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ABSTRACT 

 

Objective – The purpose of this research is to examine the effect of consumer ethnocentrism and its effect on perceived 

quality, perceived price and brand image toward consumers’ intention to purchase local clothing brand especially 

young consumer. 
Methodology – The research methodology used quantitative method with primary data. The design and development 

of this questionnaire were based on an initial pretested survey, distributed to 141 college students.  

Findings – The results show that consumer ethnocentrism has a positive effect on consumer perceived quality, 

perceived price and brand image toward consumers’ intention to purchase local brand in casual clothing category. It 

also shown that brand image plays a big role in influencing consumers’ purchase intention in buying local clothing 

brands. 

Novelty – This study will give an understanding regarding the influence of government campaign using consumer 

ethnocentrism towards young consumer’s purchase intention of local brands in Indonesia. 
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I. INTRODUCTION 
 

As the economy grows, infrastructure will improve, foreign investment will pour in, people will become 

wealthier, and consumers will spend more. According to Indonesia’s Bureau of Statistics, Indonesia’s 

economy grew with GDP at 5.02 percent in 2019 (Akhlas, 2020). Indonesians appear to be increasing 

discretionary spending on what can be considered premium goods. With more money to spend, Indonesian 

people begin to spend on products other than necessities to catch up with the latest trends. Spending is 

expected to grow in financial services, travel, leisure, and apparel as urbanites grow to roughly 71 percent 

of the total population in 15 years (Insight interAsia, 2014). The rise in consumer demand has led to a 

property construction boom, prioritizing new multi-story shopping complexes. Along with the 

development, global brands and investors are attracted to expand their businesses in Indonesia, whether 

entering for the first time or continuing their expansion activities by adding their retail stores or brand 

portfolios, primarily in major or key cities across Indonesia.  

Seen as a great potential of the retail market with over 250 million people in 2014 (World Bank, 2015), 

Indonesia continued to be lucrative to many global brands. Global companies are entering the market 

through joint ventures or establishing their own local company as a subsidiary. By joint venture, they 

leverage an existing local company’s distribution and expertise in the market. The clothing retail business 

is always trying to keep pace with the ever-changing fashion trends of the time. The industry comprises a 

fiercely competitive market composed of large chains and small independent retailers. Today, consumers 

are presented with numerous options for what clothing styles are available and where to buy them. Due to 

the significant presence of competitors in this market, consumers have more discretion over which business 

or brand to choose. Therefore, customer preferences are critical to the survival of a business.  
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In a study by Özsomer (2012), global brands generally tend to be desirable on a high profile and high 

involvement product category, while local brands are more desirable for everyday products. Today, 

consumers have more exposure to a broader array of imported goods because of ongoing trade 

liberalization, advances in transportation, improved communication technologies, and other catalysts 

(Wignaraja, 2002). This plethora of imported products and brands has changed the marketplace. 

According to Budiman (2013), some 90 million Indonesians will join the consumer class by 2030. It is 

more than in any other emerging market in the world, apart from China and India. For local brands, this 

will mean an additional US$1 trillion in annual spending by increasingly optimistic buyers (Insight 

interAsia, 2014). However, a national campaign to use local products struggles amid the flow of 

international brands (Prathivi, 2014). Consumers in developing economies appear to perceive those 

products from developing countries are of lesser quality and will result in higher levels of dissatisfaction 

(Batra et al., 2000). Many Indonesians, especially those from the upper class, are reluctant to buy Indonesian 

products because they regard them as lower quality than imported ones (Suyanto et al., 2019). In dealing 

with the competition of global brands, nationalism is on the rise, and more robust industrial policy is being 

considered.  

