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Abstract
Purpose – The purpose of this study is to investigate the effects of consumer ethnocentrism and consumer
animosity at the ethnic level. This study examines both effects on an ethnic majority’s consumption of an
ethnic minority’s products and services, focusing on the relationship between two ethnic groups inMalaysia.

Design/methodology/approach – The relationship between the constructs were analyzed using the co-
variance-based structural equation modeling techniques with analysis of a moment structures version 21.
Self-administered questionnaires were obtained from 325Malay respondents in 2 Malaysian cities.

Findings – The results suggest that ethnic-based consumer ethnocentrism can negatively affect product
judgment and product judgment can affect consumers’ willingness to buy. Two significant findings were
rejected as the directions of the results were not as hypothesized.

Research limitations/implications – Future research could study other ethnic groups of different
countries using specific ethnic related products and/or brands.
Originality/value – This research suggests that ethnic-based ethnocentrism and ethnic-based animosity
are important factors for businesses to consider as both can affect ethnic consumers’ purchasing behavior.
Depending on ethnic consumers’ perception toward a brand, a manager may face either an opportunity or a
challenge.

Keywords Consumer ethnocentrism, Consumer behavior, Product judgment, Consumer animosity,
Racism, Ethnic-based consumer

Paper type Research paper

1. Introduction
Consumer ethnocentrism and consumer animosity, which aid marketers in understanding
consumers’ preference for domestic over foreign brands and products, are well-researched
areas, especially in marketing and business domains (Darling and Puets, 2002; Fern�andez-
Ferrín et al., 2015; Gaur et al., 2015; Riefler and Diamantopoulos, 2007; Shankarmahesh,
2006; Antonetti et al., 2019; Leonidou et al., 2019).

The substantial number of studies focusing on both critical constructs can be partially
attributable to the large and increasing number of international firms operating in and

This study is funded by the International Islamic University Malaysia Research Initiative Grant
Scheme Research IIUM RIGS17-009-0584. The authors would like to thank the University for
generously funding the research.

Consumer
ethnocentrism
and consumer

animosity

Received 6 August 2019
Revised 24 February 2020

15 June 2020
30 October 2020

Accepted 1 November 2020

Journal of Islamic Marketing
© EmeraldPublishingLimited

1759-0833
DOI 10.1108/JIMA-08-2019-0165

The current issue and full text archive of this journal is available on Emerald Insight at:
https://www.emerald.com/insight/1759-0833.htm

http://dx.doi.org/10.1108/JIMA-08-2019-0165


establishing new markets globally (Muhamad et al., 2019; Hamzah and Mustafa, 2019;
O’Hagan-Luff and Berrill, 2016). With the increasing presence of foreign brands and products
in domestic markets, domestic consumers are inundated with choices. Business decision-
making becomes even more complicated and challenging for international firms and local
businesses alike when consumers are further exposed to domestic brands and products with
embedded ethnic identities (Antonio andAstika, 2019; Erba et al., 2019; Grier et al., 2006).

Previous consumer ethnocentrism and consumer animosity studies have examined these
constructs in various contexts and scenarios. This includes the contexts ofWestern and non-
Western countries, as well as developed, transitioning and emerging economies (Saffu et al.,
2010; Seidenfuss et al., 2013). Consumer ethnocentrism has typically been examined between
countries. There are studies that have researched the effects within economic regions
(Seidenfuss et al., 2013) and between geographic regions (Ferrín and Vilela, 2015;
Siemieniako et al., 2011). On the other hand, atypical but equally significant contexts such as
inter-ethnic groups within domestic markets (Pentz et al., 2017; Rose et al., 2009) have rarely
been examined and seem neglected.

Similarly, previous consumer animosity studies mainly focused on its effect on
international foreign brands and product purchases in various contexts. The effect of
consumer animosity on domestic- or ethnic-based brands and product purchases was rarely
examined. Despite the presence of consumer ethnocentrism and consumer animosity
between ethnic groups within a country (Abdul-Latif and Abdul-Talib, 2017; Ouellet, 2007;
Shoham et al., 2006), researchers have yet to examine both constructs concurrently in one
single model from the perspective of domestic ethnic groups and religion. Ouellet (2007) only
included some parts of ethnic ethnocentrism and inter-ethnic animosity in his primary
investigation on consumer racism and this study responds to his call to investigate these
two constructs further. Moreover, researchers called for more thorough studies on consumer
buying behavior in another cultural context (Hegner et al., 2017) and in developing countries
(Pentz et al., 2017) to address the gap in marketing literature.

In Malaysia, the Malays (of which are mostly Muslims) are generally viewed as less
affluent compared to their Chinese counterparts. In addition, the Chinese are considered as
economically dominant and have a stronger business presence (Abdul-Latif and Abdul-
Talib, 2017; Wan Husin, 2013; Wan Husin and Ong, 2012), despite three decades of
affirmative action favoring the Malays toward equalizing wealth distribution among ethnic
groups (Azhar and Aliman, 2018). In general, being economically dominant could possibly
lead to theMalays’ feeling of animosity toward the Chinese.

Further, in lifting the Malays out of poverty (and increasing their economic status), the
Malaysian Government encourages business participation and provides business-related
assistance and incentives to entrepreneurial Malays (Abdul Jamak et al., 2012; Wan Husin,
2013). As a result of these affirmative actions, several Malay products and services have
succeeded in entering the market with a certain degree of success. Most of these products
and services carry the Malay ethnic identity and are positioned in a way to encourageMalay
consumers to purchase products from their ethnic group. This could promote and lead to
ethnocentric behavior amongMalay consumers.

Additionally, Malay businesses are typically stereotyped as failures (Sabiu et al., 2018)
and perhaps due to this, most Malay businesses positioned themselves to acquire consumer
support from their ethnic group. This could also lead to ethnocentric behavior among Malay
consumers. Hence, this study aims to investigate this research gap by examining the effects
of consumer ethnocentrism and consumer animosity from the perspective of ethnic groups.
Specifically, this study examines both effects on an ethnic majority’s consumption of an
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ethnic minority’s products and services. Our study focuses on the relationship between the
Malays, which are the ethnic majority and the Chinese, an ethnic minority inMalaysia.

