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Abstract. There is a decline and lack of consumer interest in buying local Indone-
sian fashion products; however, many potential fashion brands are emerging and
growing in Indonesia. A strategy is needed to increase local brand awareness
among consumers in Indonesia, especially consumer ethnocentrism. It is known
that the more ethnocentric a group of consumers is, the more important it is to
them where the product comes from, and the impact is the more active they are in
seeking information about the product. Ethnocentric consumers also create a value
that can influence others; the value is considered important to explain that their
products are much better than other people’s products. This study is a quantitative
descriptive study that aims to determine the relationship between research vari-
ables, namely consumer ethnocentricity, brand value, and intention to buy local
products. This study used a sampling technique that is purposive sampling. The
data analysis technique used was the PLS-SEM test. The empirical results from
PLS-SEM show that the effect of consumer ethnocentrism on brand value proved
to have a positive and significant effect. Second, the effect of consumer ethno-
centrism on purchase intention proved to have a positive and significant effect.
Third, the effect of brand value on purchase intention proved to have a positive
and significant effect.
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1 Introduction

The development of globalization has caused many changes in the development of mar-
kets and products sold in themarket. Products offered to consumers are no longer limited
to consumers’ areas but can be from anywhere nationwide or even worldwide. However,
globalization and free markets do not always benefit all parties.

The latest Katadata Insight Center (KIC) survey shows that 34.2% of Indonesian
consumers like clothes from abroad, and 42.9% like shoes from abroad [1]. Then, the
Minister of Tourism and Creative Economy, Wishnutama, conveyed that encouraging
Indonesian consumers to use local clothingproducts is a challenge, “encouraging Indone-
sian to buy local culinary products is rather easy, but it comes to crafts and fashion,
Indonesians still like foreign products” [1].
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Considering this, it is known that there is a decline and a lack of consumer interest in
buying local Indonesian products, especially fashion products. However, several articles
show different information that Indonesian consumers’ interest in buying local clothing
products is increasing.

A strategy is needed to increase the market share of local products to compete with
global or imported products, especially in attracting local markets. It is known that the
more ethnocentric a group of consumers is, the more important it is to them where the
product comes from, and the impact is the more active they are in seeking information
about the product [2]. This result is also reinforced by Frenandez and Murti [3] that
revealed consumer ethnocentrism has a significant effect on product purchase intentions.

However, some studies have shown different results. Seitz et al. [4] stated that the
more ethnocentric consumers are, the less complex their curiosity about a product will
be. Sousa et al. [5] stated that the correlation between consumer ethnocentrism and
purchase intention was not significant.

Based on the research gap in these studies, the authors are interested in conducting
research using the consumer ethnocentrism variable and its relation to the intention to
buy local fashion products. Consumer ethnocentrism is the belief held by (American)
consumers about propriety, especially morals, in buying foreign products [4].

Ethnocentric consumers also create a value that can influence others, the value is
considered important to explain that their products are much better than other people’s
products. Several studies explained that ethnocentric consumers have a positive and
significant influence on purchase intention through brand value and brand image. The
research conducted by Seitz et al. [4] found that ethnocentrism as capital to declare
superior products requires a high product value through the image, so that decision
making is through purchase intention of local products. Sousa et al. [5] explained that
the product’s superiority gives a positive impression of a superior product.

1.1 Consumer Ethnocentrism

Consumer ethnocentrism refers to the belief held by consumers regarding the appro-
priateness and morality of buying foreign-made products [6]. Purchasing foreign goods
is undesirable from this perspective since it is considered damaging to the consumer’s
home country’s economy and so unpatriotic. As a result, consumer ethnocentrism seems
to be more likely to highlight the benefits of native items while ignoring the benefits of
foreign products [6].

According to Kaynak and Kara [21], in developing countries, ethnocentrism has a
relationship with several factors, namely social development (economic and technologi-
cal) and the dimensions of the lifestyle of the country of origin. In general, consumers in
developed countries have a higher quality perception of domestic products than foreign
products. This condition causes the impact of ethnocentrism on the purchase of domestic
products and the rejection of foreign products is getting stronger [17]. However, in devel-
oping countries such as Romania and Turkey [18], India, [19] and China [20], consumers
generally view foreign products more than domestic products, especially products made
from countries that have a better image of these products.
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1.2 Purchase Intention

According to Qing et al. [7] about the theory of planned behavior (TPB), consumer buy-
ing behavior is initially determined by purchase intentions and is ultimately determined
by their attitudes. This means that purchase intention is the initial attitude taken by con-
sumers before making a purchase. Product evaluation is one of the most fundamental
aspects of consumer behavior, in which customers examine the features of various prod-
ucts and make purchasing decisions [8]. In evaluating product attributes, consumers will
have an interest or not buy the product. This happens because consumers will receive
a stimulus from something in the evaluation [9] proposed that one of the psychological
factors that has a significant impact on behavioral attitudes is interest. Purchase intention
is a psychological behavior that stems from a person’s feelings (affective) and thoughts
(cognitive) about a product or service they want. Purchase intention can be defined as
a positive attitude toward an object that motivates people to try to obtain it by paying
money or making a sacrifice.

