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Abstract 

Even if reactions to foreign goods are measured by means of various conceptual structures, 
few studies approach the question from the point of view of boycotts. Responding to this 
scarcity and with the aid of netnography, this study examines antecedents of consumer 
boycotts of foreign goods. The study considers the degree to what a measurement model is 
useful for examining this boycott process. When the study examines the boycotting of 
foreign goods as an individual or social process, the study examines the phenomena of 
nationalism, xenophobia, country-of-origin, and ethnocentrism as antecedents. The 
conversion of the dimensions obtained from discourse analysis into items and that were 
tested by means of exploratory and confirmatory factor analysis lead to two discoveries: 1) 
three basic dimensions – hate against foreign products, citizen consumers and economic 
independence - influenced decisions to boycott and 2) the second-order model (all 
constructs load on one construct as consumer boycotting) was more valid than the three 
first-order models. 
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Introduction 

The factors that inform consumers opting for domestic rather than foreign products are as 
follows (Hinck, 2005): 1) the origin of the foreign goods, 2) nationalism, 3) ethnocentrism, 
4) animosity, and 5) patriotism. It has been noted that culture of origin also influences 
preferences for foreign goods (O’Cass and Lim, 2002). A variety of studies have explored 
the negative or positive preferences of consumers with respect to foreign goods (Knight, 
1999; Watson, 2000; Kaynak and Kara, 2002;).  
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Shimp and Sharma (1987) built the basic conceptual groundwork of consumer 
ethnocentrism. Patriotic attitudes (Han, 1988, Akhter, 2007), nationalism (Balabanis, 
Diamantopoulos, Mueller and Melewar, 2001), xenophilia (Oberecker, Riefler and 
Diamantopoulos, 2008), xenophobia (Altintas and Tokol, 2007) and cosmopolitanism 
(Cannon and Yaprak, 2002) are significant factors in the process of choosing between 
domestic and foreign goods. Certain studies suggested that national identity and 
nationalistic attitudes closely link to consumer ethnocentrism (Verlegh, 2007; Vida and 
Raerdon, 2008). The study examines the reflection of negative impulses harbored by 
consumers in boycotts of the goods of a foreign country. The study determines the 
dimensions for measuring the ideas of consumers about boycotting foreign goods, which 
entailed two studies: the first involves discourse analysis and the second field research. 
While ethnocentrism ascribes to the connotations of a protection mechanism for domestic 
goods and, thus, continuity (Shimp and Sharma, 1987), boycotting foreign goods is much 
more straightforward. The ethnocentric view dictates that one should prefer domestic 
goods. However, a preference for domestic goods may boost sales but, at the same time, it 
is not the same as a boycott (Kühschelm, 2010). Thus, a nationalist attitude, rather than a 
patriotic attitude, informs boycotts. Boycotts have variable structures that depend on 
circumstances and information acquired by consumers. It would therefore be more rational 
to subordinate boycotts to animosity because the notion of animosity determines the 
participation in boycotts (Smith and Li, 2010). One way of conceiving of consumer 
animosity (Klein, Ettenson and Morris, 1998) is in negative attitudes toward a certain 
country, which leads to a rejection of that country’s goods. It is possible to analyze 
consumer boycotts as one sub-category of animosity (Amine, 2008). 

Our approach to analysis the boycotting of foreign products focuses on boycotting of 
foreign products in general rather than rather the boycotting of goods from a particular 
country, or the boycotting of a brand/ or company's product. Although boycotts are 
increasingly relevant for management decision making, there has been little research of an 
individual consumer’s motivation to boycott, also, a little research relating boycotting of 
foreign products in developing country and its classification as a measurement model. In 
this context, theoretical and practical approaches and decisions will be managed and made 
by these results. The aim of the article is, initially, to specify qualitative analysis of the 
premises underlying consumer boycotts of foreign goods and, based on this data, to subject 
these antecedents to quantitative testing by means of a measurement model. The initial 
stage involves the creation of conceptual explanations, followed by the performance of the 
two studies and, finally, the discussion of the findings. 

