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The major goal of this study is to ascertain the level of ethnocentrism to which Afghan 

consumers exhibit these tendencies when purchasing products from other countries as 

well as how their attitudes affect their intention to buy foreign items. It also aims to 

determine whether gender, marital status and visiting other countries have moderating 

role or not. Data were collected from 180 respondents in Kabul city, Afghanistan. 

Descriptive statistics and the structural equation model were used to examine the 

participant's demographic traits and to test the research Hypotheses. The result of this 

study shows that Afghan consumers are highly ethnocentric in consuming foreign 

products. As Afghanistan is an underdeveloped country, Afghan consumers usually 

evaluate the products and brands of their own countries as inferior to the products and 

brands of developed countries, and therefore, despite their ethnocentrism, they prefer 

foreign products. Additionally, gender, marital status and visiting other countries have 

moderating effects on the variables. 
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Bu çalışmanın temel amacı, Afgan tüketicilerin etnosentrik eğilimlerinin yabancı ürün 

satın alma niyetlerini nasıl etkilediğini ve bu eğilimleri yabancı ürün satın alırken ne 

düzeyde sergilediklerini tespit etmektir. Çalışma ayrıca cinsiyet, medeni durum ve 

başka ülke ziyaretlerinin moderatör rolü olup olmadığını belirlemeyi amaçlamaktadır. 

Veriler, Afganistan'ın Kabil şehrinde 180 katılımcıdan toplanmıştır. Katılımcıların 

demografik özelliklerini incelemek ve araştırma hipotezlerini test etmek için tanımlayıcı 

istatistikler ve yapısal eşitlik modeli kullanılmıştır. Bu çalışmanın sonucu, Afgan 

tüketicilerin yabancı ürünleri tüketmede oldukça etnosentrik olduğunu göstermektedir. 

Afganistan az gelişmiş bir ülke olduğu için Afgan tüketiciler genellikle kendi ülkelerinin 

ürün ve markalarını gelişmiş ülke ürün ve markalarından daha düşük görmekte ve bu 

nedenle etnosentrizmlerine rağmen yabancı ürünleri tercih etmektedirler. Ayrıca 

cinsiyet, medeni durum ve başka ülkeleri ziyaret etme, değişkenler üzerinde düzenleyici 

etkiye sahiptir. 

 

 

1. Introduction  

Consumer ethnocentrism is a topic of growing research since it is so critical to comprehending 

consumer behavior in the globalized economy. Consumer ethnocentrism restricts feelings of respect 

and pride for one's homeland, as well as concern about the negative effects of high rates of foreign 

goods importation on local economic growth. Consumer purchasing intentions and decisions were 
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shown by Baughn and Yaprak (1996:761) to be viewed as a moral return while also possessing an 

emotional aim and, ultimately, an awareness of accomplishment related to preventing any 

interaction with a foreign culture or country. Also known as economic patriotism, cultural prejudice 

against imported goods, or consumer ethnocentrism, the phenomenon of customer demand for 

indigenous goods or an attitude against imported products has been extensively studied. These 

expressions all have their roots in the idea of ethnocentrism in general. 

Consumers' attitudes toward a country influence whether they accept or reject the goods and 

services that nation offers (Ahmed et al., 2013:551). Customers may experience prejudice and 

ethnocentrism toward specific nations, which could lead them to boycott those nations' goods and 

services (Klein et al., 1998:93; Smith and Li, 2010:110). AlShebil et al. (2011:387) claim that a 

variety of activist and religious groups are progressively using consumer strikes to impose sanctions 

on the particular nations. Many Muslim-majority nations have voiced opposition to US policy in the 

Middle East and Afghanistan, and religious organizations in these nations have commended people 

not to use US goods and services. Charney and Yakatan (2005:8) claim that "the US image has 

worsened dramatically since 2001, particularly throughout the Muslim world." A significant issue 

for the US is the rise of anti-American sentiment across the Islamic world. The rise in anti-American 

attitudes internationally is one of the factors behind the US recession. It also promotes enlistment 

and assists in terrorist acts and activism in Muslim countries (Rose et al., 2008:168). 

According to Chiozza (2008:261), an international Pew Foundation survey found that 65 

percent of Saudi Arabians, 52 percent of Moroccans, 61 percent of Jordanians, 71 percent of 

Iranians, and 69 percent of Pakistanis support a boycott of US goods and services. Recent research 

has demonstrated the prejudice and ethnocentrism of Muslim buyers in relation to US and EU 

goods (Bahaee and Pisani, 2009:202). It is a widely held concept that buyers make logical decisions 

about things by contrasting and comparing the various product qualities. But recent research has 

shown that factors such as emotions play a significant influence on why consumers choose to 

acquire foreign goods (Maher and Mady, 2010:635). 

The question of how ethnocentrism impacts consumer purchase behavior in a developing 

Islamic country like Afghanistan is a research topic that is explored in this research. Numerous 

research has examined the effects of ethnocentrism on customers' purchasing decisions, as was 

previously mentioned (Huang, 2008:1101). The study's location served as another driving force 

behind the investigation. One of the potential developing nations in South Asia is Afghanistan. 

Afghanistan is rich in customs and cultures and has a long history of blending many tribes and 

nations. Geologically, the country is located where Central Asia, the Middle East, the Indian 

subcontinent, and the Far East all come together. The cuisine of Afghanistan reflects these varied 

influences, with regional specialties reflecting the variety found across the country. They may also 

be seen in the nation's cultural practices and behavioral conventions. Afghanistan's official religion 

is Islam, and nearly 98.9 percent of Afghans identify as Muslims. Other religions, such as 

Christianity, Sikhs, Hindus, and Waveguide, still maintain a few tiny remnant groups. Nevertheless, 

as individuals have avoided communal strife and bloodshed, the populations of minority Muslim 

and non-Muslim groups have substantially declined throughout the previous few decades (Evason, 

2019).   Prior study has showed a strong ethnocentricity towards US and foreign services and 

products in fundamentalist Islamic nations including, Pakistan, Saudi Arabia, Iran, Morocco, and 

Jordan (Bahaee and Pisani, 2009:204; Maher and Mady, 2010:640; Rose et al., 2008:169).  Do some 

purchasers in a future rising Islamic nation like Afghanistan reject Western goods? How does 

ethnocentrism influence Afghan customers' shopping habits?   

