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ABSTRACT 

The increase trend of globalization and advance technology in communication and transportation enable the consumers to 
access great variety of products and services from other countries. The competition between domestic and foreign 
corporations became interesting to be studied. The objective of this research explains the relationship among of the 
observed variables. There are six relationship, namely, perceived quality and price fairness  toward consumer attitudes 
toward domestic product, consumer attitudes toward intention to buy domestic product. Last, role  of ethnocentrism as the 
moderation in this research. The data is collected by survey and  guided by questionnaire to 250 respondents. The survey 
is conducted in Yogyakarta by using a convenience sampling method. The constructed model were measured using five 
point Likert scale. The findings show that consumer attitudes toward Leather Bag in Manding is influenced by price 
fairness and perceived quality. In the relationship between perceived quality, price fairness, consumer attitudes, and 
intention to buy, the ethnocentrism did not play a moderation role.  
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INTRODUCTION 
The study of consumer attitudes toward  domestic product is interesting to be studied because it can be used to improve 
the insights about decision variables that influence consumer’s attitudes toward domestic product. This research also can 
be used as reference in discussing the theory on marketing area, especially on consumer attitudes and ethnocentrism. 
Besides, the preview study indicated some limitation related to the scope of study and geographical location. So it gives 
the opportunity to built an alternative model which can explain according to the observed setting. 
In the model, there is a phenomenon which can be used as a support background research explanation. In this study, the 
phenomenon of the increase trend of globalization and advance technology in communication and transportation enable 
the consumers to access and be exposed to a great variety of products and services from other countries. Previous 
studies found that consumers often evaluate the products of foreign origin differently than they do to domestic products. 
Specifically, consumers in developed countries have a general preference for domestic made products over foreign 
products while consumers in developing countries are more likely to prefer foreign products than domestic ones as they 
believed foreign products were more superior than domestic products in quality and using foreign products will impress 
others as they were associated with high fashion or high social status (Wang, 2004). However, the culture to appreciate 
domestic product has a strong influence on consumers in Indonesia. Most of the consumers prefer to buy local products 
eventhough their quality is lower than foreign brands (Jianlin et al, 2010). It caused by the role of ethnocentrism. 
This study consists of five variables. Namely  perceived quality, price fairness, consumer attitudes, ethnocentrism, and 
intention to buy domestic product. Perceived quality and price fairness are antecedent variables of  consumer attitudes 
toward domestic product, it means in order to increase consumer attitudes marketer must stimulate the antacedent 
variables which express on marketing strategy to be done (Bloch, 1983). The next variable in this context is consumer 
attitude toward domestic product, it is contructed as mediation variable in the model. It means that attitude mediates 
between antacedent variables and intention to buy (Angel et al, 2001). The fourth variable is ethnocentrism as moderator 
variable that affects the direction of the relation between perceived quality and price toward  and consumer attitude toward 
domestic product. Latest, intention to buy is a dependent variable which is predicted in this study. It is done in order to 
predict how big the actual behaviour toward domestic product throught this variables (Zheitaml et al, 1996). 
The first variable is perceived quality. Perceived quality can be defined as the customer’s judgement about the product’s 
overall excelence or priority (Zeithaml, 1988). The preview study indicated that perceived quality have been influenced 
consumer preference toward domestic product. This is evidenced by research of Steenkamp et al. (2003) which indicated 
that consumers value global brands especially for their assumed high quality and prestigious image. Based on the 
previous research the brand is perceived as globally available, consumers are likely to attribute a superior quality to the 
brand, since such quality is thought of as a prerequisite for international acceptance (Ismail et al., 2012). So, this variable 
can be influencing consumer preference toward domestic product. 
The next variable is price fairness. Based on preview study, consumers have differences to perceived a price between 
local-owned and foreign-owned brands, price dissimilarities begin to affect their preference for local-owned brands. 
Therefore, since price is also one of the most important extrinsic cues that consumers use when evaluating the 
product/brand, they tested the impact of price against consumer’s ethnocentric tendencies to determine at what point 
consumers are willing to forsake preference for local products for a greater price discount with foreign owned products 
(Hansen, 2005). Hence, this variable can be influencing consumer attitude toward domestic product. 
The next variable is consumer attitudes. This variable is predicted in influencing the intention to buy domestic product. 
Attitude is an overall persistent evaluation towards people, things, or goods (Engel et al., 2006). Brand attitude is the 
continuous preference or loathing tendency of the consumer towards a certain brand and the overall evaluation the 
consumer has towards the brand (Fishbein and Ajzen, 1980). If attitudes and behavior are highly correlated, then  the 
behavior of a person can be predicted once her/his attitude has been established (Ajzen & Fishbein, 1977). Hence, this 
variable can be used as mediation variable that influencing of the relation between perceived quality and price fairness 
toward intention to buy domestic product. 
The next variable is ethnocentrism. Ethnocentrism is defined as the beliefs of consumers about the appropriateness, 
indeed morality of purchasing foreign made products (Shimp and Sharma, 1987). Consumers in developed countries tend 
to prefer their own country’s products, a phenomenon that is labelled consumer ethnocentrism (Hong et al, 1989). 
Moreover, the perception from the perspective of consumers in developed countries that products from developing 
countries are often of low or variable quality (Andaleeb, 1995). The consumers with higher consumer ethnocentrism have 
better attitude toward domestic products. When consumers have positive product attitude, it means that they judge the 
products better and have stronger purchase intention (Jianlin et al, 2010).  Hence, it can be used as moderation variable 
that affects the direction of the relation between perceived quality, price and  consumer attitudes toward domestic product. 
The last variable is intention to buy domestic product. Based on the the preview study literature, Lavidge and Steiner 
introduced The Stair-Step model that explained consumer behavior toward  intention to purchase. The rationale behind 
this model is beliefs are formed  about a brand or a product, influenced by those beliefs, attitudes toward the  brand or the 
product are consequently formed, and finally, from these attitudes  individuals will develop an intention to buy or not buy 
the particular brand or product (Guilabert, 2005). 