 

2. Conceptual Development 

2.1. Political Consumerism 

In recent years, the appearance in the domestic and international arenas of anti-social 
production and marketing practices involving, for instance, breach of the law, pollution and 
child labor, and the ensuing international debates have caused a crisis for enterprises 
(Ettenson and Klein, 2005). Consumer boycotts constitute important examples of this kind 
of reaction. Vociferous attitudes, due to their logic of social identity or collective action, 
may manifest themselves in the theory or practice of boycotts. Although there has been 
increased interest in consumer boycotts (Cromie and Ewing, 2009; Lee, Motion and 
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Conroy, 2009), “the factors that motivate individual boycott decisions remain largely 
unexplored” (Hoffmann and Müller, 2009, p.239). In terms of influencing the participation 
of consumers in boycott decisions, the factors of social and personal self-esteem, behavior 
modification (Braunsberger and Buckler, 2010), social dilemma, reference group effect 
(Sen, Gurhan-Canli and Morwitz, 2001) and, viewed individually, entering collective 
consciousness and conveying one’s own anger and personal values to the opposite group 
through a reaction to its goods (Farah and Newman, 2010; Jensen, 2008) are important, 
along with making a difference, self-enhancement, counterarguments and constrained 
consumption (Klein, Smith and John, 2004). The investigation of consumer boycotts adopts 
three basic perspectives: (1) the frequency, causes and goals of boycotts; (2) the 
consequences of boycotts; and (3) the motivations of participating individuals (Hoffman 
and Müller, 2009). However, there has been a dearth of metric-based investigations. This 
deficiency has provided the impetus for the present study.  

Political consumption is a subcategory of “resistance” identity (Cherrier, 2009) and, thus, 
when consumers boycott foreign goods for political reasons, the resistance describes this 
condition as. Micheletti (2002), on the other hand, described political consumerism as 
individualized collective action. Political consumerism uses market actions and consumer 
choice as a political tool (Micheletti, 2003; Micheletti, Follesdal and Stolle, 2004). 
Micheletti (2003, p.2), suggesting that political consumerism “represents actions by people 
who make choices among producers and products with the goal of changing objectionable 
institutional or market practices.”  

Political consumerism is a structure whose driving forces are self-expression, mutual 
respect and warning, and it has its basis in the action system (Follesdal, 2004). Reactions 
displayed by consumers to goods and products, and to goods viewed in terms of country, 
are classified into two main groups: boycott and buycott. Both of these fall within the 
domain of political consumerism (Micheletti et al., 2004). According to the notion of social 
movement, consumers have the roles of exercising individual choices and of merging with 
the collective consciousness (Holzer, 2006). In recent times, this circumstance has taken a 
form in which media-oriented boycotts influence (Peretti and Micheletti, 2004) and spurs 
action. Shah, McLeod, Kim, Lee, Gotlieb, Ho and Breivik (2007) handled political 
consumerism with the O-S-O-R model as a behavioral response. Political consumerism has 
three fundamental components (Stolle and Hooghe, 2003): behavior, motivation and 
frequency. Whether or not there is participation, whether or not there exists a true stimulus 
and whether or not participation is frequent explains the fundamental components of 
political consumerism (Stolle, Hooghe and Micheletti, 2005). On the other hand, 
examination of political consumerism as a framed value (Klintman, 2006) reveals that 
decisions to boycott foreign goods are process-focused because the decision invokes 
sensitivity with respect to national values. A further feature of consumer boycotts is the 
mass-organized form of social activism (Kozinets and Handelman, 2004), known as culture 
jamming (Carducci, 2006) which includes a form of social activism (Cammaerts, 2007). In 
this regard, certain acts and reactions of consumers fall under the notion of social 
movement (Hollenbeck and Zinkhan, 2006). Delacote (2009) stated that collective action 
makes or breaks boycotts. The collective action logic behind boycotts (Yuksel and Mryteza, 
2009) supports the notion that collective boycotts spread more quickly and that the media is 
a powerful source of information in boycotts (Neilson, 2010). Boycotts fall under the 
normative dimension of consumer behavior (Dimitrovic and Vida, 2010). 
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2.2. Boycott Antecedents 