This research demonstrates evidence for the relationship between ethnic nationalism, a social 

cognitive characteristic that has only sometimes been examined in marketing studies, and Afghan 

consumers' willingness to buy. The primary contribution made by this study to our knowledge of 

consumer behavior is the examination of buying intention from the perspective of the Afghan 
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customer, incorporating interdisciplinary perspectives from business and economics, sociology, and 

psychology. The major goal of this study is to ascertain the level of ethnocentrism to which Afghan 

consumers exhibit these tendencies when purchasing products from other countries as well as how 

their attitudes affect their intention to buy foreign items. 

The elective goals of this research are: 

1. To investigate whether women in Afghanistan have more ethnocentric tendencies than men 

when it comes to purchasing foreign products. 

2. To identify how the marital status of Afghan consumers impacts their ethnocentrism to buy 

foreign products. 

3. To identify how "visiting other countries" affects Afghan consumers’ ethnocentrism to buy 

the foreign products. 

The results of this study will provide domestic companies with priceless guidance that will 

allow them to change their strategic activities in a country like Afghanistan. To accomplish the 

stated research goals and carefully present this empirical investigation, the article is structured as 

follows. Actual consumer ethnocentrism expertise must first be investigated to develop hypotheses. 

The features of the research equipment and the sample are listed in the techniques section. The 

last half of this article discusses the research results, conclusions, and suggestions for more 

research. 

2. Literature Review 

2.1. Consumer Ethnocentrism 

The word “ethnocentrism”, which was first used by William Sumner in 1906, served as the 

inspiration for the phrase "consumer ethnocentrism".   Early in the 1980s, Crawford and Lamb 

(1981:32) showed that buying items from abroad might trigger intense emotional engagement, 

particularly when it included worries about national safety or job loss. That approach articulated 

the concept of ethnocentrism in a form that extended over mental and social settings, and the 

marketing discipline recognized it as a crucial variable in consumer buying decisions. 

“Consumer ethnocentrism” is explained as "the attitudes held by customers on the acceptability, 

even morality, of buying goods made abroad and the allegiance of consumers to goods made in their 

country of residence." (Shimp and Sharma, 1987:280). ‘Consumer ethnocentrism’ directly and 

adversely affects customers' inclination to buy foreign goods. These imply that strong ethnocentric 

tendencies result in negative attitudes and fewer plans to purchase imported goods. Shimp and 

Sharma (1987:285) claim that buyers reject imported goods because they believe they harm 

domestic industries and increase unemployment. 

Social identity theory (SIT) explains consumers' ethnocentric behavior (Turner, 1987:4). This 

hypothesis holds that ethnocentrism emerges when people identify more as associates of a certain 

group of people than as singular parties. Through this activity, adolescents come to develop a 

collective uniqueness in which they tend to adhere to the standards of their group and perceive 

themselves as superior, advantageous, and different from others (Turner, 1987:5). If based in 

advanced nations, the participants of this separate group do not prefer imported items because they 

believe they are inferior and a danger to their nation. This consumer mindset has a direct impact 

on purchasing foreign goods (Erdener and Ali, 2002:32; Saffu et al., 2010:209). According to Herche 

(1994:12), "consumer ethnocentrism" can predict customers' propensity to choose locally created 

goods over imports, and these propensities are more valid predictors of buying behavior than 

demographic trends or marketing mix elements. According to the notion underpinning consumer 

ethnic nationalism, customers' sentiments of nationality will significantly influence their views and 

purchasing intentions. Nadiri and Tümer (2010:450) conclude that purchase behavior significantly 
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affects consumers' propensity to purchase items produced domestically. Numerous previous 

investigations have looked at how consumer ethnocentric inclinations affect purchasing intentions 

(Ranjbairn et al., 2011:35; De Nisco, 2016). Nevertheless, the outcomes varied according to 

consumer and national characteristics. Studies on the influence of consumers' ethnocentric 

attitudes on purchase behavior have only lately been conducted in the former Yugoslavia (Reardon 

et al., 2005:741; Sharma et al., 1994:33). 

According to the literature, consumers' ethnocentric tendencies are affected by a country's 

level of development. The fundamental theory of consumer ethnocentrism evolved in industrialized 

countries when customers generally rated the quality of home items positively (Herche, 1994:13; 

Ahmed et al., 2004:112). According to current investigation (Supphellen and Gronhaug, 2003:208; 

Klein et al., 2006:310), the same principle is relevant in the circumstance of emerging countries. 

According to Kaynak and Kara (2002:470), considerable population expansion and rising consumer 

purchasing power in such developing nations provide market prospects for multinational 

enterprises whose local marketplaces have developed in several ways. Numerous findings conducted 

in developing countries (Balabanis and Diamantopoulos, 2004:90; Qing et al., 2012:48) have 

confirmed the existence of an adverse ethnocentric attitude or a willingness for overseas items 

among customers. Recent studies in Central Europe, however, have confirmed the appearance of 

ethnocentric tendencies because of a lack of receptive culture and restricted cosmopolitanism 

(Sousa et al., 2018:180; Vida & Reardon, 2008:38). 