Next, we present the pertinent literature and then move to discuss the theoretical
framework, define critical constructs and develop the hypotheses.We subsequently describe
the methodology used and present our findings. We conclude by discussing the theoretical
and managerial implications of the study, as well as its limitations and directions for future
research.

2. Literature review
2.1 Background of ethnic relations between the Malays and the Chinese
Malaysia is a multi-ethnic and multi-religious country situated in Southeast Asia. In
Peninsular Malaysia, there are three main ethnic groups: Malays, Chinese and Indians. The
Malays are often regarded as Muslims (Idris, 2008) and also as the indigenous and
predominant group (Muzaffar, 2010). Based on the Department of Statistics, Malaysia (2018),
the Bumiputera or Malay constitute 69.1%, the Chinese 23.0%, the Indians 6.9% and others
1.0% of the population.

Generally, the migration of the Chinese to Southeast Asia, including the Peninsula
region, started many centuries ago and was motivated by political, economic and religious
factors (Lee, 2014). However, after the eighteenth century, British colonial forces brought
significantly more Chinese (and Indian) immigrants to the Peninsula region; they helped
support the capitalist industries of mining and agriculture by working as laborers and
traders (Alatas, 1977).

The British implemented divide and conquer policies in which ethnic groups were
separated. The majority of the Malays remained in rural areas as fishermen and farmers and
participation in any other form of economic activity was discouraged (Alatas, 1977; Idris,
2008; Wan Husin, 2012). In contrast, most Chinese were placed in urban areas and their
participation in business and commerce activities was encouraged (Alatas, 1977; Idris, 2008;
Wan Husin, 2012). This left theMalays economically disadvantaged.

These policies continued over many decades, giving many Chinese businesspeople a
head start over Malays and other ethnic groups. Over time, despite being a minority group,
the Chinese became the largest ethnic community involved in both small businesses and
large-scale industries (Ali, 2008; Wan Husin, 2013).

Due to Chinese economic dominance, some Malays perceived the Chinese to have vast
economic resources and powerful economic influence (Wan Husin, 2012), not only in
Malaysia but throughout Southeast Asia (Suryanidata, 2007). This has created a sense of
resentment, distrust and suspicion among the Malays toward the Chinese (Ali, 2008; Putra,
2012). Because of this, some Malays have considered the Chinese a threat and dislike them
(Ali, 2008; Gao et al., 2013; Wan Husin, 2012).

Several communal conflicts between the Malays and Chinese arose after the Second
World War (Ali, 2008; Putra, 2012), but the one often referred to as the climax of inter-ethnic
conflict in the modern history of Malaysia occurred on May 13, 1969 (Kua, 2011; Putra,
2012). On this date, a race riot between the Malays and Chinese exploded in Kuala Lumpur.
It later spread to other major cities in Malaysia, resulting in many casualties on both sides.
The period following the May 13 tragedy is considered the darkest to date for many
Malaysians (Baharuddin, 2012; Putra, 2012). Although five decades have passed, the
tragedy can still evoke a strong sense of anger and resentment (Klein et al., 1998) for both
ethnic groups (Vengadesan, 2008).
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2.2 Social identity theory
In an attempt to provide theoretical insight into consumer ethnocentrism, consumer
animosity and consumer behavior in general, this study draws on the social identity theory
(SIT) (Tajfel, 1974; Tajfel and Turner, 1986) as the basis for the proposed model. SIT
consists of three processes, which are social categorization, social identification and social
comparison.

Social categorization proposes that individuals tend to categorize their social
environment into categories to understand them. Once categorized, individuals will
collectively define themselves based on specific unique characteristics or traits through the
second process, which is social identification. Based on these characteristics or traits, these
individuals form a group known as the “in-group” to source pride, self-esteem, self-image
and belongingness. The final process; the social comparison is where the “in-group”
compare themselves relative to “out-groups”, leading to the “us versus them” mentality and
attitude.

The core of SIT is that members of a group tend to seek the perceived negative aspects of
an out-group to enhance their self-image. In this process, the differences between groups, as
well as the similarities within groups, are often exaggerated. These exaggerations, if taken
to extreme levels, may lead to conflicts between groups.

This theory can explain the behavior of group members toward another group(s); as
such, in our study, the ethnic Malay is the in-group, whereas the Chinese are the out-group.
Similar studies previously on consumer ethnocentrism and consumer animosity also used
SIT as their theoretical basis (Ganideh and Elahee, 2016; Sierra and McQuitty, 2007;
Verlegh, 2007; Zeugner-Roth et al., 2015) to explain the conceptual roots of consumer
ethnocentrism and consumer animosity as the alternate antecedents to consumer behavior.

2.3 Consumer ethnocentrism
The general concept of ethnocentrism was introduced by Sumner (1906 cited from Shimp
and Sharma, 1987) and explained the habitual inclination of people “to view their group as
the center of the universe while interpreting others from their perspective” (Shimp and
Sharma, 1987, p. 280). Ethnocentric persons tend to reject those who are culturally-different
but accept those who are culturally-alike (Shimp and Sharma, 1987). Consumer
ethnocentrism is “consumer tendencies to distinguish between products of the in-group
(home country) and out-groups (foreign countries) and to avoid buying foreign products due
to nationalistic reasons” (Poon et al., 2010, p. 35). Applying this concept in an economic
context has resulted in the concept of consumer ethnocentrism, which became one of the
most critical areas of research in consumer behavior (Chowdhury et al., 2019; Ferrín and
Vilela, 2015).

Consumer ethnocentrism describes consumers’ tendencies and beliefs regarding morality
and appropriateness when making foreign-made product purchases (Ang et al., 2004;
Fern�andez-Ferrín et al., 2015; Klein et al., 1998; Shimp and Sharma, 1987). In other words,
ethnocentric consumers have a higher tendency to refrain from purchasing imported
products, believing it better to purchase domestic products, even though these may be
inferior; they tend to overestimate the quality of domestic products and underestimate
foreign products (Awaluddin and Hamid, 2019; Hamin and Elliott, 2006; Muhammad and
Che Razak, 2004; Sharma et al., 1995; Shimp and Sharma, 1987; Watson andWright, 2000).