Since boycotts entail consumers exercising their purchasing power (Jacobsen and Dulsrud, 
2007), consumers arguably exercise this power in favor of their own countries by 
boycotting foreign goods. Based on the premise that consumer boycotts are the reflection, 
in consumer behavior, of individual problems or those experienced between countries 
(Langan, 1995; Chavis and Leslie, 2009; Knight, Mitchell and Gao, 2009), they may be 
national in scope (Friedman, 1999). There is an argument that boycotts are negative action 
at an individual or group level, and social pressure is also an important factor (Rice and 
Wongdata, 2007). Baek (2010) conducted research into the positioning of consumers in 
terms of world view with respect to politics in a general sense.  Additionally, consumers 
may resort to boycotts for political reasons (Sandıkçı and Ekici, 2009). Consumers 
sometimes engage in boycotts to oppose globalization (Lee et al., 2009) and sometimes as a 
reaction to a failure to respect ethical values (Post, 1985; Brunk, 2009;). There are two 
ways of conceiving of boycotts. By placing boycotts within the context of the consumer 
movement, the identity which activists internalize (Kozinets and Handelman, 2004) attains 
important. Because boycotts employ a logic of punishment toward another party (Friedman, 
1996), it is possible to view country-based product boycotts as a warning or punishment 
intended to correct that country’s behavior.  

A relationship exists between globalization, global openness and the ethnocentric structures 
of consumers (Suh and Kwon, 2002). Consumers who have ethnocentric tendencies tend to 
perceive domestic products as superior to foreign products (Shimp and Sharma, 1987). The 
degree of animosity felt by a consumer in one country toward another country or group of 
countries impacts their purchases of that country’s goods (Leong Leong, Cote, Ang , Tan , 
Jung , Kau  and Pornpitakpan , 2008), and when this viewpoint is adopted, animosity 
influences boycott participation (Ettenson and Klein, 2005). Klein et al. (1998, p.90) 
defined animosity as “remnants of antipathy related to previous or ongoing military, 
political or economic events”. According to several studies,  there exists a relationship 
between animosity and COO (Russell and Russell, 2006; Amine, 2008). Animosity is a 
multi-dimensional construct that involves country-specific levels of intensity. Both 
cognitive and affective processes are involved in interactions between animosity and COO 
effects, and even low levels of animosity can affect consumer response (Klein et al., 1998). 
Given the link between consumer boycotts and hostile attitudes (Smith and Li, 2010), 
hostile attitudes may arguably cause boycotts of foreign goods and foreign goods may 
become the object of xenophobia. The fact that attitudes are a stronger predictor of boycotts 
(Farah and Newman, 2010) supports these findings. There may be a variety of events and 
developments that trigger boycotts of foreign goods. This situation may engender in 
consumers feelings of hatred toward that country and its brands. Underlying their actions 
may be the belief that the latter exploits their own resources or is on a lower level than they 
are (Gotsbachner, 2001). There is also a prevalent attitude which shuns interaction with 
foreigners (Pedahzur and Yishai, 1999). Lack of trust, suspicion and feelings of fear and/or 
hatred (De Master and Le Roy, 2000) are the basic drivers of such behavior. The perception 
of threat (Stephan, Loving and  Duran, 2000) is also a very important drive. 

Economic nationalism can subsume boycotts of foreign goods (Akhter, 2007). With brands, 
the perceived nationalistic association is an important factor when it comes to consumer 
nationalism (Wang, 2006). Nationalistic attitudes also relate to animosity and COO 
perceptions (Carvalho, 2004), and they trigger the process of resistance to foreign goods by 
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consumers (Li, 2009). Similarly, in the boycott of foreign goods, country of origin 
constitutes a basic rationale (Knudsen, Aggarwal and Maamoun, 2008) and may be viewed 
within the scope of normative mechanisms (Verlegh and Steenkamp, 1999). Zhang (1996, 
p. 51) defined COO effects as “information pertaining to where a product is made.” 
Verlegh and Steenkamp (1999) identified three mechanisms that explain COO effects 
among consumers. These are cognitive, where COO is used as a cue for product quality; 
affective, where COO holds symbolic and emotional value (e.g., conveying prestige or 
patriotism); and normative, where COO expresses the social or personal norms of 
consumers (e.g., buying domestically made products or refusing to buy from a country for 
which a consumer feels animosity). Animosity relates to exclusion (Ishii, 2009). A 
relationship between animosity and COO may exist (Amine, 2008; Russell and Russell, 
2006). Han (1988) showed that consumer patriotism exerts a significant effect on the 
intention to purchase domestic, as opposed to foreign, products. A number of past studies 
based on this finding have demonstrated the existence of a positive relationship between 
patriotism and consumer ethnocentrism (Han, 1988; Sharma, Shimp and Shin, 1995; 
Balabanis et al., 2001; Javalgi, Khare, Gross and Scherer, 2005). Klein and Ettenson 
(1999), on the other hand, demonstrated a positive relationship between patriotism and 
animosity, as well as consumer ethnocentrism. 