It is now feasible to quantify "consumer ethnocentrism" thanks to the development of the 

"Consumer Ethnocentrism" Tendency Scale. The first to establish a meaningful method for analyzing 

the perception of consumer buying decisions was Shimp and Sharma (1987:286).  Through their 

research, they proved that "consumer ethnocentrism" can quantify, explain, and provide 

explanations for why and how much customers choose home over foreign items. They defined the 

scale as a measure of "tendencies" rather than "attitudes" since it also explains why consumers opt 

to buy "the most suited goods." It is true to say that Cetscale is a reliable indicator of customer 

beliefs, attitudes, and intents to make purchases. In various research, this scale has already been 

widely used to assess consumer ethnic nationalism in both developed and developing countries 

(Kaynak & Kara, 2002:460; Yeong et al., 2007:9; Vassella et al., 2010:875; Ranjbairan et al., 

2011:36; Atılgan & Köken, 2022:45). Despite later scales being devised and evaluated, the Cetscale 

has become the most used instrument for evaluating “consumer ethnocentrism” (Chryssochoidis et 

al., 2007:1531). In order to understand consumer purchasing behavior and predict consumers’ 

purchase intentions, consumer ethnocentrism must also be taken into account. 

The study by Şahin and Gültekin (2017) aimed to measure the effect of consumers’ 

ethnocentric tendencies on brand loyalty. A strong brand in the international arena was chosen, 

and a strong Turkish brand was emphasized through advertisements. In this way, an ethnocentric 

movement was created by stimulating national feelings. It has been concluded that brand loyalty is 

formed thanks to the consumer’s trust in the brand and ethnocentric tendencies. It has been said 

that there is a positive relationship between ethnocentrism and loyalty. Furthermore, Kiracı & 

Kocabay (2017) conducted a study on the Didi brand. An attempt was made to measure the impact 

of ethnocentric tendencies on brand loyalty in the tea industry, especially in iced tea. As a result of 

the study, they found that ethnocentric tendencies did not have much effect on brand loyalty.  

Şatıroğlu’s (2021) study is to determine the effect of consumer ethnocentrism and country of 

origin perception on purchasing decisions. According to the results of the study, if the perception 

of the country of origin is positive, the perception of the brand is also positive in the same direction. 

Again, when the perception of the country of origin is positive, there are advantages to entering 

international markets. Moreover, the study by Açıkdilli, Ziemnowicz, and Bahhout (2018) 

highlighted the emphasis on quality when Turkish consumers prefer imported products and said 

that quality products are preferred. Furthermore, in the study of Atılgan & Köken (2022), the effects 
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of ethnocentrism and economic hostility on the boycott of products through social media messages 

encountered by consumers were examined. In the study conducted on 457 participants in Mersin 

Province, a social media boycott scenario was prepared. It has been found that economic and 

general hostility, which are the sub-dimensions of consumer hostility, have a statistically significant 

effect on boycott success. It has been determined that the sub-dimensions of consumer 

ethnocentrism have a statistically significant and positive effect on boycott success. 

2.2. The Level of Ethnocentric Tendencies of Consumers to Buy Foreign Products 

Numerous studies linking ethnocentrism and consumer purchase attitudes have been 

published since Shimp and Sharma (1987:288) created the CETSCALE to measure ethnocentric 

tendency (Herche, 1994:14; Javalgi et al., 2005:336; Kaynak and Kara, 2002:475; Rose et al., 

2008:169; Saffu et al., 2010:217). These studies have demonstrated a substantial correlation 

between ethnocentrism and consumer buying behavior. Strongly ethnocentric buyers steer clear of 

imported goods. Anger combined with ethnocentrism may have a striking impact on how customers 

behave when making purchases of foreign goods (Renko et al., 2012:532). According to research by 

Herche (1994:15), customer ethnocentric inclinations have more explanatory power than marketing 

mix factors when it comes to explaining changes in consumer buying behavior.  There is an 

investigation relating to high, intermediate, and low ethnocentrism in the literature.  

The makers of local goods must redesign and label their items to sound more like foreign 

products in order to increase the resale value since, in the high ethnocentrism example, Indonesian 

customers have a propensity to purchase more goods from overseas (Sadra et al., 2012:6885). 

Rahmawati & Muslikhati (2016: 10) looked at how customer ethnocentrism and product perceived 

quality affected consumers' purchasing decisions for both domestic and imported food goods. The 

findings demonstrated that customers must believe that domestically produced goods are of greater 

quality than those from elsewhere. Singaporean youth have a low level of ethnic nationalism in the 

intermediate example of ethnocentrism (Lim, 2002:62). 

According to Mbaga et al. (2018:1440), Indian customers reported a low level of ethnocentrism 

and a very high demand for international goods. According to the same study, Indian consumers 

were less ethnocentric because they used foreign goods as a status symbol, their relationships with 

the West had improved, their income had increased, their expectations had changed, and they were 

more accepting of foreign brands given their cultural background. Consumer ethnocentrism for skin 

care products was found to be rather low in Estonia, according to Garmatjuk & Parts (2015: 613). 

They didn't think about buying goods made by their nation. Thus, with the exception of responders 

with a high level of ethnic nationalism who prefer locally manufactured items, purchasing foreign 

goods was neither unethical nor irresponsible for them. 

H1: The level of ethnocentrism among Afghan customers when purchasing foreign products 

is high. 

2.3. Customers' Ethnocentric Behavior 

Ethnocentrism is a mindset that consumers across the globe share. It is stated that 

ethnocentric consumers favor domestic goods because they think that domestic goods are superior 

to those from other countries (Klein et al., 1998:91). This mindset leads consumers to buy local 

goods even though their value is inferior to that of imported goods. According to consumer 

ethnocentrism research, some consumers may believe that purchasing foreign goods is wrong 

because doing so will harm their country's economy (Shimp and Sharma, 1987:285). Multinational 

firms have become more prevalent as a result of the trend toward a globalized and borderless world 

as well as improvements in communications technology and infrastructure. The expansion of 

international commerce and business between nations is the direct result of this tendency. As a 
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result, buyers may pick from a wide range of goods, brands, and choices that come from diverse 

regions of the world. The majority of producing countries, including those in the European Union 

(EU), have a wide variety of items to offer, particularly from the point of view of emerging countries. 

Additionally, the consumption of foreign goods is significantly influenced by customers' 

ethnocentric behavior (Shimp and Sharma, 1987:287). Numerous researchers have demonstrated 

a connection between customer ethnocentrism, product evaluation, and purchasing behavior (Saffu 

et al., 2010:215; Javalgi, 2005:331). Researchers have shown that customers in societies with high 

ethnocentric inclinations tend to have unfavorable opinions of foreign goods and do not prefer to 

purchase them. 