Love Indonesia 100% or in the Indonesian language “100% Aku Cinta Indonesia” launched in 2009 as 

a sign of the government’s intensifying effort to bolster the consumption of domestic products. This 

campaign program is based on Presidential Decree No.2 of 2009 on Intensification of the Use of Domestic 

Products in Government Procurement of Goods or Services. Although the campaign was initially meant as 

a consumer awareness program to promote Indonesian products and brands, the campaign has transformed 

into a social movement to appreciate and love everything Indonesian, not just brands and products but also 

foods, arts, crafts, traditional and popular culture, and many aspects of Indonesia. The vast number of 

consumers and the relatively low manufacturing level have created opportunities for imported consumer 

products to flood the local market. The campaign is aimed at helping local industries survive the impact of 

the global economic crisis, which has caused the global demand for Indonesian products to shrink. This 

type of campaign indicates the concept of consumer ethnocentrism introduced by Shimp and Sharma 

(1987), which claims it is inappropriate to buy foreign products. Instead, consumers are encouraged to 

support domestic companies through the purchase of locally made products. Thus, the main subject of this 

study is to analyze the effect of consumer ethnocentrism to purchase local clothing brands along with other 

variables explained in the following research questions.  

The main questions of this research will be elaborated in the following questions: Does consumer 

ethnocentrism positively affect consumers’ perceived quality of local clothing brands? Does consumer 

ethnocentrism have a positive effect on consumers’ perceived price on local clothing brands? Does 

consumer ethnocentrism have a positive effect to the brand image of local clothing brands? Finally, does 

consumer ethnocentrism have a positive impact on influencing the consumer to purchase local clothing 

brands? 

 

II. LITERATURE REVIEW 
 

Brand Image 

Brand image is a device beliefs, ideas, and impressions of a person to a brand. Brand image represents 

the entire consumer perceptions of the brand and is formed through information and experience to the brand 

(Kotler, 2002). Brand image is defined as the consumer picture of how the brand is distinguished from other 

brands in the category of similar products. Brand image is an important variable in the studies on brand; 

usually it measures certain aspects of the brand in the mind of people (Saleem et al., 2015). In addition, 

brand image has an impact on the perceived personality (Chan-Olmsted & Cha, 2008). When a company 

extends its brand, then perceived quality and the fit between the extension and parent brand affect the brand 

image (Arslan & Altuna, 2010). Using brand image, consumers have a foundation in evaluating alternative 

existing brand that encourages interest in making purchasing decisions.  
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Perceived Price 

Price can be the reason of the amount of willingness needed to purchase a product and indicant of 

quality level of a product or service. Although higher price leads to higher perceived quality, higher price 

could indicate a greater monetary measure one have to make and what must be sacrificed in order to gain 

something (Harmanta et al., 2011).   

 

Perceived Quality 

Customers typically sees price as a critical expense component. Perceived quality is a psychological 

assessment of a consumer about the quality of any product based on his or her perceptions (Saleem et al., 

2015). The objective characteristics of a product include intrinsic as well as extrinsic signals of quality. 

Intrinsic signals lead to perceived quality and the perceived quality increases the brand equity so managers 

should strive to reduce the gap between the expected perceived qualities and observed perceived quality 

(Sanyal & Datta, 2011). Quality is a perceptual thing and subject to individual's assessment of product 

features. Herstain and Zvilling (2011) mentioned that when managers should focus on ten different 

attributes of their brand, and quality is prominent among them. Customers want permanent quality at a low 

price, yet very difficult to know what quality they perceive in a brand (Grunert, 2005). Brand credibility 

increases perceived quality which has an effect on purchasing intentions, however pleasure-seeking 

behavior has a moderating role in this relationship (Baek & King, 2011). Akram et al. (2011) reported that 

when a brand is perceived to be globalized, it can meet the consumers' purchase intention of focusing on 

the features like quality and prestige according to consumers’ perceptions. 

 

Purchase Intention 

Purchase intention is a measure of readiness to buy a product and has also been set as the probability 

that a consumer will buy a product or services (Rizwan et al., 2014). For marketers purchase intention is of 

vast meaning as their forecasted consumer behavior is highly dependent on this purchase intention of the 

customers. Purchase intentions can help companies especially managers in making marketing decision 

which related to product demand with new or existing products. Purchase intention is the probability that 

customers in a certain purchasing situation choose a certain brand of a product category (Crosno et al., 

2009). Besides that, purchase intentions also can help managers in segmenting the market and the last is 

helping in promotion strategies. Prior to a purchase, first, consumers collect information about the products. 