Interestingly, consumer ethnocentrism is found in countries where the majority of
consumers prefer foreign products (Balabanis et al., 2001; Watson and Wright, 2000; Wang
et al., 2019). Consumer ethnocentrism has been demonstrated to be, to a degree, uncertain yet
dynamic and situational (Stoltman et al., 1991), which suggests ethnocentric consumers are
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sometimes only marginally ethnocentric (Chryssochoidis et al., 2007; Luque-Martinez et al.,
2000; Teo et al., 2011) and do not necessarily reject foreign products. Previous studies
suggest that consumers from transitional or developing countries tend to rate foreign
products positively (Ettenson, 1993; Bahaee and Pisani, 2009a, 2009b, 2009c; Ahmed et al.,
2018).

Many studies have found that consumer ethnocentrism is negatively related to both
foreign product quality and willingness to buy foreign products (Ettenson and Klein, 2005;
Klein et al., 2006, 1998; Pentz et al., 2017; Shimp and Sharma, 1987). Despite contrary results
over how ethnocentric consumers may behave in their consumption, there is evidence to
show that some ethnocentric consumers do not denigrate, and may even prefer, foreign
products over domestic products, depending on product categories (Klein et al., 2006;
Muhammad and Che Razak, 2004; Sharma et al., 1995). Consumers may even evaluate a
foreign product favorably when there are no domestic products available for their
consumption (Nijssen and Douglas, 2004).

2.4 Consumer animosity
It has been demonstrated that consumer purchases can be affected by animosity held by
consumers of one country toward another country; this is known as consumer animosity
(Klein et al., 1998). Consumer animosity and consumer ethnocentrism are distinct from each
other, with unique antecedents and consequences, but both involve consumers’ avoidance of
foreign products (Fern�andez-Ferrín et al., 2015; Klein and Ettenson, 1999; Lee and Mazodier,
2015).

Consumer animosity is defined as “the remnants of antipathy related to previous or on-
going military, political or economic conflicts” (Klein et al., 1998, p. 91) or events that occur
when countries interact with each other. Though globalization has many economic and
social benefits (Lee and Mazodier, 2015), the interactions between countries may create
tension, provocation, hostility, anger, displeasure and enmity (Shimp et al., 2004) among
citizens or consumers. These feelings may occur unintentionally (Abd-Razak and Abdul-
Talib, 2012). Consumers’ hatred or anger directed at a specific country is usually a response
to egregious, adverse or unpleasant actions of the particular country’s government,
organizations, citizens and/or individuals with whom the country is perceived to be
associated (Maher et al., 2010). This explains why consumers may reject foreign products
from a particular country but are willing to purchase foreign products from other countries
(Klein, 2002; Khan et al., 2019; Dursun et al., 2019).

Animosity can be stable or situational (Ang et al., 2004; Jung et al., 2002). Motivated by
previous historical experience, stable animosity is generally a deeply embedded, negative
emotion passed down from one generation to another (Abdul-Latif and Abdul-Talib, 2015b,
2017; Shoham et al., 2006) that is difficult to neutralize. Situational animosity is a negative
sentiment linked to specific circumstances, making it less permanent and only occasional
(Riefler and Diamantopoulos, 2007).

Consumer animosity may take years to subside (Klein et al., 1998). Previous studies have
indicated that wartime atrocities may cause consumer animosity to remain strong even after
many decades (Klein et al., 1998; Nijssen and Douglas, 2004). On the other hand, there is also
evidence that suggests that consumer animosity can decrease over a short period (Ettenson
and Klein, 2005).

Consumer animosity can transpire between developed countries – or between an
underdeveloped and a developed country. In a bi-national context, studies of consumer
animosity between developed countries include between the USA and France (Amine, 2008),
the USA and Japan (Klein, 2002), the USA and South Korea (Maher et al., 2010), Germany
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and The Netherlands (Nijssen and Douglas, 2004) and Australia and France (Ettenson and
Klein, 2005), while studies of the phenomenon between developed and underdeveloped
countries include the USA and China (Witkowski, 2000) and the USA and Iran (Bahaee and
Pisani, 2009a), etc.

2.5 Product judgment
In general, product judgment can be described as a consumer’s attitude toward products,
including evaluation of product quality based on country of origin (Abdul-Talib and Mohd
Muttaqin, 2017; Klein et al., 1998) and ethnic origin (Abdul-Latif and Abdul-Talib, 2017).
Numerous previous studies have suggested that product judgment and evaluation can have
a significant influence on consumers’ product purchase decisions (Carter and Maher, 2014;
Hinck, 2005; Nijssen and Douglas, 2004; Rose et al., 2009).

While most previous studies found a positive relationship between product judgment
and willingness to buy (Abdul-Latif and Abdul-Talib, 2017; Ahmed et al., 2013; Klein et al.,
1998; Wang and Chen, 2004), there were also studies that found no relationship (Maher and
Mady, 2010) and a negative relationship (Abdul-Latif and Abdul-Talib, 2015a).

2.6 Ethnic-based consumer ethnocentrism, product judgment and willingness to buy
Ethnocentric consumers believe that, by purchasing domestic products, they are patriotic,
nationalistic and morally right (Klein et al., 1998) and that purchasing imported products
could harm the domestic economy which could result in local job loss or unemployment
(Klein and Ettenson, 1999; Shimp and Sharma, 1987). Ethnocentric consumers feel that it is
not patriotic or nationalistic to economically support foreign countries through purchases,
as national interests and economic well-being are threatened by imports; they feel that
domestic producers deserve “help” and that this justifies purchases of domestically
produced products (Shimp and Sharma, 1987). This demonstrates that consumers’
preference for choosing “home” over foreign products implies the “in-group and out-group”
formation of SIT (Tajfel and Turner, 1986) and “us versus them” (Klein, 2002; Shimp and
Sharma, 1987), even at the ethnic or sub-national level (Ouellet, 2007). Although it is quite
common to evaluate consumer ethnocentrism at the international level (Ferrín and Vilela,
2015), it is logical to evaluate and operationalize consumer ethnocentrism at different levels,
namely, national ethnocentrism, regional ethnocentrism (Fern�andez-Ferrín and Bande-
Vilela, 2013; Ferrín and Vilela, 2015; Siemieniako et al., 2011) and ethnic ethnocentrism
(Ouellet, 2007).