H2: Consumer ethnocentrism has a significant impact on customers' intentions to buy foreign 

goods in Afghanistan. 

2.4. Demographic Variables and Ethnocentrism 

2.4.1. Gender and Ethnocentrism 

Demographic factors, including gender, age, wealth, and education, have been considered by 

researchers studying ethnocentrism. Although the proposed connections are often consistent, 

scientists have occasionally been able to show statistically significant results. According to past 

research (Wanninayake & Chovancová, 2012:6, Silili & Karuharathna, 2014:13 and Sharma, 

2015:387), women judge foreign items more positively than men when gender is taken into account. 

Researchers have postulated and demonstrated in more recent studies that women have stronger 

ethnocentric inclinations than males (Carter Jr, 2009:13; Wu et al., 2010:2264 and Shimp & 

Sharma, 1987:287). The situation of female customers in Afghanistan has not been studied. 

However, a few studies that focused on particular Asian countries found that women had stronger 

ethnocentric attitudes than males (Hakimi,2021). Afghan women currently lead lifestyles 

comparable to those of their Asian counterparts, and one may anticipate that they would act 

similarly as engaged and creative consumers (WES Staff, 2016). The association between consumer 

ethnocentrism and behavior is unaffected by gender (Spillan et al., 2011). Gender and marital status 

can reduce the negative effects of consumer ethnocentrism on consumer preferences (Akbarov, 

2021). However, according to Tuzcuoğlu (2012:106), visiting other countries can affect the 

relationship between consumer ethnocentrism and behavior. 

H3: Afghan males are more likely to be ethnocentric than Afghan women. 

H4: Afghan consumers who are single are more ethnocentric than Afghan consumers who got 

married. 

H5: Afghan consumers who have visited other countries are more ethnocentric than Afghan 

consumers who have never visited other countries. 

2.5. Conceptual Framework 

Figure 1: Research Model 

 

Note: TAFC: Tendency of Afghan Consumers; PI: Purchase Intention 

Ethnocentric_ TAFC Foreign Products _PI 

Gender 

Marital Status 

Visiting Other Countries 

H5 H4 
H3 

H2 

The Level of 

Ethnocentrism 

H1 
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3. Research Methodology 

3.1. Data Collection Method and Measurement 

The survey is the research’s data collection tool. A 5-point Likert scale was used to measure 

the variables. The research data were collected from consumers aged 18 and over (N = 180) living 

in the city of Kabul through an online survey form (Google Forms) between October 29, 2021, and 

November 22, 2022, using a convenience sampling method. The sample size is not large due to the 

limitations, but it is still acceptable in this kind of circumstance (Collier, 2020:33). However, all of 

the research scale statements are adapted from previous studies. The questionnaire is divided into 

three parts: In the first part, the demographic information of the participants is examined using a 

total of eight questions. In the second part, the "CETSCALE" developed by Shimp and Sharma 

(1987:282) is used to measure the ethnocentric tendency of consumers. In the third part, six 

questions are intended to measure the intentions of Afghan consumers buying foreign products, 

taken from Klein et al.'s (1998:98) research. Descriptive analysis, confirmatory factor analysis (CFA), 

and structural equation model (SEM) are employed to analyze the data using IBM SPSS 26 and IBM 

AMOS 24 programs. In addition, descriptive analysis is utilized to explore the demographic profiles 

and the factors related to Afghan consumers’ ethnocentrism; CFA is used to validate the 

questionnaire, which is adopted from another study; and SEM is employed to test research 

hypotheses.  

For this study, it was applied to the Social Sciences and Humanities Ethics Committee at 

Karadeniz Technical University, and the approval of the ethical appropriateness of the study was 

obtained with the decision number E-82554930-050.01.04-291595-4236. 

4. Data Analysis and Interpretation 

4.1. Socio-Demographic Characteristics 

The demographic part of the questionnaire consists of the respondents’ gender, age, visiting 

other countries, marital status, level of education, monthly income, number of languages, and 

profession. The demographic profile of the respondent is described in Table 1. From the table, it can 

be said that 95 percent of the respondents are male while only 5 percent of the respondents are 

female. Due to the highly conservative context, it is very difficult for female consumers to participate 

in such activities. In the category of age, the majority of the respondents are from the age group 18–

28 years, which represents almost 60 percent, followed by the age group 29–38 years, which scored 

approximately 42 percent. The age group of 39–48 years is the smallest, making up just above 1 

percent of the total respondents.  

Results of the analysis also revealed that the majority of the respondents (57.2 percent) visited 

foreign countries, whereas 42.8 percent had never visited any foreign countries before. In terms of 

marital status, 55.6 percent are married and 44.4 percent are single. In reference to the level of 

education, the majority of the respondents are from the bachelor degree group, which represents 

65 percent, whereas 26.7 percent are from the master degree group. The others (7.2 percent and 

1.1 percent) are from the higher secondary certificate group and, the reading and writing group 

chronologically. As for the monthly income, the highest number of respondents (35 percent) is for 

both the "8001-16000" and "0-8000" groups, which are followed by 18.3 percent for the 16001-

24000 group, 6.7 percent for the 24001-32000 group, and the least 4.4 percent for the over 32001 

group. In terms of the number of languages the participants can speak, the maximum number of 

respondents can speak three languages, which represents 43.9 percent, followed by two languages, 

which scored 29.4 percent. 11.7 percent of the preference goes to one language, while 3.9 percent 

of the preference goes to five languages. Among the respondents, 0.6 percent can speak more than 

five languages. In reference to the profession, a minority of respondents are involved in government 
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jobs, which score 39.4 percent, while 24.4 percent are self-employed. In addition, 21.1 percent of 

respondents have private jobs, whereas 11.7 percent and 3.3 percent are students and others, 

respectively. 