1.3 Brand Value

According to Kotler and Keller [22], “brand value or customer value refers to the dif-
ference between the prospective customer’s evaluation of all the benefits and costs of
an offering and the perceived alternatives.” It’s the gap between total customer value
and total customer expense, in other words. The benefits that customers expect from a
product or service are referred to as total customer value. Total customer value refers
to the set of expenditures that consumers anticipate incurring when evaluating the pur-
chase, use, and disposal of goods and services. The manufacturer’s brand value delivers
emotional value to consumers, rational value to business clients, and reflects the manu-
facturer’s operational efficiency as a key component of the value it delivers to consumers
and business customers [10]. A brand that can provide these three types of value to its
customers can generate demand for its products in a competitive market [13]. Fulfilling
the demand generated through brand value requires brands to shift their focus back to
their corporate activities [12]. The theory also considers the contemporary definition of
brand value provided by studies such as Alazaizeh et al. [11] as a strategic outcome of a
company’s marketing initiatives that are useful for measuring the effectiveness of other
organizational strategies. This definition allows the authors to argue that such business
requirements encourage brand managers to consider the different activity orientations
of their companies towards smooth delivery of the promises made by their brands to
different sets of customers through brand values.

1.4 Consumer Ethnocentrism Implication on Purchase Intention Through Brand
Value

Kaynak and Kara [21] suggested that in emerging countries, ethnocentrism is influenced
by a number of other elements, including the country’s level of social development,
particularly its economy and technology, as well as the lifestyle dimensions of the place
of origin. In a developed country, consumers generally perceive domestic items to be
of higher quality than foreign products. This view is likely to amplify ethnocentrism’s
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influence on both the purchase of home goods and the refusal of foreign goods. [17].
The manufacturer’s brand value delivers emotional value to consumers, rational value to
business clients, and reflects the manufacturer’s operational efficiency as an important
component of the value it delivers to consumers and business customers [10]. Product
evaluation is one of the most fundamental aspects of consumer behavior, in which cus-
tomers examine the features of various products and make purchasing decisions [8]. In
evaluating product attributes, consumers will have an interest or not buy the product.
This happens because consumers will receive a stimulus from something in the evalua-
tion. Shiffman and Kanuk [9] suggested that one of the psychological factors that has a
significant impact on behavioral attitudes is interest. The research results by Lien et al.
[14] and Rangarajan et al. [16] explained that value affects purchase intentions as a basis
for purchase decision-making.

Ethnocentric consumers also create a value that can influence others; the value is
considered important to explain that their products are much better than other people’s
products. Several studies explained that ethnocentric consumers have a positive and
significant influence on purchase intention through brand value. The research conducted
by Seitz et al. [4] found that ethnocentrism as capital to declare superior products requires
high product value through brand value, so that decision making is through purchase
intention of local products. The results of Sousa et al. [5] explained that the superiority of
a product affects a positive impression to be developed as the basis for buying intentions
through brand value.

2 Research Methods

This study is a quantitative descriptive study that aims to determine the relationship
between research variables, namely consumer ethnocentricity, brand value, and intention
to buy local products. Quantitative descriptive research is a study to find and explain
causal relationships between variables through hypothesis testing [15]. The research
location was conducted in Medan where the object of this research is the millennial
generation who use local products native to Indonesia. The research population was the
entire millennial generation who used local fashion products. This study used a sam-
pling technique of purposive sampling. Researcher used purposive sampling for selecting
research samples based on certain criteria with the goal of making the data collected
subsequently more representative [13]. The targeted sample size was 100 respondents.
Purposive sampling used special criteria: respondents who have purchased local fashion
products, aged 15 to 30 years and are willing to fill out a questionnaire. The research
was conducted in several stages, namely the preliminary stage, data analysis, data inter-
pretation, and conclusion. The preparatory stage was conducted by gathering data and
then identifying the study’s phenomena. The data analysis stage, which used a structural
equation model based on partial least squares, was the second stage. The third stage
involved data interpretation, which involved evaluating the projected values for each
variable and comparing them to theory and past research findings. Interpretation can be
used to prove or refute a theory, as well as to build new theories to use as a reference for
research findings.
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3 Results and Discussion

Data collection was carried out using a questionnaire with Google Form given to 100
millennials inMedan as respondents. The respondents came from different backgrounds,
namely gender, age, and regional origin. Respondents gave different consumer ethno-
centrism, brand value, and purchase intention assessments. Based on Table 1, out of
100 respondents, 34 people or 34% were males, and 66 people or 66% were females.
This explains that most respondents who filled out online questionnaires were females.
Table 1 shows that all respondents were age 18 to 23 years.