Consumer ethnocentrism is prominent in developed countries rather than developing
countries (Wang and Chen, 2004; Yagci, 2001), which suggests that consumers in developed
countries may generally regard products from developing countries to be inferior, compared
to domestic locally produced brands and products (Balabanis et al., 2001; Karoui and
Khemakhem, 2019; Kipnis et al., 2019).

In a similar vein, consumers who identify themselves as being from a certain locality can
be ethnocentric and prefer certain brands and products with a regional flavor (Ferrín and
Vilela, 2015). From a sub-national perspective, this is further extended to suggest that a
certain ethnic group can be more ethnocentric than its fellow citizens from other ethnicities
(Vida et al., 2008) and may view any products offered by an ethnic group other than its own
as sub-standard and inferior (Ouellet, 2007). However, consumers sometimes have limited
product choices available to them (Nijssen and Douglas, 2004; Watson and Wright, 2000).
Therefore, despite ethnocentricity and a preference for products from their own ethnic
group, ethnic consumers are more or less “forced” to buy products from outside their group.

Based on the review above, the following hypotheses are made:
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H1a. Ethnic-based consumer ethnocentrism (EBCE) negatively affects the ethnic
majority consumers’ willingness to buy products from the ethnic minority group;
and

H1b. EBCE negatively affects the ethnic majority consumers’ judgment of products
from the ethnic minority group.

2.7 Ethnic-based consumer animosity, product judgment and willingness to buy
Consumer animosity is not only useful in explaining international phenomena but also
applicable in investigating domestic situations (Hinck, 2005; Shimp et al., 2004). Previous
studies have investigated animosity at a regional level (Hinck, 2005; Huang et al., 2015;
Shimp et al., 2004) and at an ethnic level (Abdul-Latif and Abdul-Talib, 2017; Ouellet, 2007;
Shoham et al., 2006).

There are several factors underlying consumer animosity. According to Hinck (2005),
“domestic animosity” is the reason that East German consumers harbored economic
animosity toward West German products, with measured levels that were “stronger than
the effects of animosity in previous cross-national studies by Klein et al. (1998) and
Witkowski (2000)” (Hinck, 2005, p. 97). Recently, Huang et al. (2015) revealed that the
animosity between the North and South Taiwanese was caused by social and economic
factors, not only factors related to war (Klein et al., 1998).

Other examples of domestic animosity include in:

Spain (where many Basques are quite critical toward the rest of the country), or in Great Britain
(where the English, Scots, and Welsh may very possibly feel some domestic animosity beyond
football rivalry) (Hinck, 2005, p. 98).

In a similar vein, Rose et al. (2009) suggested that two different ethnic groups, the Arabs and
Jews of Israel, have different levels of animosity when purchasing international foreign
products of Italy and the UK.

Considering animosity from the ethnic-based perspective, it could be that ethnic
consumers with animosity tend to reflect their anger over a specific incident or event (Hill
and Paphitis, 2011) on to another ethnic group through buying behavior, thus showing
disapproval of certain actions performed by the targeted ethnic group that were earlier
perceived to be egregious. Ethnic consumers with animosity tend to avoid buying products
they perceive to be associated with or made by the disparaged ethnic group (Hill and
Paphitis, 2011; Ouellet, 2007). Avoiding purchases could also be influenced by ethnic
consumers’ moral and ethical beliefs in deciding what is considered good or bad behavior
(Hill and Paphitis, 2011). Further, consumers’ purchase decisions can also be influenced by
their negative experiences in another country or with people from another country (Riefler
and Diamantopoulos, 2007). In a similar vein, consumers’ negative experiences that affect
their purchase decision could also be examined from the perspective of ethnicity differences
instead of focusing on the country level.

However, regardless of the level of animosity, consumers may still have good opinions of
brands and products from the targeted country, but these may not necessarily be enough to
influence their product purchase (Ettenson and Klein, 2005; Klein et al., 1998). Several
studies have found that the dimensions of consumer animosity such as war, economic,
political, religious and personal reasons (Klein, 2002; Riefler and Diamantopoulos, 2007)
were independent of product judgments (Hong and Kang, 2006; Klein et al., 1998).
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On the other hand, there was also evidence suggesting that product judgment can be
affected by consumer animosity (the second study in Ettenson and Klein, 2005; Mostafa,
2010; Shoham et al., 2006). Product judgments on domestically produced goods can be
negatively affected by animosity across ethnicities in a country, especially concerning
products with strong embedded ethnic identities (Shoham et al., 2006; Leonidou et al., 2019;
Antonetti et al., 2019; Gupta and Singh, 2019). Nevertheless, consumer animosity “may have
little impact on product judgments unless these [egregious events or] activities are thought
about at the time the judgments are made” (Hong and Kang, 2006, p. 238). When there is a
recent event that could lead to animosity toward an ethnic group, this animosity may lead to
product denigration; whereas, when it is less recent, consumers may hold animosity but not
necessarily denigrate the target product (Shoham et al., 2006).

Based on the review above, it is hypothesized that:

H2a. Ethnic-based consumer animosity (EBCA) negatively affects the ethnic majority
consumers’willingness to buy products from the ethnic minority group; and

H2b. EBCA negatively affects the ethnic majority consumers’ judgment on products
from the ethnic minority group.

Previous studies have suggested that consumers’ attitudes toward any brands and products
considered as foreign can be affected when there are contextual issues associated with the
said product (Abdul-Talib and Mohd Muttaqin, 2017). When such a situation is applied
within the ethnic context and perspective, a consumer is also expected to evaluate available
alternate products.

Based on the above, it is proposed that the ethnic majority Malays’ product judgment
and willingness to buy ethnic minority Chinese products have a positive relationship as
below:

H3. Ethnic majority of consumers’ product judgment positively affects the willingness
to buy ethnic minority’s products.

3. Methodology
3.1 Respondents
The data was obtained through a convenience sampling method and the drop and collect
technique was adopted via a pre-tested self-administered questionnaire (Brown, 1987). This
approach was used in this study as it has been successfully used in many consumer-based
research, including Ahmed and d’Astous (2007), Balabanis and Diamantopoulos (2011) and
Khan et al. (2017). Also, the approach was used mainly to efficiently identify potential
samples and obtain a higher level of participation and responses within a shorter period of
time.