Table 1: Socio-Demographical Characteristics of the Participants (N=180) 

Description Level Frequency Percentage 

Gender 

Female 9 5.0 

Male 171 95.0 

Total 180 100 

Age 

18-28 103 57.2 

29-38 75 41.7 

39–48 2 1.1 

Total 180 100 

Visiting other countries 

Yes 77 42.8 

No 103 57.2 

Total 180 100 

Marital Status 

Single 80 44.4 

Married 100 55.6 

Total 180 100 

Education Level 

Reading and Writing 2 1.1 

Higher Secondary 
Certificate 

13 7.2 

Bachelor degree 117 65 

Master degree 48 26.7 

Monthly Income 

0-8000 63 35 

8001-16000 64 35 

16001-24000 33 18.3 

24001-32000 12 6.7 

 
Over 32001 8 4.4 

Total 180 100 

Languages that respondent can 
speak 

1 language 21 11.7 

2 languages 53 29.4 

3 languages 79 43.9 

4 languages 19 10.6 

5 languages 7 3.9 

More than 5 languages 1 0.6 

Total 180 100.0 

Profession 

Government employee 71 39.4 

Private sector employee 38 21.1 

Self-employment 44 24.4 

Student 21 11.7 

Other 6 3.3 

4.2. The Level of Afghan Consumers’ Ethnocentrism and Their Intentions to Buy 

Foreign Products 

In this part of the research, it is aimed to test H1 by determining the level of ethnocentric 

tendency with a descriptive analysis of CATESCALE. For this purpose, the Cetscore values are 

calculated over the answers given to the statements on the Cetscale scale and taken into account 

in determining the ethnocentric tendency levels of the participants. The Cestscore refers to the sum 

of the average values of the answers given for each expression in the Cetscale. The Cetscore, the 

degree of consumer ethnocentrism, can range from 17 to 85, in which low ethnocentrism consists 

of 17–42 points, medium ethnocentrism consists of 43–59 points, and high ethnocentrism consists 

of 60–85 points (Eyel, 2019). 

https://dergipark.org.tr/tr/pub/ueip
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Almost all of the 17 Cetscale statements have a Likert-scale score above 3 in Table 2, except 

one statement (Cetscale_5), indicating that Afghan consumers in this study are ethnocentric (using 

a 5-point scale ranging from strongly disagree to strongly agree"), leading to acceptance of H1. 

Additionally, Graph 1 shows the graphical representation of the 17 Cetscale statements below. 

The total Cetscale mean value is 63.95, showing that Afghan consumers are ethnocentric because 

it’s more than 50 percent of the range (17–85). Moreover, the 16th statement has the highest mean 

value (mean: 4.27) among them, which indicates that Afghan consumers cannot buy such foreign 

products that do not exist within their own country. However, the fifth statement has the lowest 

mean value (mean: 2.76), which signifies that buying foreign goods is against Afghan consumers. 

Table 2: Afghan Consumers’ Descriptive Statistics on Ethnocentrism 

CETSCALE  
Statements 

Strongly 
Disagree 

Disagree 
Somewhat 

Agree 
Agree 

Strongly 
Agree 

Mean 
Std. 

Deviation 

CETS_1 9 7 21 74 69 4.04 1.054 

 5.0% 3.9% 11.7% 41.1% 38.3%   

CETS_2 
2 10 12 105 51 

4.07 0.819 
1.1% 5.6% 6.7% 58.3% 28.3% 

CETS_3 
1 8 14 83 74 4.23 

 
0.818 

 0.6% 4.4% 7.8% 46.1% 41.1% 

CETS_4 
1 6 20 85 68 4.18 

 

1.166 

 0.6% 3.3% 11.1% 47.2% 37.8% 

CETS_5 
24 59 52 27 18 2.76 

 
1.167 

 13.30% 32.80% 28.90% 15.00% 10.00% 

CETS_6 
13 31 34 72 30 3.42 

 

1.133 

 7.2% 17.2% 18.9% 40.0% 16.7% 

CETS_7 
13 26 52 60 29 

3.37 1.027 
7.2% 14.4% 28.9% 33.3% 16.1% 

CETS_8 
4 18 24 76 58 

3.92 0.942 
2.2% 10.0% 13.3% 42.2% 32.2% 

CETS_9 
1 19 34 81 45 3.83 

 
0.899 

 0.6% 10.6% 18.9% 45.0% 25.0% 

CETS_10 
4 10 15 97 54 

4.04 1.010 
2.2% 5.6% 8.3% 53.9% 30.0% 

CETS_11 
3 25 35 79 38 

3.69 1.129 
1.7% 13.9% 19.4% 43.9% 21.1% 

CETS_12 
6 37 23 77 37 

3.57 0.684 
3.3% 20.6% 12.8% 42.8% 20.6% 

CETS_13 
1 4 12 112 51 4.16 

 
1.151 

 0.6% 2.2% 6.7% 62.2% 28.3% 

CETS_14 
5 59 36 51 29 3.22 

 
1.065 

 2.8% 32.8% 20.0% 28.3% 16.1% 

CETS_15 
3 27 36 67 47 

3.71 1.065 
1.7% 15.0% 20.0% 37.2% 26.1% 

CETS_16 
1 5 10 93 71 4.27 

 
0.737 

 0.6% 2.8% 5.6% 51.7% 39.4% 

CETS_17 
6 29 49 67 29 

3.47 1.049 
3.3% 16.1% 27.2% 37.2% 16.1% 

  Note: Mean: 63.95 is significantly above the middle of the range of the CETSCALE Score (17 to 85) 
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Graph 1: The Graphical Representation of Ethnocentric Tendency Scores of Afghan Consumers 

 

4.3. Reliability and Validity Test of Measurement Model 

In this section, it aims to test H2, H3, H4, and H5, determining the effect of the ethnocentric 

tendency of Afghan consumers on their intentions to buy foreign products and also determining 

whether the ethnocentric tendency of Afghan consumers has a moderating role (gender, marital 

status, and visiting foreign countries) between the ethnocentric tendency of Afghan consumers and 

their intentions to buy foreign products with the structural equation model (SEM). To run SEM, a 

measurement model has to be validated. 