 

3. Methodology 

Given the need for research into boycotts that places “more reliance on qualitative research 
methods […] to supplement the survey methods already in use” (Friedman, 1999, p.31), 
one of the major contributions made by this research is that it provides – to date – the most 
comprehensive examination of consumer boycott motivations with recourse to a qualitative 
approach. The principal two aims of this research are to investigate a) the factors that 
influence consumers in decisions to boycott foreign goods and b) the use of a measurement 
model that examines the boycott of foreign goods. This process entailed two studies. The 
first study involved discourse analysis, and the second study involved exploratory and 
confirmatory factor analysis. 

3.1. Study 1-Qualitative Analysis 

The first study involved textual discourse analysis with recourse to netnography 
methodology. Friedman (2004) stated that there are three kinds of consumer boycott: 1) 
action-oriented, 2) media-oriented and 3) marketplace-oriented. This research focuses on 
media-oriented consumer boycotts. Empirical research on the motivations of consumer 
boycotts generally utilizes consumer surveys or laboratory experiments (Sen et al., 2001; 
Hoffmann and Müller, 2009). Netnography methodology, which examines the 
communication acts and discourse of online community (Kozinets, 2002), was employed to 
examine the posts of Turkish consumer on online forums concerning foreign goods and 
brands. Discourse analysis methodology focuses on the social perspective rather than the 
perceptions of individuals (Elliott, 1996) to determine social structure, semantic reality 
(Sitz, 2008) and extraction of meaning (Çelik and Ekşi, 2008). Netnography has to do with 
“talk” (Adolphus, 2010). Conducting discourse analysis with respect to the Internet 
possesses a quasi-ethnographic structure (Langer and Beckman, 2005). Kozinets (2002. pp. 
63-66) defined the netnography process according to the following terms: 
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1) Entrée: Formulation of the correct research questions and identification of appropriate 
online communities; 2) Data collection: Copy the online communications and observations 
of  members of online communities; 3) Analysis and interpretation: Classification and 
conceptualization; 4) Research Ethics: The findings must not harm the communities under 
study; and 5) Member checks: Are the objects of the study people who wish to be the 
objects of study? 

Following this process, the principal research question became: What arguments or 
antecedents influence the decisions of consumers to boycott foreign goods? This research 
studied online Internet communities, which are open to the public and do not require 
membership. This topic of study called for the gathering and the analysis of conversations 
in these forums. In total, this analysis involved 600 texts (40,000 words) covering  the years 
2008-2010. The authors of the posts focused attention on the subordinate factors or 
antecedents that influence consumer decisions to boycott foreign goods. Reading the posts 
involved two phases. Analysis of the qualitative data involved the application of the 
requisite categorization, abstraction, comparison and dimensionalization (Spiggle, 1994) 
criteria. There was a qualitative assignment of analyzed texts to the superordinate and 
subordinate semantic dimensions. The superordinate dimensions were, respectively, value 
based, ethnocentric, nationalistic, anti-globalization, xenophobic and anti-boycott. The 
subordinate dimensions are shown below. There were a total of 32 subordinate dimensions. 