When collecting the information, consumers can get it from personal experience or external environment. 

After collecting the product information that they want, next, consumers continue to the assessment and 

evaluation process. The aim of do assessment and evaluation process knows exactly the advantages and 

benefits from the products that they want to buy. Lastly, consumers make a purchase decision after making 

comparison and judgment about the products. In this step, consumers have already decided what products 

that they want to buy. Since they have already collected and evaluated the products information, when 

consumers make a purchase decision, they will not doubt to purchase the products. As the result, consumers 

will be satisfied if they have already got the advantages and benefits after purchasing a particular product 

and at the end consumers will make other purchase decision in the future. In brief, before consumers make 

a purchase, consumers collect product information based on personal experience and external environment. 

When the amount of information reaches a certain level, consumers start the assessment and evaluation 

process, and make a purchase decision after comparison and judgment.  

 

Consumer Ethnocentrism 

Ethnocentrism is a nearly universal syndrome of attitudes and behaviors, typically including in-group 

favoritism (Sumner & Keller, 1906; Le Vine & Campbell, 1972). Ethnocentrism is an attitude that is usually 

defined as the tendency to view other cultures through the eyes of one’s own culture, and thereby 

misrepresent them (Starr et al., 1997). Shimp and Sharma (1987) introduced the concept of consumer 

ethnocentrism that it is inappropriate to buy foreign products, and that consumers are encouraged to support 

domestic companies through the purchase of locally made products. Others have explored how consumer 

ethnocentrism affects the extent to which consumers’ select domestic goods over foreign alternatives 
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(Shimp & Sharma, 1987). The common definition of ethnocentrism mentions two elements, “a positive 

attitude toward one's own group” which includes positive prejudice about the in-group and “a negative 

attitude toward other ethnic groups” which contains negative prejudice about out-groups (Billiet et al., 

1996). As defined by Kinra (2006), consumer ethnocentrism is a psychological construct representing how 

consumers view products made in their own country markets as objects of pride and identity versus those 

from other country markets. Ethnocentricity has substantial implications for consumer attitude formation 

towards foreign products or brands, their purchase intentions and choice between domestic versus foreign-

made products (Reardon et al., 2005). According to Steenkamp et al. (2003) ethnocentric consumers take 

pride in their country’s brands, symbols, and culture. They are less open to foreign cultures and are less 

cosmopolitan. 

Consumer ethnocentrism does not mean that consumers always prefer domestic products over foreign 

alternatives at any cost (Thelen et al., 2006; Verlegh, 2007). Several studies indicated that in-group 

evaluations display a balance of in-group bias and reality (Verlegh, 2007). For example, Balabanis and 

Diamantopoulos (2004) reported that in-group bias may be more capable of explaining consumers' positive 

bias toward domestic products rather than negative bias against foreign alternatives from specific countries 

by UK consumers. Similar examples have also been established elsewhere. For example, although Polish, 

Russian, and Chinese consumers displayed positive bias towards their domestic products, they did not 

harbor negative bias against foreign alternatives when these were clearly superior to the domestic brands 

(Thelen et al., 2006). In other words, consumer ethnocentrism often distorts consumer product perceptions 

in favor of domestic products, but this in-group bias may not be strong enough to overcome shortcomings 

such as product quality and so consumers may sometimes prefer a foreign alternative over a domestic 

product (Verlegh, 2007). Based on the study of demographic by Awdziej et al. (2016), older consumers 

have a tendency to be more ethnocentric than younger consumers. Income is not a discriminating factor in 

determining the ethnocentric tendencies of consumers. Female consumers have a tendency to be more 

consumer ethnocentric than men.  

Other related theories on consumer ethnocentrism are patriotism, nationalism and internationalism. 