The objective of a measurement model is to define how effectively observable variables are 

measured by instruments for hidden variables (Amin, 2016:289). A two-stage analytic approach 

was employed in this work to evaluate the measurement model, including validity and reliability 

tests. Composite reliability (CR) and Cronbach's alpha (CA) are the most extensively used 

methodologies for evaluating reliability in the preliminary step. 

The reliability analysis is used in this research to examine the consistency of the dataset 

across the variables (foreign product purchase intention, ethnocentric tendency of Afghan 

consumers). Furthermore, CA should be greater than 0.70 in order to assess the reliability of 

datasets (Collier, 2020:25–29). Table 3 shows that almost all of the CA values met the expected 

requirements, with an overall CA value of 0.90. Furthermore, the value of CR should be higher than 

0.60 (Henseler et al., 2009:300), yet all of the CR values in Table 4 exceed the required criteria. 

However, the convergent validity test is utilized in this research as a validity test. Factor loading 

and average variance extraction (AVE) are required to achieve convergent validity. In addition, factor 

loading should be greater than 0.7 (Fornell and Larcker, 1981), and the AVE should be greater than 

0.50 (Henseler et al., 2009:300) and also greater than 0.45 (Fornell and Larcker, 1981; Chang et 

al., 2013:324). However, the values of factor loading and AVE have been given in Table 3, yet almost 

all of the values exceed the limit. As a result, confirmatory factor analysis (CFA) can be used in this 

research. 

 

4,044,07
4,234,18

2,76

3,423,37

3,923,83
4,04

3,69
3,57

4,16

3,22

3,71

4,27

3,47

1,00

2,00

3,00

4,00

5,00

5
-P

o
in

t 
L
ik

e
rt

 S
c
a
le

17 Item of CETSCALE

https://dergipark.org.tr/tr/pub/ueip


 

 

Ziauddin Rahimi, Md Abu Hasnat, Mehmet Kara & Farid Ahmad 

 
 

412 
 
 

 

Table 3: Validity and Reliability Test 

Items & Variables 

Validity Reliability 

Factor 
Loading 

AVE 
Cronbach 's 

Alpha 
CR 

CETS_17 <--- Ethnocentric_TAFC 0.771 0.451 0.90 0.915 

CETS_16 <--- Ethnocentric_TAFC 0.640    

CETS_15 <--- Ethnocentric_TAFC 0.586    

CETS_14 <--- Ethnocentric_TAFC 0.789    

CETS_13 <--- Ethnocentric_TAFC 0.810    

CETS_12 <--- Ethnocentric_TAFC 0.754    

CETS_11 <--- Ethnocentric_TAFC 0.729    

CETS_10 <--- Ethnocentric_TAFC 0.779    

CETS_9 <--- Ethnocentric_TAFC 0.733    

CETS_8 <--- Ethnocentric_TAFC 0.765    

CETS_7 <--- Ethnocentric_TAFC 0.765    

CETS_6 <--- Ethnocentric_TAFC 0.733    

CETS_5 <--- Ethnocentric_TAFC 0.692    

CETS_4 <--- Ethnocentric_TAFC 0.711    

CETS_3 <--- Ethnocentric_TAFC 0.841    

FPPI_5 <--- Foreign_Product_PI 0.739 0.508 0.802 0.804 

FPPI_3 <--- Foreign_Product_PI 0.704    

FPPI_2 <--- Foreign_Product_PI 0.721    

FPPI_1 <--- Foreign_Product_PI 0.734    

Note: FPPI: Foreign Product Purchase Intention; TAFC = Tendency of Afghan Consumers; 

PI: Purchase Intention 

4.4. Confirmatory Factor Analysis (CFA) 

Confirmatory factor analysis (CFA) is a statistical technique used to assess the measurement 

properties of a set of observed variables and evaluate the fit of a hypothesized factor structure. It is 

commonly employed in psychometrics and the social sciences to validate the measurement model 

and examine the relationships between observed variables and underlying latent constructs. The 

process of conducting a CFA involves several steps. First, the researcher specifies the theoretical 

framework or conceptual model that defines the relationships between the latent factors and 

observed variables. This model is typically represented graphically as a diagram, with the latent 

factors depicted as circles or ellipses and the observed variables represented as rectangles. Next, 

the researcher collects data and uses specialized software to estimate the parameters of the CFA 

model. These parameters include factor loadings, which indicate the strength and direction of the 

relationship between each observed variable and its corresponding latent factor, as well as error 

variances, which represent the unique variability not captured by the latent factors. 

CFA is a specific statistical technique used in the broader context of structural equation 

modeling (SEM) testing. CFA is a component of SEM and is often employed as part of the overall 

analysis of a structural equation model. CFA focuses on assessing the measurement model within 

SEM. It involves evaluating how well the observed variables align with the underlying latent 

constructs they are intended to measure. The goal of CFA is to estimate the factor loadings, which 

represent the strength and direction of the relationships between the observed variables and latent 

factors. Once the measurement model is established and validated through CFA, the analysis moves 

on to the structural model within SEM. The structural model examines the relationships between 
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the latent variables themselves, along with any potential direct relationships between observed 

variables. It allows researchers to test specific hypotheses about the associations between variables. 

 

Figure 2: CFA Measurement Model 

The AMOS program is used to test the first-order factorial structure in order to conduct CFA. 