 
Table no. 1: Consumer boycott antecedents 

Value-based Ethnocentric 
Negative actions performed with respect to 
social values Promotion of domestic goods (ethnocentrism) 
Actions targeting moral foundations 
(justice etc.) Warning local manufacturers 
Making it the point of one’s life, nurture Desire for economic independence 
Relieving the conscience through 
boycotting Banning foreign brands 

Reducing society’s indifference 
Sense that economic cohesion is breaking 
down 

Individual reaction 

Intended as a warning (desire for the existence 
of balanced trade) putting the target in its 
place 

Increased number of alternatives  
(thus incentivising use of domestic goods)  
Nationalistic Anti-globalisation 
Nationalistic outlook Opposition to globalisation 
Sense of being exploited Levelling accusations at foreign brands 
Belief that foreign brands are destroying 
the country 

Reducing admiration for things foreign in the 
country 

Putting foreign countries in their place Badmouthing foreign brands 
Sense that the future has been pledged   
Call for mass reaction (calling others to 
one’s side)   



The Protection of Consumer Rights in the Field of Economic Services  
of General Interest 

AE 
 

Vol XV • No. 34 • June 2013 491 

Value-based Ethnocentric 
    
Xenophobic Anti-boycott 
Infrahumanisation of foreign brands and 
countries  

Perception that boycotts are a sign of 
weakness 

Perception of foreign goods as a threat 
Hopelessness (nothing can be done against 
foreign brands) 

Dislike of foreign brands Futility 
Fear   
Looking down on foreign brands   
Grudge   

Source: own research 

3.2. Study 2. Quantitative Perspective 

The second stage converted the subordinate dimensions obtained through discourse analysis 
into items and examined the extent to which conceptualization is possible by means of a 
measurement model. 

3.2.1. Participants 

Four hundred fifty consumers participated in the study. Subjects were approached 
individually over a number of days in a city center (Ankara, capital city of the Turkey) and 
were asked to complete the survey. Of 450 consumers approached, three hundred 
consumers (67%) agreed to participate in the study. Of the sample, 62% were men and 38% 
were women. With reference to education level, 4% had finished primary school, 5% had 
finished high school, 7.2% had received higher education, 60% had attended a four-year 
facility, 16.7% had post-graduate qualifications and 10.6% had doctorates. The age 
distribution was 46% 20-25, 20.8% 26-30, 12.8% 31-35, 8.7% 36-40, 3% 41-45 and 8.7% 
46 years and above. In particular the education and age grouping might suggest that these 
people are more likely to get involved or support boycotting or protest campaigns.  Of the 
participants, 21% had never boycotted foreign goods, 53.2% had participated in boycotts 
under certain circumstances, 8.6% continually boycotted foreign goods and 17.2% had 
considered boycotting foreign goods but, for no particular reason, had not participated in 
the boycott. 

3.2.2.Scale 

It was necessary to transform into questions the subordinate themes obtained with recourse 
to discourse analysis. This stage tested the resulting subordinate dimensions using a focus 
group consisting of experts working in the field. The total number of items then fell from 
the original 32 to 22. The focus group members assigned points, out of five possible points, 
to each item in according to the extent to which they constituted antecedents of the boycott 
of foreign goods and those items which obtained a score of 4.5 or higher were retained in 
the scale. The accepted items were as follow: 

 If a foreign country makes a wrong decision with respect to our social values, the 
country’s goods should be boycotted. 

 If a foreign country makes a wrong decision with respect to our moral values, the 
country’s goods should be boycotted. 
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 Boycotting foreign goods is part of my life. 
 When I boycott foreign goods I face my country with an easy conscience.  
 Boycotting foreign goods is a reaction to the indifference of society. 
 Boycotts are an individual response mechanism. 
 Boycotting foreign goods is necessary to promote domestic goods. 
 Boycotting foreign goods warns domestic manufacturers about product quality. 
 Those who boycott foreign goods desire economic independence. 
 I believe that boycotts are necessary because foreign goods have broken down 

economic cohesion. 
 Boycotts are necessary to put a foreign country in its place. 
 Boycotts are an effective means for consumers who feel exploited by foreign brands. 
 I believe that boycotts stem from the belief that the foreign country (or countries) in 

question is/are destroying the country’s economy. 
 If I become convinced that my future has become pledged, I boycott foreign goods. 
 The way to oppose globalization is through boycotts. 
 Boycotting is a social responsibility.  
 Boycotts should be structured to bad-mouth foreign brands. 
 Foreign brands should be boycotted so that they receive second-class treatment in my 

country. 
 Foreign brands should be boycotted because they pose a threat. 
 If a consumer dislikes foreign brands, s/he should boycott them. 
 Foreign brands should be boycotted because they engender fear. 
 I believe that a grudge felt against a foreign country will manifest itself in boycott.  