The respondents targeted were Malays residing in two major cities in Malaysia; the
Malay population in these cities is significant, formingmore than 35% of the total (Liu, 2006;
Olmedo et al., 2015). The questionnaires were distributed to organizations where the Malays
are predominant. These organizations include a higher learning institution, a state
government office and a private limited company. This is so that the sampling distribution
between students and used persons is more or less well-distributed. Furthermore, students
are significant consumers and understanding their consumption patterns is vital for future
planning. With the assistance of their respective human resource or administration
representatives, the questionnaires were then distributed to Malay respondents only.
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Malays are generally Muslims (Alatas, 1977; Idris, 2008; Zakaria et al., 2020) and can be
identified through their physical appearance, including skin color, clothing and name.

While there are various recommended numbers of the respondent (Anderson and
Gerbing, 1988; Hair et al., 2009), this study adopted the recommendation made by Kline
(2011), where at least 200 respondents are required. From a total of 350 questionnaires given
out, 325 were returned with responses. A total of 25 questionnaires were removed due to
incompleteness and straight-lining responses, leaving 300 questionnaires for further
analysis. The offline approach was chosen as a mechanism to ensure a higher response rate
as the representatives ensured that all questionnaires distributed were subsequently
collected.

3.2 Survey design
The questionnaires were divided into three sections, namely, a full-page depicting 29
various Malaysian Chinese products and services with brand names, construct
measurement scales that had been adapted from previous studies and, finally, background
information for the respondents to complete.

Based on previous studies (Abdul-Latif and Abdul-Talib, 2015a; Li et al., 2013), the main
categories of the brand names used were in the services and food and beverage (F&B)
industries. Within the F&B industry, brands for household items such as flour, cooking oil
and packaged drinks were used; whereas within the services industry brands included
bookstores, supermarket stores and franchised restaurants, etc. The brand names used
included common and familiar household brands in Malaysia, such as Yeo’s, Massimo
and Hup Seng [1]. Following previous studies (Khan et al., 2017; Qing et al., 2012), we
expected our respondents to be able to provide reliable and valid responses as the product
categories and brands used were commonly known, affordable and easily available (Abdul-
Latif and Abdul-Talib, 2015a; Abdul-Talib and Abdul-Latif, 2015). Additionally, the product
categories and brands used in the questionnaire, carry a relatively non-Malay identity.

In the background section, respondents were required to state their gender, age group,
employment category and education level. Respondents were then required to rank the
modified scales to determine “willingness to buy” (Ettenson and Klein, 2005) using 5 items,
product judgment (Ettenson and Klein, 2005) using 6 items, “EBCE” (Shimp and Sharma,
1987) using 10 items and “EBCA” (Klein et al., 1998) using 9 items. These measurement
scales were measured through a five-point Likert-type scale ranging from “Strongly
Disagree,” “Disagree,” “Neutral,” “Agree” to “Strongly Agree.” The measurement scales
were standardized mainly to avoid respondents’ potential confusion and to facilitate ease of
answering the questionnaire. The measurement items contained both positive and
negatively-worded items. The negative-worded items were retained in the questionnaire to
avoid potential bias (Devellis, 2003). The scores for negatively worded items in the
measurement scales were later reverse-coded and adjusted accordingly (Netemeyer et al.,
2003).

3.3 Common method bias
In behavioral research, it is known that common method biases can be a potential problem.
Common method bias occurred when the variance observed among measures is
“attributable to the measurement method rather than to the constructs the measures
represent” (Podsakoff et al., 2003, p. 879). Data collected from respondents through a cross-
sectional approach can lead to common method biases, which may suggest inaccurate
correlations. As such, this study took four remedial steps as recommended by Podsakoff
et al. (2003) to control common method biases. First, when distributing the questionnaires,
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the respondents were assured and guaranteed anonymity in protecting the confidentiality of
their responses. Then, the respondents were asked to be as honest as possible when
answering and that there are no specific desired answers to the questions.

Additionally, this was also indicated in the questionnaire’s introduction page. Subsequently,
construct items that were found to be ambiguous were clarified or removed during a pre-test
survey. Finally, the study conducted Harman’s single factor test to examine the unrotated
factor solution so that the total factors accounting for the variance in the variable could be
specified. Common method bias exists when one single factor emerges that explains the
majority or 50% of the variance (Lowry and Gaskin, 2014; Podsakoff et al., 2003). The results
from the test run on statistical package for the social sciences (SPSS) Statistics version 21
indicated that the most covariance explained by a factor is 39.1%. Due to the increasing dispute
regarding Harman’s test, the study undertook further steps to address commonmethod bias. In
the measurement model, the common method bias adjusted composite approach was applied
by creating a commonmethod factor that resulted in lower itemweights (Gaskin, 2016).

3.4 Data analysis and approach
3.4.1 Analytical methods. The demographic data were analyzed using SPSS Statistics version
21. The causal relationships between the constructs were analyzed using the co-variance-based
structural equation modeling approach, using analysis of a moment structures version 21.
Before applying the structural modeling procedure, the measurement model was estimated as
recommended (Anderson and Gerbing, 1988). Confirmatory factor analysis (CFA) with
maximum likelihood estimation was performed to assess the measurement model and to
evaluate data quality, reliability and validity of the constructs, followed by structural modeling
to assess the overall fit of the proposedmodel and test the hypotheses.

4. Results
4.1 Demographic profile
Of the usable 300 questionnaires, 53% of the respondents were women and 47% were men.
The highest percentage of respondents (31%) was from the 26–35 years of age segment,
followed by three other segments: 18–21, 22–25 and 36–45 (18% for each group). A large
portion of the respondents of 42% were used, while 36% were students at institutions of
higher learning, 7% were unemployed and 15% were retired. The education levels of the
respondents were high, with 74% having tertiary education, of which 33% held a bachelor’s
degree, 30% held a diploma, 10% a master’s degree and 2% a PhD degree. Of the
remainder, 26% of the respondents had completed secondary education and about 1% had a
primary education level only. Refer to Table 1 below.

4.2 Measurement model
Unidimensional is achieved when construct items have acceptable factor loadings for the
respective latent construct of above 0.6 (Awang et al., 2015). One item of product judgment
(PJ5) and one item of ethnic-based consumer animosity (CA2) were removed due to low
factor loadings. All of the other construct items scored between 0.67 and 0.87.