According to Galston (2018), patriotism refers to strong attachment to certain political community without 

the corresponding to its existing form of government. Researchers have found that negative stereotypes 

about some foreign goods and patriotic feelings about domestic goods have caused consumers to be more 

likely to negatively stereotype some foreign goods and prefer domestically made goods (Shimp & Sharma, 

1987). Nationalism encompasses views that one's country is superior and should be dominant (and thus 

implies a denigration of other nations). Finally, internationalism focuses on one’s concern about other 

nations’ welfare and reflects empathy for the people of other nations. In summary, favorable attitudes 

towards one’s country are not necessarily associated with negative ones towards other countries. 

Consequently, it appears plausible that a favorable bias towards domestic products may not necessarily 

imply a negative one for imported products (Balabanis et al., 2001).  

 

III. RESEARCH METHODOLOGY 
 

This research takes place in several universities in Indonesia, majority in Jakarta, Bogor, Depok, 

Tangerang, and Bekasi from July 9, 2015, to July 15, 2015. The model is adopted from Putri’s (2008) study 

with several modifications. Additional variable was added to the model, which is brand image, then 

perceived value were taken out from the model. Perceived value was taken out because in the aim this 

research is to know the direct effect of perceived quality and perceived price to purchase intention. 

Therefore, perceived value was taken out. Meanwhile, brand image was added to this model because the 

researcher wants to know in which a specific brand is positioned in the market especially among young 

consumers. The idea behind brand image is that the consumer is not purchasing just the product or service 

but also the image associated with that product or service. Since this research is emphasizing on the brand 

as the determinant factor for consumer to purchase a product, thus brand image was added to the model as 

independent variable. The proposed model will be described in Figure 1.  
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Figure 1. Proposed Research Model 

 

Based on the model above, perceived quality along with perceived price and brand image are influenced 

by consumer ethnocentrism. In the actual world, many other factors that affect the formation of perceived 

quality perceived price and brand image beside the aspects of consumer ethnocentrism and so does the other 

variables. However, the model in this research is focusing on finding the positive effect between 

independent and dependent of the described variables.  

Questionnaire is a research instrument involving series of questions that is aimed to extract certain 

information from the respondent. A questionnaire was employed in collecting the data needed for this study. 

This research questionnaire consists of 4 parts. First part is screening questions; second part is the questions 

regarding the variable, third part is the demographic and last one is the general question. The questionnaire 

is using 6-likert scale with the degree of agreement toward the statement given from  1 to 6, with 1 being 

Strongly Disagree and 6 being Strongly Agree.  
 

IV. FINDINGS AND DISCUSSION 
 

Pretesting refers to the testing of the questionnaire on a small sample of respondents to identify and 

eliminate potential problems. Before spreading the real questionnaire, researcher conducted a pre-test to 30 

respondents. The respondents are Sampoerna University students that fulfil the criteria of the real sample 

respondents. Pre-test was conducted to test whether the questionnaire can be used or not to avoid 

misunderstanding of meaning in the questions. To test whether the questionnaire can be used, reliability 

and validity test are applied in this research. There were 28 questions from all variables that being tested 

before doing the validation and reliability test.  

 

Reliability and Validity Tests 

Cronbach’s Alpha is used to measure the reliability test. The measurement can be categorized as reliable 

if the Cronbach’s Alpha is 0.7 or above. 

 
Table 1. Reliability Analysis 

 

 
 

Data in Table 1 shows that there is no variable that has Cronbach’s Alpha below 0.7. Therefore, it can 

be said that all of the questions in the questionnaire are reliable and supports research constructs.   
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Validity test conducted after the reliability test is finished. The aim of validity test is to analyze the 

factor based on variables in the research. KMO (Kaiser-Meyer-Olkin) and Anti Image Correlation Matrix 

can be used as techniques to check whether the data is valid or not. If the KMO value is below 0.50 is not 

valid and indicated problem with sampling. For Anti Image Correlation Matrix, if the value is above 0.50 

it means the data is good and not valid if the value is below 0.50 (Field, 2000).  

