Thus, it can be con-
cluded that this is a collectivist society where strong re-
lationships are maintained between group members and
dependence on the group is considered important to
achieve its goals. Despite this, Colombian society is
very focused on achieving success through competi-
tion. Even though it is a collective society, the implica-
tion of this focus is that competition arises with mem-
bers of other groups or even with other social classes
and also the granting of status (Hofstede et al., 2010)].
With previous research conducted by de Ruyter et al.
(1998); P. Sharma (2015); van Birgelen et al. (2004) in
our mind, we consider it possible that people from col-
lectivist societies show strong ethnocentric tendencies
whereas people from individualist societies do not
show strong tendencies. Because of the relationship ex-
plained above, hypothesis 2 and hypothesis 2 are as fol-
lows:

Hypothesis 2 (H2): Collectivism has a positive
influence on ethnocentrism attitudes

Hypothesis 3 (H3): Individualism has a positive
influence on ethnocentrism attitudes

4. Loyality

Customer loyalty can be defined as the perceived
superiority of the product purchased by consumers, giv-
ing rise to social bonds and emotional attachment
(Ogba & Tan, 2009), for this reason loyalty is demon-
strated both through repeat purchases and in consumers'

Patriotism

Collectivism

Individualism

Ethnocentrism

attitudes towards the product, thus determining the
level of commitment to the brand, (Beerli & Martin,
2004). For Rowley (2005) this is the way in which loy-
alty results in lower sensitivity to price fluctuations and
represents less cost to acquire new clients and as a re-
sult, greater profitability. For (Bowen & Chen, 2001)
However, the benefits of loyalty are demonstrated by
better attitudes towards the company, commitment to
purchasing the product, and making recommendations
to others. (East et al., 2005) consider that in the service
sector, loyalty is a deep-rooted commitment from con-
sumers, which results in consistent future repeat pur-
chases of a service, despite various influences designed
to change behavior.

Hwang & Wen (2009) client loyalty results in pos-
itive direct marketing through word of mouth, where
consumers easily identify their preferences for certain
service providers. Meanwhile, Schlesinger et al. (2017)
identified the benefits of loyalty as a tendency that per-
sists after consumers stop using a service. Therefore,
loyalty refers to the period during which consumers ac-
tively use a service and the period after service use,
thereby contributing to the enhancement and promotion
of the image and reputation of the service they receive.

As noted by Zeithaml et al. (1996) ethnocentric
consumers generally value their loyalty to national
brands, thereby reflecting their intention to remain
within their own group, negatively impacting loyalty to
foreign products Abosag & Farah (2014)]. Makanyeza
(2015) emphasized that loyalty results in repeat pur-
chases, the result of consumer commitment to preferred
brands. Because of the relationship explained above,
hypothesis 4 is as follows:

Hypothesis 4 (H4): Ethnocentrism has a posi-
tive influence on loyalty attitudes

Research Framework

Picture 1. Research Framework

Research Method

A quantitative study based on a structured ques-
tionnaire was used to verify the hypotheses proposed
by the model, the survey method is adopted in this study
to collect data. Our target respondents were consumers
from Solo Furniture Market, which is the largest furni-
ture market The data was collected through a field sur-
vey in Solo city, Indonesia in October-November 2023.

A total of 300 interviewees responded to the question-
naires. All returned responses were carefully examined.
After checking all the questionnaires, we excluded 22
responses, either due to the missing data or because the
answers to all questions were the same. Convenience
sampling was used, and 280 valid questionnaires were
obtained. The principal characteristics of the study with
regards to the demographic profile of the survey partic-
ipants and the distribution of the sample according to
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the classification variables: 66,8% were men and
33.2% were women. The age range of survey partici-
pants was 1.6% between 18 and 25 years of age, 4.6%
between 26 and 36 years of age, 12.8% between 36 and
45 years of age, 56.4% between 46 and 55 years of age
with 12.8% of survey participants older than 55 years
of age. In relation to education, 41% were secondary
school educated, 44.9% had university studies, and
12.1% postgraduate studies.

Analysis and Results

The collected data was analyzed in two steps. The
measuring instrument was validated in the first step,
followed by a structural model assessment using Smart
PLS. This technique was chosen since the usage of PLS
is gaining popularity in a variety of marketing studies
and on a global scale. It provides for both formative and
reflecting structures. Palacios-Florencio (2018) identi-
fied formative indicators in image construction, which
we evaluated in our study. When analyzing these con-
structions, the weights factor must be considered rather
than the factor loadings. The authors acknowledged the
possibility of multicollinearity among formative indi-
cators. PLS modeling aims to predict dependent varia-
bles with the highest R2 ratio for explained variance.