Convergent validity was achieved as all of the construct items were statistically
significant and each construct’s average variance extracted (AVE) values were above 0.5.
Discriminant validity was achieved, as the correlations between the constructs were less
than 0.85. Additionally, maximum shared variance (MSV) was presented to signify the
discriminant validity. Using modification indices, three redundant items from EBCE – item
CET 3 and EBCA – items CA1 and CA3 were removed. Furthermore, the square correlations

JIMA



for each construct were less than the AVE with the items measuring that construct
indicating discriminant validity as per Table 2.

Construct validity was achieved by satisfying the fit indices that reflected data and
model fit. Hair et al. (2009) recommended the use of at least one fitness index from each
category of model fit, namely, absolute, incremental and parsimonious. The normed x 2 was
2.192, achieving a parsimonious fit (Wheaton et al., 1977). The comparative fit index (CFI)
and the Tucker–Lewis index (TLI) were 0.952 and 0.944, respectively (Bentler, 1990; Bentler
and Bonett, 1980), which signaled incremental fit. Absolute fit is considered achieved, as the
root mean square error of approximation (RMSEA) was 0.063. The goodness of fit index
(GFI) was 0.902 (Browne and Cudeck, 1993). As the indices met recommended guidelines, the
overall model fit was considered reasonable and acceptable, as shown in Figure 1.

The Cronbach’s a values of all constructs ranged from 0.812 to 0.925, indicating internal
reliability. The composite reliabilities (CR) were acceptable, ranging from 0.813 to 0.926. The
AVEs ranged from 0.521 to 0.638, indicating that all constructs achieved convergent validity
(Table 2). Moreover, McDonald construct reliability or MaxR(H) was estimated with all
constructs achieving values of above 0.7. Overall, it was concluded that the constructs were
all reliable and valid. The next step was to examine the structural model results, as shown in
Figure 2 (Table 3).

Table 1.
Demographic details
of the respondents

Age group
18–21 22–25 26–35 36–45 46–55 56–65 66 above Total

Male 16 (5%) 20 (7%) 39 (13%) 33 (11%) 26 (9%) 4 (1%) 3 (1%) 141 (47%)
Female 38 (13%) 33 (11%) 53 (18%) 20 (7%) 8 (3%) 3 (1%) 4 (1%) 159 (53%)

Total 54 (18%) 53 (18%) 92 (31%) 53 (18%) 34 (11%) 7 (2%) 7 (2%) 300 (100%)

Employment category
Student Exec Manager Entrep Unemp Prof Retired Total

Male 31 (10%) 28 (9%) 13 (4%) 24 (8%) 6 (2%) 6 (2%) 33 (11%) 141 (47%)
Female 78 (26%) 22 (7%) 12 (4%) 12 (4%) 14 (5%) 10 (3%) 11 (4%) 159 (53%)
Total 109 (36%) 50 (17%) 25 (8%) 36 (12%) 20 (7%) 16 (5%) 44 (15%) 300 (100%)

Education category
P.S. H.S. Diploma B.D. M.D PhD Total

Male 1 (<1%) 41 (14%) 37 (12%) 49 (16%) 9 (3%) 4 (1%) 141 (47%
Female 1 (<1%) 33 (11%) 54 (18%) 49 (16%) 20 (7%) 4 (1%) 159 (53%)
Total 2 (1%) 74 (25%) 91 (30%) 98 (33%) 29 (10%) 6 (2%) 300 (100%)

Notes: Exec – Executive level; Entrep – Entrepreneurs; Prof – Professionals; P.S. – Primary school
qualification; H.S. – High school certificate; B.D – Bachelor’s degree; M.D – Master’s degree; PhD –
Philosophical doctorate

Table 2.
Cronbach’s alpha;

composite
reliabilities; AVE and
squared correlations

Constructs Cronbach’s CR AVE MSV MaxR(H)

PJ 0.812 0.813 0.521 0.009 0.816
EBCE 0.925 0.926 0.611 0.587 0.929
EBCA 0.894 0.895 0.632 0.578 0.905
WTB 0.872 0.876 0.638 0.587 0.885

Notes: CR – Composite reliabilities; MSV – Maximum shared variance; MaxR(H) – McDonald construct
reliability
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4.3 Structural modeling
A structural model was estimated to test the hypotheses and is presented in Table 4. The
overall results of the statistics suggested that the model and data fit reasonably. The chi-
square value (x 2 = 357.077, df = 183, p = 0.000, ratio = 1.951) and goodness-of-fit indices
(RMSEA = 0.056; CFI = 0.955; GFI = 0.895; TLI = 0.949) suggested that the model fits the
data at a reasonable level. The structural results are shown in Figure 2.
The results indicated that the relationship between EBCE and willingness to buy (H1a) was
significant (p < 0.001) but was positively related, suggesting that ethnocentric Malay
consumers do have a willingness to buy Chinese products and services. Thus, H1a was not
supported and was therefore rejected. The relationship between EBCE and product
judgment (H1b) was significant (p < 0.05) and negatively related, suggesting that Malay
consumers’ judgment of Chinese products and services can be negatively affected by EBCE.
Therefore,H1bwas supported and accepted.

The relationship between EBCA and willingness to buy (H2a) was significant (p < 0.05)
but not as hypothesized. Thus, H1a was not supported and was, therefore, rejected.
However, this result may suggest that Malay consumers with animosity are still willing to
buy Chinese products and services.

The hypothesized relationship (H2b) between EBCA and product judgment was
not significant and was rejected, indicating that consumers’ judgment of Chinese
products was not affected by EBCA. The relationship between product judgment and

Figure 1.
CFA – EBCE and
consumer animosity
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willingness to buy was found to be significant (p < 0.10) as hypothesized and the
result suggested that consumers’ product judgment can positively affect their
willingness to buy Chinese products and services, thus H3 was partially supported
and accepted.