 
Table 2. Validity Analysis 

 

 
 

Descriptive Result of the Respondents 

The total respondents of this research are 141 students, 72% of the respondents are female. Majority of 

the respondents are currently pursuing bachelor’s degree with the percentages of 82% and Diploma for 

18%. The respondents resided in Jakarta with 71%, followed by Bekasi with 15%, Depok with 6%, 

Tangerang with 5% and Bogor with 3%. The average monthly spending shows that 32% of the respondents 

spend about Rp 1.000.000 – Rp 1.999.000 per month. Meanwhile, 31% of the respondents spend IDR 

500.000 – IDR 999.000, 15% of respondents spend IDR 2.000.000 – IDR 3.000.000. Lastly, 11% of 

respondents spend more than IDR 3.000.000 and the other 11% of respondent spend less than IDR 500.000 

in a month.  

 

Analysis of Model 1 

The first model will answer the hypothesis H1. The technique that used on this model is simple 

regressions model. The table below describes the effect of Consumer Ethnocentrism to Perceived Quality.  

 
Table 3. Regression Analysis (Model 1) 
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According to the regression result, p-value is less than significant level 0.001. It indicates that the model is 

fit and can be used as the model. This analysis also supported by the value of F-statistic. F-statistic 

(F=16.932) is higher than F-table (F-table (n =141, k = 2) = 3.84) explain that the whole model is highly 

significant. F-statistic describes overall significance of the model.  

 
Table 4. Coefficients (Model 1) 

 

 
 

Regression Analysis (Model 2) 

The second model will answer the hypothesis H2. The technique that used on this model is simple 

regressions model. The table below describes the effect of Consumer Ethnocentrism to Perceived Price. 

 
Table 5. Regression Analysis (Model 2) 

 

 
 

According to the regression result, p-value is less than significant level 0.001. It indicates that the model 

is fit and can be used as the model. This analysis also supported by the value of F-statistic. F-statistic 

(F=58.776) is higher than F-table (F-table (n =141, k = 2) = 3.84) explain that the whole model is highly 

significant. F-statistic describes overall significance of the model. 

 
Table 6. Coefficients (Model 2) 

 

 
 

Regression Analysis (Model 3) 

The third model will answer the hypothesis H3. The technique that used on this model is simple 

regressions model. The table below describes the effect of Consumer Ethnocentrism to Brand Image. 

 
Table 7. Regression Analysis (Model 3) 

 

 
 

According to the regression result, p-value is less than significant level 0.001. It indicates that the model 

is fit and can be used as the model. This analysis also supported by the value of F-statistic. F-statistic 
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(F=32.716) is higher than F-table (F-table (n =141, k = 2) = 3.84) explain that the whole model is highly 

significant. F-statistic describes overall significance of the model. 

 
Table 8. Coefficients (Model 3) 

 

 
 

Regression Analysis (Model 4) 

The fourth model will answer the hypothesis H4, H5, H6 and H7. The technique that used on this model 

is multiple regressions model. The table below describes the effect of Consumer Ethnocentrism, Perceived 

Quality, Perceived Price and Brand Image to Purchase Intention.  

 
Table 9. Regression Analysis (Model 4) 

 

 
 

According to the regression result, p-value is less than significant level 0.001. It indicates that the model 

is fit and can be used as the model. This analysis also supported by the value of F-statistic (F=81.857) which 

is higher than the F-table (F-table (n =141, k = 5) = 2.37) hence a highly significant result. F-statistic 

describes overall significance of the model. 

 
Table 10. Coefficients (Model 4) 

 

 
 

Model 1 

Perceived Quality = 2.860 + 0.349 X1 

First, the intercept value is 2.860. It means that 2.860 is the estimation of the average of perceived 

quality when the explanatory variable X1 remain the same or zero. Second, the findings regarding 

explanatory variable’s (slope) indicated that X1 was statistically significant different from zero where the 

coefficient value of X1 was 0.349. The value 0.349 indicated that any changes in consumer ethnocentrism 

will increase perceived quality variable by 0.349.  