To create a covariance matrix in CFA, the maximum likelihood (ML) technique through the AMOS 

program is used based on the normally distributed data gathered from 180 participants on a Likert 

scale (Kline, 2011; Kürbüz and Sahin 2018:355). Furthermore, CFA is utilized to check the planned 

structure of a questionnaire (Yaşlıoğlu, 2017: 78). In addition, CFA is a technique for estimating the 

measurement model that attempts to determine whether the observed variables' loading (indicator) 

and number of components (constructs) correspond to what is predicted in the theory (Malhotra, 

2010: 693). In other words, CFA is used to assess the accuracy of a model that was built earlier 

utilizing acquired data utilized in earlier research (Gürbüz, 2021: 54). 
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Once the model is estimated, the researcher evaluates its fit to the data. Fit indices, such as 

the chi-square test, CFI, TLI, and RMSEA, are used to assess how well the model fits the observed 

data. A good fit indicates that the hypothesized factor structure is consistent with the observed 

data, while a poor fit suggests that the model needs to be modified or reconsidered. If the model 

does not fit well, modifications may be made to improve the model fit. This can involve freeing the 

parameters that are causing poor fit, allowing for correlations between error terms, or adding or 

removing paths between observed variables and latent factors. The modifications are based on 

theoretical justifications or empirical evidence and aim to enhance the model's fit to the data. CFA 

provides several benefits in research. It allows researchers to evaluate the validity and reliability of 

measurement instruments by examining the relationships between observed variables and latent 

constructs. CFA also helps identify potential measurement errors or problematic items that may 

need to be revised or eliminated. Additionally, CFA allows for comparisons between competing 

measurement models to determine which model best fits the data. 

In the current research, the values of x2/df, Root Mean Square Error of Approximation 

(RMSEA), Normed Fit Index (NFI), Tucker Lewis Index (TLI), Comparative Fit Index (CFI), and Root 

Mean Square Residual (RMR) are assessed to check the model for goodness-of-fit. In addition, there 

should be two assessments of the analysis (before modification and after modification) if the first 

assessment doesn’t provide the accepted result. However, the values of the measurement model are 

obtained as x2/df = 2.312; CFI = 0.826; TLI = 0.850; IFI = 0.829; RMSEA = 0.086; and RMR = 0.067. 

Therefore, the measurement model is not considered the goodness-of-fit model as the 

aforementioned values are not up to the accepted limit (Table 4). In order to make the model a 

goodness of fit model, the modification indices are examined as the second assessment of the 

analysis, which recommends removing two items from the "Ethnocentric_TAFC" factor and two items 

from the "Foreign Product_PI" factor due to the low factor loadings. Additionally, during the 

modification indices, the AMOS program suggests making the correlation between these items in 

order to improve the value of the measurement model and make it goodness-of-fit (e2 and e13), (e14 

and e15), (e9 and e14), and (e9 and e11). After the modification, the model fit index values (x2/df = 

1.993; IFI = 0.911; CFI = 0.910; TLI = 0.895; RMSEA = 0.074; and RMR = 0.054) were found to be 

within the accepted limits (Table 4). Though the value of TLI is just less than the accepted limit, it 

can also be considered an accepted value (Akkuş, 2020:194). However, these values confirmed the 

CFA measurement model to be the goodness-of-fit model, which is shown in Figure 2. 

Table 4: The Cut-off value of Goodness of Fit Model (CFA Model) 

Metric Good Limit* Accepted Limit* 
CFA Results Before  

Modification 
CFA Results After  

Modification 

χ2/df <3 3 <χ2 /df ≤ 5 2.312 1.993 

RMSEA < 0.05 < 0.08 0.086 0.074 

CFI > 0.95 > 0.90 0.826 0.910 

NNFI/TLI > 0.95 > 0.90 0.850 0.895 

IFI > 0.95 > 0.90 0.829 0.911 

SRMR/RMR < 0.05 < 0.08 0.067 0.054 

   Ref: (Gürbüz, 2021:38) * 

4.5. Analysis of Structural Equation Model Testing 

CFA is a specific component of SEM testing, focusing on the measurement model. It evaluates 

the relationships between observed variables and latent factors. SEM testing incorporates both the 

measurement model (CFA) and the structural model (SEM), allowing for a comprehensive 

examination of the relationships among variables and providing a framework for hypothesis testing 

and model evaluation. The study hypotheses are examined using the SEM once the measurement 
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model has been validated. In Figure 3, SEM has been demonstrated, and Tables 5 and 6 have been 

extracted from the model in order to test research hypotheses (H2, H3, H4, and H5). 

 

 

Figure 3: Structure Equation Model (SEM) 

4.6. Hypothesis Testing (H2, H3, H4 and H5) 

According to the result of the structural equation model (SEM) in Table 5, Ethnocentric_TAFC 

(β = 0.866, C.R. = 7.973, p = 0.000) shows a positive and statistically significant effect on 

Foreign_Product_PI, leading to acceptance of H2. 

Table 5: Results of Hypotheses Testing from SEM Model 

Hypothesis path β C.R. P Result 

H2.  Foreign_Product_PI <--- Ethnocentric_TAFC 0.866 7.973 *** Supported 

Note: β: Standardized Regression Weights; C.R.: Critical ratio; TAFC: Tendency of Afghan Consumers; 

PI: Purchase Intention. 

CETS_3 e15 

CETS_4 e14 

CETS_5 e13 

CETS_6 e12 

CETS_7 e11 

CETS_8 e10 

CETS_9 e9 

CETS_10 e8 

CETS_11 e7 

CETS_12 e6 

CETS_13 e5 

CETS_14 e4 

CETS_15 e3 

CETS_16 e2 

Ethnocentric_TAFC 

 

Foreign Products _PI 

  

CETS_17 e1 

FPPI_1 e23 

FPPI_2 
e22 

FPPI_3 

FPPI_5 
e19 

e21 

0.47 

0.54 

0.67 

0.76 

0.61 

0.72 

0.60 

0.58 

0.76 

0.63 

0.62 

0.72 

0.87 

0.67 

0.53 

0.77 

0.76 

0.77 

0.67 

0.64 

e24 

https://dergipark.org.tr/tr/pub/ueip


 

 

Ziauddin Rahimi, Md Abu Hasnat, Mehmet Kara & Farid Ahmad 

 
 

416 
 
 