The research lasted for three months, using a web-based questionnaire and snowball 
techniques.  

Participants had to assess the above-mentioned items on a five-point Likert scale 
(1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree). 

3.2.3. Exploratory Factor Analysis 

There was an initial examination for normality. Because none of the items displayed 
significant skew or kurtosis, the original data were retained in the analysis. The 22 items 
were subjected to explanatory factor analysis. Based on the established criteria (oblique 
rotation, principal axis, eigenvalue.1.00, scatter plot, cross-loading, factor loadings.0.30), 
three factors were found to be valid, with an explained variance of 58% (KMO=.912). 
Table 2 shows the factor analysis results (factor loadings, means and Cronbach’s alpha 
values). The first factor is described as “hate toward foreign products/country”, the second 
factor “citizen consumers” and the third factor “economic independence”. Five items that 
fell outside the criteria were excluded from the analysis (i.e., If a foreign country takes a 
wrong decision with respect to our social values that country’s goods should be boycotted, 
if a foreign country takes a wrong decision with respect to our moral values that country’s 
goods should be boycotted, boycotts are necessary to put the foreign country in its place, if 
I become convinced that my future has become pledged I boycott foreign goods and I 
believe that a grudge felt against a foreign country will manifest itself in boycott). 
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Table no. 2: Factor structure of consumer boycott against foreign products 

  Factor Loadings 
 1 2 3 
Factor 1  - Hate towards foreign products country    
 Boycotts should be structured so as to badmouth 

foreign brands. 
.76   

 Foreign brands should be boycotted so that they 
receive second-class treatment in my country. 

.62   

 Foreign brands should be boycotted because they 
pose a threat. 

.62   

 If a consumer dislikes foreign brands, s/he should 
boycott them. 

.76   

 Foreign brands should in my opinion be boycotted 
because they engender fear 

.72   

Factor 2 – Citizen-Consumer    
 Boycotting is a social responsibility.  .60  
 Boycotting foreign goods is part of my life.  .80  
 When I boycott foreign goods I face my country 

with an easy conscience. 
 .60  

 Boycotting foreign goods is in a sense a reaction 
to the indifference of society. 

 .77  

 Boycotts for me are an individual response 
mechanism. 

 .80  

Factor 3 - Economic Independence    
 Boycotting foreign goods is necessary in order to 

promote domestic goods. 
  -.76 

 Boycotting foreign goods in a sense amounts to 
warning domestic manufacturers with reference to 
product quality. 

  -.60 

 Those who boycott foreign goods essentially 
desire economic independence. 

  -.26 

 I believe that boycotts are necessary because 
foreign goods have broken down economic c. 

  -.63 

 Boycotts are an effective means for those 
consumers who feel themselves to be exploited by 
foreign brands. 

  -.67 

 I believe that boycotts stem from the belief that 
the foreign country (or countries) in question 
is/are destroying the country’s economy. 

  -.73 

 The way to oppose globalisation is through 
boycotts. 

  -.63 

 Mean 2.39 3.09 2.92 
 Cronbach’s Alpha .82 .82 .84 
 Variance explained (%) .41 .11 .06 

Source: own research 
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Correlations between the COPB factors were computed using Pearson’s r (see Table 3). 
Between the factors, there is a correlation of p<0.05. The absence of a very high correlation 
indicates that there is no multicollinearity problem. 