Table 2 shows that the overall value of the factor loading on each indicator item
meets the criteria, i.e. it is greater than 0.60. The results of the variance retrieved from
all constructs have a satisfactory AVE value, as shown in Table 2, because they meet the
cut-off value above 0.50. Furthermore, the composite reliability value for each variable
is >0.6, and the Cronbach’s alpha value for each variable is >0.6, as shown in Table 2.
As a result, the data used in this investigation can be determined to be reliable.

Table 2 depicts that the value of discriminant validity>0.7 so that the overall variable
construct is valid. Table 2 also shows the value of R-Squared is good.

According to Fig. 1, the CE variable has the largest coefficient value (0.804), indicat-
ing that CE3 has the highest relationship among the other indicators. CE6, with a value of
0.603, is the lowest. The BV5 variable has the highest correlation among all indicators,
with a value of 0.867; the lowest value is BV2 with a value of 0.774. The PI variable
has the highest value, 0.808, and the strongest relationship among other indicators; the
PI2 variable has the lowest value, 0.768 (Table 2).

3.1 Consumer Ethnocentrism Implication on Brand Value

The results of the first hypothesis testing show p value of 0.000, less than 0.05, therefore
the first hypothesis is supported. The t value is 10.309 > t table (1.96). These results
indicate that consumer ethnocentrism has a significant positive impact on brand value.
This study supports Seitz et al. [4] and [5] that explained consumer ethnocentrism has a
significant effect on brand value.

Table 1. Demography of Sample

No Gender Frequency Percentage

1. Male 34 34%

2. Female 66 66%

No Age

1. 18–23 Years 100 100%

2. >24 Year 0 0%

Source: Processed data, 2022
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Table 2. Convergent Validity, Construct Reliability, AVE, and Cronbach’s Alpha

Item Convergent
Validity

Construct
Reliability

AVE Cronbach’s
Alpha

Discriminant
Validity

R-Squared

Consumer
Ethnocentrism

CE1 0.641 0.915 0.578 0.891 0.692

CE2 0.617

CE3 0.804

CE4 0.683

CE5 0.753

CE6 0.603

CE7 0.729

CE8 0.733

CE9 0.680

CE10 0.637

CE11 0.699

Brand Value BV1 0.813 0.924 0.670 0.902 0.819 0.389

BV2 0.774

BV3 0.851

BV4 0.775

BV5 0.867

BV6 0.827

Purchase
Intention

PI1 0.808 0.909 0.684 0.884 0.827 0.664

PI2 0.768

PI3 0.817

PI4 0.869

PI5 0.868

Source: Processed primary data

The result of testing the second hypothesis yields a p-value of 0.000 (<0.05) so
that the second hypothesis is supported. The value of t statistic is 3.133 (>1.96). These
results indicate a positive and significant effect of consumer ethnocentrism on purchase
intention. This research is in line with previous research which explains that the higher
the consumer’s ethnocentrism, the stronger the intention to buy the product [3].

Based on the test results, the p significance value of the third hypothesis is 0.000
(<0.05), meaning that the third hypothesis is supported. The value of t statistic is 10,492
(>1.96). These results explain that the increase in brand value will significantly increase
purchase intention. This study aligns with Lien et al. [14] and Rangarajan et al. [16],
which explained that value affects purchase intentions.
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Fig. 1. PLS-SEM Algorithm (Source: Processed primary data)

Table 3. Research Model Estimation (N: 100)

Direct effect T Statistics P Significant

CE → BV 10.309 0.000

CE → PI 3.133 0.002

BV → PI 10.492 0.000

Source: Processed primary data, 2022

4 Conclusion

The study results show the following. First, the findings of a study on the impact of
customer ethnocentrism on brand value revealed that it had a positive and significant
impact. Second, the findings of a study that looked at the impact of consumer ethnocen-
trism on purchase intent revealed that it had a favorable and significant impact. Third,
the findings of the study that looked at the impact of brand value on purchase intent
showed that it had a favorable and significant impact.
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