Table 6 represents the effect of moderators (gender, visiting other countries and marital 

status) on the relationship between Ethnocentric_TAFC and Foreign_Product_PI in Afghanistan. As 

shown in Table 6, the standardized beta coefficients of Ethnocentric_TAFC and Foreign_Product_PI 

are higher for females (R2 =0.94) than males (R2 =0.86). This suggests that female respondents are 

more ethnocentric than respondents who are male, leading to not accepting H3. Additionally, the 

difference between the groups (female and male) is not significant, nevertheless, since the t value of 

this difference is less than 1.96. In addition, it is also shown in Table 6 that the standardized beta 

coefficients of Ethnocentric_TAFC and Foreign_Product_PI are higher for married (R2 =.89) than 

single (R2 =0.82). This suggests that respondents who are married more ethnocentric than 

respondents who are single, leading to not accepting H4. Additionally, the difference between the 

groups (married and single) is not significant, nevertheless, since the t value of this difference is 

less than 1.96. Furthermore, the standardized beta coefficients of Ethnocentric_TAFC and 

Foreign_Product_PI are higher for the group who did not visit other countries (R2 = 0.93) than the 

group who visited other countries (R2 =0.91). This suggests that the respondents who visited other 

countries are ethnocentric than the respondents who never visited other countries before, leading 

to not accepting H5. Additionally, the difference between the groups (visited other countries and not 

visited other countries) is not significant, nevertheless, since the t value of this difference is less 

than 1.96. 

Table 6: The Effect of Gender, Visiting Other Countries and Marital Status on The Relationship Between 

Ethnocentric_TAFC and Foreign_Product_PI Among Afghan Customers 

Hypothesis Moderator β  R2 C.R. P 
Critical 
Ratios for 
Differences 

H3 
Foreign_Product_PI <--Ethnocentric_TAFC Female 0.970  0.94 11.99 ***  

-1.512* Foreign_Product_PI <---Ethnocentric_TAFC Male 0.930  0.86 32.82 *** 

H4 
Foreign_Product_PI <---Ethnocentric_TAFC Single 0.910  0.82 19.49 *** 

0.119* 
Foreign_Product_PI <---Ethnocentric_TAFC Married 0.948  0.89 29.61 *** 

H5 

Foreign_Product_PI <---Ethnocentric_TAFC 

Visiting other 

countries 
(Yes) 

0.910  0.83 19.93 *** 

1.114* 

Foreign_Product_PI <---Ethnocentric_TAFC 
Visiting other 

countries (No) 
0.930  0.87 27.16 *** 

Note: *Absolute critical ratios less than 1.96 are insignificant and absolute critical ratios more than 1.96 are significant 

5. Discussion and Conclusion  

The major goal of this study is to ascertain the level of ethnocentrism to which Afghan 

consumers exhibit these tendencies when purchasing products from other countries as well as how 

their attitudes affect their intention to buy foreign items. 

Having knowledge of the concept of "consumer ethnocentrism" can enhance our 

comprehension of how individuals and corporate buyers assess products made domestically versus 

those made abroad and how their evaluation of selecting products may be influenced by various 

biases and mistakes. Ultimately, understanding this concept can provide insight into how 

consumers make purchasing decisions. This study measures the level of Afghan consumer 

ethnocentrism. Suffice it to say that the CETscale score helps marketing managers better 

understand a useful tool: how Afghan customers think about purchasing both foreign and locally 

made products. It suggests that by understanding the level of Afghan consumers’ ethnocentric 

tendency, the consumers might have significant insights about how people make decisions generally 

about the products they buy. The result of this study shows that Afghan consumers are highly 

ethnocentric in consuming products, as the CETscale score is 63.43 (Shimp & Subhash 
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Sharma:1987). Moreover, there is potential for success in promoting locally produced products in 

Afghanistan because highly ethnocentric consumers are likely to support local products. 

According to the result of the structural equation model (SEM), the ethnocentric tendency of 

Afghan consumers shows a positive and statistically significant effect on foreign product purchase 

intention, which complies with the findings of Watson & Wright (2000:1161) and Tuzcuolu 

(2012:99). The outcome of this hypothesis is not similar to the majority of previous research. The 

main reason is that when a domestic alternative product is not available, their intention to buy 

foreign products might increase. In this circumstance, the relationship between ethnocentrism and 

the intention to purchase foreign products would be positive. The reason is that there is no large 

production line for Afghan consumers in Afghanistan (Watson & Wright, 2000:1161; Aydoğan, 

2019:117; Tuzcuoğlu, 2012:99). As Afghanistan is an underdeveloped country, Afghan consumers 

usually evaluate the products and brands of their own countries as inferior to the products and 

brands of developed countries, and therefore, despite their ethnocentrism, they prefer foreign 

products (Muneer and Saravanan, 2023:718; Aydoğan, 2019: 117). 

The research findings suggest that ethnocentric tendencies are not significantly associated 

with demographic characteristics. For instance, males are less ethnocentric than females, 

respondents who are married are more ethnocentric than respondents who are single, and 

respondents who visited other countries are more ethnocentric than respondents who did not visit 

other countries in this research. But these findings are not statistically significant. The results are 

similar to the previous research findings of Zafer Erdogan & Uzkurt (2010), Tuzcuoğlu (2012), and 

Alam et al. (2022:87). 

The results of this research have numerous implications for domestic manufacturers. Afghan 

consumers usually prefer domestically made products as an alternative to the foreign-made 

products that they use because they are more ethnocentric. But they have nothing to do with using 

foreign-made products, as there is no alternative to locally-made products in Afghanistan. When a 

domestic alternative was not available in this case, their intention to buy foreign products increased. 

For domestic manufacturers of goods within the country, a higher level of demand can be expected 

if a domestic alternative product is available. This has to be very significant to the local 

manufacturers that there is potential for success in promoting locally produced products in 

Afghanistan because highly ethnocentric consumers are likely to support such companies. This is 

also very significant to both the policymakers and the marketers in Afghanistan. This research can 

also contribute to the existing literature on Afghan consumer ethnocentric tendencies and foreign 

product purchase intentions. 

Since this research was carried out only in Kabul, Afghanistan, the generalization of the 

findings is not up to the mark. In this respect, future studies in this area can be carried out on the 

other large cities in Afghanistan with a larger sample size. Thus, the research objective can be more 

precise. 
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