Table 4.
Results of the

structural model

Hypotheses Paths Estimates Std. errors t-values p-values Decision

H1a EBCE!WTB 0.556 0.076 7.296 <0.001*** Reject
H1b EBCE! PJ �0.187 0.082 �2.266 0.023** Accept
H2a EBCA!WTB 0.185 0.079 2.342 0.019 Reject
H2b EBCA! PJ 0.177 0.096 1.832 0.067 Reject
H3 PJ!WTB 0.114 0.058 1.953 0.051* Accept

Notes: EBCE – Ethnic-based consumer ethnocentrism; EBCA – Ethnic-based consumer animosity; PJ –
Product judgment; WTB –Willingness to buy; *p< 0.10, **p< 0.05, ***p< 0.001

Table 3.
AVE and squared

correlations

PJ EBCE EBCA WTB

PJ 0.722
EBCE �0.095 0.782
EBCA 0.014 0.760 0.795
WTB 0.034 0.766 0.674 0.799

Notes: EBCE – ethnic-based consumer ethnocentrism; EBCA – ethnic-based consumer animosity; PJ –
product judgment; WTB –willingness to buy

Figure 2.
Structural equation
modelling – EBCE

and consumer
animosity
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5. Discussion
The purpose of this study was to investigate the effects of the EBCE and EBCA of an ethnic
majority’s consumers on their judgment and purchase of the products and services of an
ethnic minority. These effects were demonstrated by ethnic Malay consumers’ consumption
of ethnic Chinese products and services, namely, household items such as flour, cooking oil
and packaged drinks and bookstores, supermarket stores and franchised restaurants. These
findings may have several practical and managerial implications for both international and
domestic businesses.

The results may suggest that ethnic majority consumers are indeed ethnocentric, but
somehow this does not cause this group to disregard products and services from the ethnic
minority. The results may suggest that the ethnocentric Malay consumers may judge
Chinese products and services as negative generally, which can affect their overall purchase
behavior negatively. However, the results also suggest – perhaps under certain
circumstances, i.e. without prior product evaluation or judgment – those ethnocentric Malay
consumers are willing to purchase products and services from ethnic Chinese (Abdul-Latif
and Abdul-Talib, 2017).

Generally, ethnic majority consumers agreed that it was best to choose products from
their own group over products from other ethnic groups to support businesses from their
ethnic group, even if it may cost slightly more. However, it may be difficult for ethnic
majority consumers to choose only products from their ethnic group when there are limited
choices available to them (Abdul-Latif and Abdul-Talib, 2017; Wan Husin, 2013).
Contextually, the number of ethnic majority Malay consumers involved in businesses is
limited (Bustaman and Yunus, 2012; Jamaluddin and Dickie, 2011; Minai et al., 2012; Wan
Husin, 2013) and most operate businesses that are small in size. Even where there are
product and service alternates available from Malay businesses or entrepreneurs, there has
been a lack of market coverage (Asri and Ghani, 2012), with only certain states or regions
being covered by the businesses. This has especially been the case where budding
businesses have attempted to expand their markets with limited capital, exposure and
experience.

Similarly, ethnic majority consumers may hold animosity against the ethnic minority
group in general but did not translate that into their purchasing behavior; it did not stop
them from having positive product judgment and are willing to purchasing products and
services from the ethnic minority group. Based on the retained items (as per the Appendix),
contextually, Malay consumers felt that they were economically marginalized and
discriminated against by the Chinese and that the Chinese should “pay” for their actions.
Malay consumers also felt that the Chinese tended to take advantage of the Malays, were
unfair in business and unreliable as business partners, especially when dealing with Malays.
These feelings and perceptions can be associated with the fact that the current overall
participation of Malays in businesses and economic activities is low compared to that
relating to the Chinese (Ali, 2008; Asri and Ghani, 2012; Idris, 2008; Wan Husin, 2013).

Additionally, the results suggest that the ethnic majority of consumers were ethnocentric
and filled with animosity and because of that did not judge Chinese products and services
from the ethnic minority group positively. Nevertheless, this did not stop the ethnic majority
of consumers from intending to purchase products and services from the ethnic minority
group. Contextually, this could be explained by the limited number of Malay products and
services in the marketplace: Malay consumers were willing to buy Chinese products to
satisfy their consumption needs. At a different level of analysis, the results of this study
echo the findings of Watson and Wright (2000) and Nijssen and Douglas (2004), who noted
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that foreign alternate products were sought when domestic products were not available for
consumers’ consumption.

In general, marketers need to investigate the levels of both EBCA and consumer
ethnocentrism within their territories of operations and markets, both internationally and
domestically, to provide proper guidance for product positioning, branding and market
entry decisions. Ethnic minority-owned companies can re-evaluate their marketing
communications strategies and reposition or rebrand themselves to be more appealing to the
ethnic majority. Alternately, marketers can consider de-emphasizing the ethnic images
attached to their products and services and perhaps consider adopting a neutral or national
image instead.

Additionally, proper investigation regarding potential gains and losses needs to be
conducted thoroughly, as businesses looking to attract other ethnic groups run the risk of
losing the support of current customers from their own ethnic group (Ouellet, 2007). This
scenario is also applicable to companies owned or controlled by a majority ethnic group
seeking to target minority groups. Perhaps “multi-local” or even ethno-marketing (Pires and
Stanton, 2000) strategies might be a useful approach when entering a multi-ethnic market,
so as not to lose current customers while trying to gain new ones (Vida et al., 2008).

Another consideration that marketers can study is that, once the levels of EBCE and
EBCA are known, marketers can opt for joint ventures with influential companies perceived
to represent a particular ethnic group (Gomez, 2003). This approach can be part of a
business’s international strategies for entering new markets known to be ethnocentric and
have ethnic-based animosity (Fern�andez-Ferrín et al., 2015). The results of this study also
support previous studies that used constructs from international research to explain
domestic phenomena (Abdul-Latif and Abdul-Talib, 2017; Hinck, 2005; Shoham et al., 2006).

In addition to its practical andmanagerial implications, this article also contributes to the
body of scientific marketing research especially in Islamic marketing and branding (Wilson
et al., 2013; Wilson and Grant, 2013). Both measurement scales can be used in multi-ethnic
countries with similar demographics to Malaysia in investigating ethnic-based
ethnocentrism and ethnic-based animosity among their consumers. The countries may
include but are not limited to Indonesia, India, The Philippines, Thailand and several
countries in Africa.