Table no. 3: Pearson correlation coefficients between consumer boycott factors 
  1 2 3 
1 Hate towards foreign 

products country 
1.00   

2 Citizenship Consumer .292* 1.00  
3 Economic Independence .524* .434* 1.00 
* p< .05    

Source: own research 

3.2.4. Confirmatory Factor Analysis – Fit Indices 

Three models were tested. Model 1 tested a single, general factor, including all 17 items in 
the item pool. Model 2 (Figure 1) correlated three first-order factor models. Model 3 
(Figure 2) tested a correlated, three-factor, first-order and one second-order model. To this 
end, confirmatory factor analysis was not conducted. Maximum likelihood estimation 
methods were used, and the input for each analysis was the covariance matrix of the items. 
The goodness-of-fit of the models was evaluated using absolute and relative indices. The 
indices used include the comparative fit index (CFI; Bentler, 1990), normed fit index (NFI; 
Bentler & Bonett, 1980), goodness of fit index (GFI; Jöreskog & Söorbom, 1981), adjusted 
goodness of fit index (AGFI; Jöreskog & Söorbom, 1981), root mean square residual 
(RMSR; Jöreskog & Söorbom, 1981) and root mean square error of approximation 
(RMSEA; Steiger, 1990). Chi-square/df was also used, where the Chi-square/d.f. ratio 
should be equal to or lower than 2.0 (Schermelleh-Engel,Moosbrugger  and Müller , 2003, 
p.52; Segars and Grover, 1993, p. 522; Carmines & McIver, 1981). The two-step approach 
(Anderson and Gerbing, 1988) examined the measurement model and followed the 
structural model. In the measurement model, the hypothesized relationships between the 17 
consumer boycott dimensions and the three first-order factors were examined to determine 
how well the relationships fit the data. The structural model focused on the relationship 
between the three first-order latent factors – HT, CS and EI – and the second-order latent 
factor, consumer boycott. The structure model examined the manner in which the three 
consumer boycott factors contributed to an overall consumer boycott construct. Table 4 
reports the fit indices for the three models. Model 1, the one-factor model, was a poor fit to 
the data. Conversely, Model 2 (three factors) showed a good fit to the data, χ2/df = 2.17, 
CFI=.99, SRMR=.040 and RMSEA=.004. Model 3 demonstrated similar results to Model 2 
and has a good fit to the data, showing that all three factors tap a common underlying 
construct of consumer boycott. Model 3, as a higher-order construct of CB, was similar to 
Model 2 in fit to the data. Target coefficients were also examined. Marsh and Hocevar 
(1985) proposed the use of target coefficients (TC). Models are preferred because of larger 
TCs (Lala, Allred and Chakraborty, 2009). The division of the chi-square value of the TC 
for the first model to that of second order (481/411) is 0.85, and the higher value makes the 
second order preferable. In other words, the second order explains 85% of the covariances 
between first order factors. Collectively, these results (AIC, fit indexes and TC) support the 
validity of a second-order consumer boycott construct. 
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Table no. 4: Fit Indices for competing models of the structure of consumer boycott 

 Model 1 Model 2 Model 3 
 One first-

order factor 
Three first-
order factor 
(correlated) 

Three first-order 
factor (correlated) and 

one second-order 
factor 

Chi-square/df 5.45 2.17 2.17 
Comparative fit index .94 .99 .99 
Goodness of fit index .96 .99 .99 
Adjusted goodness of fit 
index 

.95 .99 .99 

Non-normed fit index .93 .99 .99 
RMSEA .13 .06 .06 
SRMR 0.8 .04 .04 
Model AIC 1420.20 287.12 287.12 

Source: own research 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure no.1: First-order correlated factor model 
Source: own research 
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Figure no. 2: Second order factor model 
Source: own research 

 

