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Abstract

The purpose of this study was to study ethnocentrism and its influence on intention to purchase
domestic products of consumers in the central business district of Bangkok. A total of 400 respondents,
aged 25-60 years old in Bangkok’s central business district area (CBD); early Sukhumvit, Phayathai,
Ratchada, Silom, Sathorn, and Lumpini were asked to answer a self-administered questionnaire via
convenient sampling technique. The results showed that consumer ethnocentrism has an influence on
intention to purchase domestic products. However, only two out of seven of socio-psychological factors
were found to have influence on ethnocentrism; collectivism and xenophobia. The rest, including demo-
graphic factors, have no influence on consumer ethnocentrism.
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INTRODUCTION

In this era marked by globalization, marketing
managers are challenged by the world situation in
which there are many business opportunities pro-
vided by the demand for both international and
domestic products.  Nowadays, consumers are
presented with a wider range of foreign products
from different countries. With all of the advances
in communication media, such as television and
the internet as well as increased travel between
countries, consumers are increasingly in touch with

cultures, ways of living, and consumable goods.
This has broadened the reach of large international
brands such as Pepsi or Adidas. It has been the
case that there are consumers who view imported
products favorably and as indicators of worldli-
ness or status, while at the same time, others view
imports with distaste and are much more inclined
to purchase domestically produced goods. These
sorts of negative perceptions can stem from sev-
eral different factors such as ethnicity, culture, ani-
mosity, or xenophobia. Researchers in international
marketing have questioned whether consumers in