Based on the model above, this research has 1 significant variable which was consumer ethnocentrism 

(X1). Besides that, model 1 of this research also has positive correlation between dependent variable and 

independent variables. It means that when consumers have a high consumer ethnocentrism, it would 

increase their perceived quality of the local branded products.  
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Figure 2. Research Model 

 

Model 2 

Perceived Price = 1.635 + 0.657 X1 

First, the intercept value is 1.635. It means that 1.635 is the estimation of the average of perceived price 

when the explanatory variable X1 remain the same or zero. Second, the findings regarding explanatory 

variable’s (slope) indicated that X1 was statistically significant different from zero where the coefficient 

value of X1 was 0.657. The value 0.657 indicated that any changes in consumer ethnocentrism will increase 

perceived price variable by 0.657. Based on the model above, this research has 1 significant variable which 

was consumer ethnocentrism (X1). Besides that, model 1 of this research also has positive correlation 

between dependent variable and independent variables. It means that when consumer more ethnocentric, it 

would increase their perceived price of the local branded products.  

 

Model 3 

Brand Image = 1.850 + 0.506 X1 

First, the intercept value is 1.850, meaning that the value is the estimation of the average of brand image 

when the explanatory variable X1 remains the same or zero. Second, the findings regarding explanatory 

variable’s (slope) indicated that X1 was statistically significant different from zero where the coefficient 

value of X1 was 0.506. The value 0.506 indicates that any changes in consumer ethnocentrism will increase 

the brand image variable by 0.506. Based on the model, this research has 1 significant variable which was 

consumer ethnocentrism (X1). Besides, model 1 of this research also has positive correlation between 

dependent variable and independent variables. It means that when consumers are being ethnocentric, it 

would increase their brand image toward local-branded products instead of foreign-branded ones.  

 

Model 4 

Purchase Intention = -0.516 + 0.166 X1 + 0.330 X2 + 0.225 X3 + 0.414 X4 

First, the intercept value is -0.516, meaning that the value is the estimation of the average of purchase 

intention when the explanatory variables (X1, X2,X3,and X4) remain the same or zero. Second, the findings 

regarding explanatory variable’s (slope) indicated that X1 was statistically significant different from zero 

where the coefficient value of X1 was 0.166. The value 0.166 indicated that any changes in consumer 

ethnocentrism will increase purchase intention variable by 0.166. For X2, the result also gave significant 

effect to dependent variable. It can be seen by the coefficient value of X2 was 0.330. The value 0.330 

indicated that any changes in perceived quality will increase purchase intention variable by 0.330. For X3, 

the result also gave significant effect to dependent variable. It can be seen by the coefficient value of X3 

was 0.225. The value 0.225 indicated that any changes in perceived price will increase purchase intention 

variable by 0.225. The last variable which was variable X4 that gave significant result too that can be seen 

from the coefficient value of X4 was 0.414. The value 0.414 indicated that any changes in brand image will 

increase purchase intention variable by 0.414. Based on the result of this study, it shows that consumer 
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ethnocentrism has a low effect to purchase intention when it acts as a direct effect. Consumer ethnocentrism 

will have a high effect to purchase intention when it uses brand image as a mediating variable to purchase 

intention.  

 

V. CONCLUSION 
 

Based on the result of this research after collecting data from 141 college students who lived in Jakarta, 

Bogor, Depok, Tangerang, and Bekasi and made analysis of data by using SPSS for all variables, it can be 

concluded: (1) Consumer Ethnocentrism has positive significant effect to Perceived Quality of consumer 

in buying local clothing brand, (2) Consumer Ethnocentrism has positive significant effect to consumer’s 

Perceived Price in purchasing local clothing brand, (3) Consumer Ethnocentrism has a positive significant 

effect to the Brand Image of local clothing brand, (4) Consumer Ethnocentrism has a positive significant 

effect in influencing consumer intention to purchase local clothing brand, (5) Brand image has the highest 

effect towards consumers’ purchase intention. Since consumer ethnocentrism has positive significant effect 

to the perceived value, perceived price, and brand image to the purchase intentions, it is important for 

companies to maintain or even increase the campaign that using consumer ethnocentrism factor to enhance 

the sales of local products or brands. The result in this research is similar from a past research claiming that 

consumer ethnocentrism has a positive effect on consumers’ perceived quality and perceived price 

(Purwanto, 2014; Mockaitis et al., 2013). On the contrary, current study found that consumer ethnocentrism 

has a direct positive effect to consumers’ intention to purchase local clothing brand. The reason why this 

happens is because the product category is different with the one used in this research. Moreover, high or 

low consumer involvement to a product reflects the level of involvement when he/she is evaluating a 

product before making an actual purchase. The higher the level of involvement, the more complex decision-

making process will be made.  