4. Discussion of the Results  

The main aim of the research was to establish the potential antecedents that influence 
consumer decisions and processes concerning boycotts of foreign goods as well as the 
manner in which these antecedents may be tested by a measurement model. Two basic 
studies were conducted. The first study consisted of discourse analysis of the posts of on-
line communities, and the second study converted the findings into a scale and tested them 
as a model. Positive or negative attitudes toward foreign goods have been investigated in a 
variety of manners. However, it proved impossible to locate any research that adopted a 
quantitative approach toward the antecedents of boycotts of foreign goods while testing 
them with a model. The present research demonstrates (based on the qualitative data, tested 
by means of confirmatory factor analysis independence and included in second order within 
the accepted model) that three basic factors – hate, citizen consumer and economic 
independence - trigger or influence consumer decisions to boycott foreign goods and, as a 
result, cause boycotts of foreign goods. 
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The first antecedent in the process of boycotting foreign goods is the hatred of foreign 
products. The conceptual infrastructure of the phenomenon of hate can be accounted for by 
xenophobia. Fear of foreign goods is underpinned by infra-humanization and nationalism 
(Leyens et al., 2003). When consumers treat foreign goods with disdain and scorn, they 
may trigger a decision to boycott. In this sense, a feeling of separatism comes into play 
(Taras, 2009). Likewise, there is an urge to resist cosmopolitanism (Money, 1999). In the 
same vein, a threat to one’s existence also comes into play (Shoham, Davidow, Klein and 
Ruvio, 2006). There is a significant correspondence between the dimension in question and 
the phenomena of exclusionism (Scheepers, Gijsberts and Coenders 2002), social cohesion 
scale (i.e., social conformity (Feldmand, 2003) and integrated threat (Stephan et al., 2000). 
Similarly, if, in a more roundabout manner, a link is established to prejudice, there may be 
a subtle and blatant prejudice scale (Pettigrew and Meertens, 1995). The current research 
achieves a qualitative breakthrough in the categorization of bad-mouthing, looking down on 
foreign goods, perceiving foreign goods to be a threat, disliking foreign goods and the fear 
and anxiety they create. Another dimension of note is economic independence. This 
dimension of content has much to do with the phenomenon that, in the literature, has given 
birth to the term economic nationalism (Baughn and Yaprak, 1996). In the present research, 
the perception that foreign goods pose a threat entails a consequence. The phenomenon of 
threat (Watts, 1996; Stephan et al., 2000), especially economic threat, plays an instrumental 
role in shaping ethnocentrism and attitudes toward foreign goods (Durvasula and Lysonski, 
2009). At this point, it has been noted that if the cultural identity of consumers clearly 
manifests itself, that identity will, in addition to increasing consumption of one’s goods, 
perform as a defense mechanism (Russell and Russell, 2006). The items obtained in the 
research are indicative of economic independence. However, an interesting result of this 
dimension is that consumers perceive foreign goods as indicative of globalization, leading 
to the conclusion that boycotting foreign goods amounts to opposing globalization. In other 
words, foreign goods do not merely pose a threat, they are also an expression of 
globalization. 

The final dimension obtained by this study was that of citizen-consumer, which takes the 
form of patriotic consumption (Tsai, 2010) and opposition (Scammell, 2003). The 
subordinate dimensions obtained by the research are consistent with both of these 
categorizations. This consistency suggests a process within the social and individual 
structure in which one is first a citizen and then a consumer. When association with 
national identity and a resultant sense of honor are viewed as features of citizenship 
(Karasawa, 2002), one can expect citizen-based consumers to have a high level of patriotic 
consumption. At this point, the question arises of whether or not boycotts of foreign goods 
can be viewed as a duty imposed by patriotic attitudes and citizenship. Because the notion 
of boycott carries negative undertones, conflict between the obtained dimensions and the 
notions of xenophilia (Oberecker et al., 2008), consumer cosmopolitanism (Cannon and 
Yaprak, 2002) and world-mindedness (Rawwas, Rajendran and Gerhard, 1996; Nijssen and 
Douglas, 2008) must be expected.  
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5. Conclusions  

This research has moved forward the understanding of the boycott-related structures of 
consumer animosity (Klein et al., 1998) and ethnocentrism (Shimp and Sharma, 1987). The 
results and the dimensions obtained demonstrate that consumers are propelled to the 
greatest extent by national drives when they boycott foreign goods. 

In the field of international marketing, because patriotic and nationalist consumption exerts 
an effect on consumer tendencies to boycott foreign goods, the dimensions obtained by this 
study show which basic and subordinate dimensions should be subsumed. With reference to 
advanced, developed countries, the study will shed light on the planning of product and 
advertising dimensions. The research was based on a large sample from a single country. 
The study included a simultaneous investigation of media-oriented boycotts. The research, 
apart from developing a complete scale, developed a tentative measurement model. The 
items obtained by this study are dependent on data acquired from on-line communities. 
Future research will include a cross-cultural investigation and the development of a 
common measurement model. 
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