This allowed parameter estimates to be based on the
ability to minimize residual endogenous variance. In
this scenario, PLS allows for better adaptation to pre-
dictive research when compared to other techniques.
The decision to utilize PLS is also justified by the
study's predictive nature, as well as the fact that the im-
age construct is treated as a construct with formative
signs.

An examination was conducted using Fornell's
(1981) to confirm discriminant validity, criteria and the
Heterotrait-Monotrait ratio (HTMT). According to For-
nell's (1981) criteria, the square root of each variable's
AVE should be bigger than its correlations with the
other variables in the model. As can be observed in Ta-
ble 1 all the square roots of the AVE of each construct
are greater than the correlation with any other construct
in the mode. As seen in Table 2, all of the square roots
of each construct's AVE are bigger than the correlation
with any other construct in the model (Fornell, 1981).
The (HTMT) ratio considers 0.90 to be a suitable max-
imum cutoff value. As seen in Table 1, all values of the
(HTMT) ratio are less than 0.9.

Table 1.
Discriminant validity criteria according to Fornell
Patriotism Individualism Collectivism Ethnocentism Loyalty

Patriotism 0.709

Individualism 0.347 0.823

Collectivism 0.244 0.406 0.851

Ethnocentism 0.412 0.314 0.373 0.876

Loyalty 0.408 0.122 0.029 0.159 0.925
Table 2.

Discriminant Validity, HTMT Ratio
Patriotism Individualism Collectivism Ethnocentism

Patriotism

Individualism 0.492

Collectivism 0.342 0.728

Ethnocentism 0.453 0.457 0.513

Loyalty 0.480 0.198 0.158 0.278

After assessing the measurement instrument's psychometric properties, the structural model was analyzed
using PLS using the same criteria used to calculate the significance of the parameters. The R2 acquired via boot-
strapping was the initial step in determining the structural model's predictive capacity. This indicated how much
variance in a construct could be explained by the construct's predictor variables in the model.

Table 3.
Results of the Structural Equations Model (SEM)
Hypothesis Relationship B t p-Value Result
H1 Patriotism ->Ethnocentrism 0.315 6.387 0.000 Accepted
H2 Individualism > Ethnocentrism 0.100 1.799 0.038 Accepted
H3 Collectivism > Ethnocentrism 0.254 4.799 0.000 Accepted
H4 Ethnocentism > Loyalty 0.612 16.265 0.000 Accepted

The positive link that exists between patriotism
and ethnocentrism is evidenced by the results obtained.
As such, the Hypothesis H1 is confirmed. Due to this
and according to the significance of the relationship
previously stated, it can be confirmed that this construct
wields a positive and significant on ethnocentrism (=
0.315; p < 0.000). In the same way, collectivism also

has a positive and significant influence on ethnocen-
trism. This leads to the confirmation of Hypothesis H2
(B= 0.100; p < 0.036). A relationship is observed be-
tween individualism and ethnocentrism, allowing us to
confirm Hypothesis H3. Considering the significance
of this result, we can conclude that individualism has a
positive and statistically significant effect on SET (B=
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0.254; p < 0.000). According to the results obtained, a
positive and statistically significant relationship exists
between ethnocentrism and loyalty towards local furni-
ture (B = 0.612; p < 0.000), thus accepting Hypothesis
4,

Discussion

This study intends to contribute to the research
into the concept of ethnocentrism related to local furni-
ture. Similar studies have, to date, focused on devel-
oped countries. According to Sheth (2015), the rise of
emerging markets has a significant impact on market-
ing practice and theory, requiring a shift from a local to
a global mindset. Therefore, studying emerging mar-
kets is becoming increasingly important. It suggests in-
viting future academics to conduct additional research
in these markets every day. Under this perspective, this
job has contributed to the limited literature on ethno-
centrism in hedonic services, as well as local furniture
management developed in the context of an emerging
market such as Indonesia, resulting in contributions that
allow local furniture to perform strategies for excellent
development in these emerging markets. The findings
corroborate, first, a positive and significant association
between patriotic sentiment and collectivism and eth-
nocentrism, as proven in prior research. This study also
supports the concept that these components increase
degrees of ethnocentrism. According to the findings of
this study, ethnocentrism influences local furniture loy-
alty in hedonic services, and so improving all experien-
tial and hedonic components of service consumption is
a meaningful way to increase the effects of a country's
ethnocentrism. In any event, we advocate a prior anal-
ysis of the ethnocentric character of a country's inhab-
itants as a vital variable for designing local furniture
strategy.
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