6. Implications
These findings add further empirical support that both consumer ethnocentrism and
consumer animosity are not only applicable and measurable between countries but instead,
it can be measured at the ethnic or sub-national level (Abdul-Latif and Abdul-Talib, 2017;
Ouellet, 2007; Seidenfuss et al., 2013). This is a very important idea to grasp as in this global
and “almost borderless” era; there are increasing numbers of countries with multi-ethnicities
and religions (Wilson et al., 2013; Wilson and Grant, 2013; Wilson and Liu, 2011). Perhaps,
the definition of both consumer ethnocentrism and consumer animosity should be re-
examined to include the domestic and ethnic-level perspective.

It is interesting to note that the Buy Muslims First or #BMF movement, which was
started by a certain group of Malaysian Muslims using the Facebook platform in December
2018, gained an exponential number of over 1.6 million followers in just several days in 2019
(FMT, 2019). The campaign urged the Bumiputera Muslim community to support products
and services provided by Muslims, stating that the campaign was aimed at strengthening
the economic power of Muslims and giving them a competitive edge. It was argued that this
effort would lead to unity among ethnic groups in Malaysia as it lessens the economic gap
between the ethnic groups (Khairil Anwar, 2019). This could lead to negative repercussions,
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as it can be seen and interpreted as “Buy Non-Muslims Last” or boycott (Abdul-Latif and
Abdul-Talib, 2015b). Similarly, it is interesting to recap what Wilson et al. (2013) observed
that there are Islamic nations in the Middle East which demonstrated the importance of
ethnicity and culture over religion and nation.

In view of reaching racial harmony among ethnic groups in Malaysia, the relevant
Malaysian authorities should promote “Buy Malaysian products” and perhaps highlight the
possible repercussions or effects of supporting economic groups based on their ethnicity or
religion, as all Malaysians are responsible in contributing to the economic growth and
prosperity of their country. From a broader perspective, the relevant authorities must invest
more in promoting programs and activities which could foster strong and healthy relations
amongMalaysians.

7. Limitations and future research directions
There are several limitations to this study. First, this study did not use the reconceptualized
measurements for consumer ethnocentrism (Sharma, 2014; Siamagka and Balabanis, 2015)
and consumer animosity (Hoffmann et al., 2011). Perhaps future research could incorporate
these reconceptualized measurements and examine their applicability in a domestic and
ethnic context.

Though previously consumer ethnocentrism and consumer animosity were both used
together in one model (Ettenson and Klein, 2005; Klein et al., 1998; Rose et al., 2009), they
were configured differently. Future research could investigate the use of the animosity
model (Klein et al., 1998) in a domestic and ethnic context.

In this study, we used various collections of familiar Malaysian Chinese brands, products
and services to prime our respondents. Perhaps for future studies, researchers could use
specific Malaysian Chinese products and examine the possibilities of brand hate
(Zarantonello et al., 2016) by other ethnic groups. Specific brands could also be examined as
the nature of certain products and services may vary, which could influence consumers’
consumption. Researchers could also investigate whether ethnic Malays are affected in their
purchase decision-making on Malaysian Chinese products and/or brands with and without
Halal certification (Alam and Sayuti, 2011).

In this study, we used a drop and collect technique and the samples that we obtained
were an approximate representation of the Malay population in Malaysia in terms of gender
and age. Perhaps other techniques such as the mall-intercept technique can be used in future
studies.

As this study was done prior to the worldwide COVID-19 pandemic, future studies
should examine whether there are changes in the effects of consumer ethnocentrism and
consumer animosity on consumers’ purchasing behavior. Perhaps consumer ethnocentrism
and consumer animosity can be influenced by many other external factors, including
political conditions. This may be a useful area to research as there is not yet a longitudinal
study to investigate any changes to the previously used constructs. Finally, consumer
ethnocentrism and consumer animosity should be examined through the interpretation of
the Quran and Sunnah, as there are many verses in the Quran (such as Surah Ar-Rum 30:22,
Al-Hujurat 49:13) which promotes (ethnic/racial) unity.

O mankind, indeed, We have created you from male and female and made you peoples and
tribes that you may know one another. Indeed, the most noble of you in the sight of Allah is
the most righteous of you. Indeed, Allah is Knowing and Acquainted. Quran 49:13 (Al-
Hujurat).
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Note

1. These brands have a significant presence and shelve space in hypermarkets in Malaysia. Both
Yeo’s and Hup Seng are one of the oldest brands in Malaysia, which were established in 1957 and
1958, respectively. Both brands have won several brand awards. Source: www.yeos.com.my/
corporate-info/our-milestone/ and www.thebrandlaureate.com/special-edition-world-awards/
malaysia-edition/. Both accessed on February 7, 2020. While in the bread segment, Massimo is
the biggest contender to market leader Gardenia (Abdul-Latif and Abdul-Talib, 2015b).
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Table A1.
Item loadings

Items Constructs

EBCE
CET1 Malays should always buy Malay-made products
CET2 A good Malay does not buy local/domestic products made by any other ethnic group except for

Malay
CET4 We should purchase domestic/local products manufactured by Malays instead of letting other

ethnic groups in this country get rich off us
CET5 We should only buy local/domestic products from other ethnic groups, if we cannot obtain the

products from our own people. Buy Malay-made products
CET6 Keep Malays working, in business and rich
CET7 Malay products, first, last and foremost
CET8 A real Malay should always buy Malay-made products
CET9 It is always best to purchase Malay products
CET10 It may cost me more but I prefer to support Malay products

Ethic-based consumer animosity
CA4 Malaysian Chinese should pay for marginalizing and discriminating against Malays
CA5 Malaysian Chinese are not reliable trading partners
CA6 Malaysian Chinese are taking advantage of the Malay majority
CA7 Malaysian Chinese have too much economic influence in Malaysia
CA8 Malaysian Chinese are doing business unfairly with the Malay majority

Product judgment
PJ1 Malaysian Chinese products are carefully produced and have fine workmanship
PJ2 Malaysian Chinese products show a very high degree of technological advancement
PJ3 Malaysian Chinese products show a very clever use of color and design
PJ4 Malaysian Chinese products usually are quite reliable and seem to last the desired length of time

Willingness to buy
WTB1 I would feel guilty if I bought Malaysian Chinese products
WTB2 I would never buy Malaysian Chinese products
WTB3 Whenever possible, I avoid Malaysian Chinese products
WTB4 I do not like the idea of owning Malaysian Chinese products
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