As an enormously large, diverse, and rapidly transforming country of 250 million people, Indonesia’s 

complexity poses many uncertainties and opportunities for international and domestic companies aiming to 

do business in the archipelago. Since consumer ethnocentrism has a positive significant effect to the all 

variables in this research, ethnocentrism can benefit domestic companies because ethnocentric consumers 

will be more likely to purchase domesticallyproduced products and less likely to purchase foreign-

manufactured products. This can have the effect of keeping foreign companies out of the market, which 

allows domestic companies to avoid competition from low-cost foreign producers. This allows domestic 

companies to protect their market and maintain low levels of competition.  

 

Managerial Implication 

For clothing company, marketing departments with the help of advertising and sales department always 

strive to providing a better brand image and positioning. This study has few managerial implications that 

can help managers to make a better marketing decision. From the model, Brand Image and Perceived 

Quality hold a very big role in affecting consumers’ intention to purchase a product (in this case clothing). 

It means that if the clothing or apparel companies concentrate and make improvement to increase their 

brand image and consumers’ perceived quality, the more consumers’ will likely to purchase the product. In 

increasing brand image, company could conduct branding activities. Branding activities are all a brand does 

that impacts consumer perceptions of the brand including product improvements, customer service, user 

manuals/quick-start guides, and discounts amongst others. These activities have several benefits such as 

attracting customers, better market position and competitive advantage. Indonesia is an attractive 

investment opportunity for local and international investors. Therefore, both local and international brands 

are competing with each other for attaining maximum market share. Accordingly, managers should not 

undervalue the relationships of consumer ethnocentrism, and perceived price as it forms link of how 

consumers’ intention is affected by those variables based on the results above. Consumers pay attention 

more to the brand with good images and quality, which is an important factor for clothing companies. While 

formulating the branding program, managers can make decisions based on the results of this study. The 

findings refers that it seems to be important to focus on the advertising strategy which create a perception 
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in the minds of the customers about the quality and the image of the brand. Moreover, because the findings 

of this study are of the opinion that the perceived quality of the brand should be higher so therefore 

awareness programs and the loyalty programs must concentrate on the quality features of the brands.  

 

Limitations and Future Research 

There are few limitations in this research; first, the sample is nonprobability, and it is not representative 

of all the consumers of the country. It means that this study is limited only for clothing products not for 

other consumer goods product as well. The selection of local and global brands for the questionnaire was 

done by having some information from the market as the researcher cannot find the data which explains the 

top clothing brands among young consumers. Time period to conduct the study was very limited. Some of 

the respondents did not answer the questions seriously. The sample size was limited to five cities only 

which cannot be easily applied to all populations of Indonesian college students. All respondents have not 

maintained the same level of accuracy in answering the questions due to the lack of time and interest. It 

may create a little discrepancy to some extent in formulating the conclusions.  

For the next research, future studies could be more exploring other factors that would influence 

purchase intention of consumers in buying local brand such as consumerism and conspicuous consumption 

that consumer have to possess certain goods or brands.  

With a larger sample size or probability sampling frame research may help to generalize the results of 

this study in future. Conduct the research not only in Java, but in other big cities outside Java to measure 

the ethnocentrism tendency in every geographic area in Indonesia so that it will give better result at the end 

to truly represent the population of Indonesia.  

Similar research can be carried out to other product categories like food, jewelry, cosmetics, and 

electronics. Research for different industries can also be carried out such as manufacturing industry or 

retailers. Since brand image has the highest effect to consumers’ purchase intention of buying local clothing 

brand, a comparison of brand image among various product categories may enhance the knowledge for 

different results of consumers’ perception of brand towards a product. Study of same local brands operating 

in different cities can educate companies about brand image formation in two different region and cultures.  
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