THEORITICAL FRAMEWORK AND HYPOTHESIS 
The Consumer Attitudes 
Consumer attitude is commonly defned as consumers’overall evaluative judgment of a product’s attributes such as style, 
brand, and quality” (Erdogan & Uzkurt, 2010). Most of a brand’s characteristics are associated with its country of origin.  
According to Kaynak & Kara (2002) since the customers evaluate products based on all the information available to them, 
even though such information is very little the country of origin becomes a critical determinant of consumer’s product 
evaluation. Furthermore, Huddleston, Linda & Lesli (2001), noted that the country of origin indicates the quality of products 
based on intrinsic (style, material) and extrinsic (price and brands) cues. Furthermore, Lantz & Loeb (1996) explored that 
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the conutry of origin is more important than the brand name, price, and quality in shaping attitudes towards the particular 
product. However, some researchers argue that domestic customers may develop favorable attitudes towards the 
products that come from countries with similar cultural, political and economic conditions (Kaynak & Cavusgil, 1983).  
In contrast, preferences for local brands are derived from consumer ethnocentrism and domestic country (Shimp et al, 
1987).  The previous study stated that the consumer preferences of a product’s country of origin are based on their 
knowledge towards the products and the brand which is their cognitions, the positive and negative attitudes towards the 
contry of origin which is consumer affect and conative behaviour which is when the consumers actually buy the foreign 
products (Papadoupoulos et al., 1993). Conclusively, country of origin has a major impact on  consumer preferences 
especially in the fashion industry. 
In the model, consumer attitudes is positioned as the moderator variable as mediation variable that influencing of the 
relation between perceived quality and price fairness toward intention to buy domestic product. Besides, the role of 
ethnocentrism can be defined as moderator on the relation between consumer attitudes toward both independent 
variables, perceived quality and price fairness. Hence, the explanation of each variable on definition and relationship 
among of variables.  

The Perceived of Quality 
The perceived quality can be defined as a  global assessment ranging from bad to good, characterized by a high 
abstraction level and  refers to a specific consumption setting for its users (Monroe et al, 1985). According to Kirmani and 
Baumgartner (2000), perceived quality is defined as a consumer’s evaluation of a brand’s overall excellence based on 
intrinsic (i.e. performance, durability) and extrinsic cues (i.e. brand name, warranty). Perceived quality also can be defined 
as the consumers’s judgment about an entities or services overall excellence or superiority (Zeithaml, 1988). It means that 
if a brand is viewable as globally available, consumers may attribute higher quality to the brand because such quality is 
likely to be thought of as critical to global acceptance (Kapferer, 1997).  
As conceptualized, perceived quality as one of the important variable which can be influenced by consumer’s preference 
toward domestic product. So, perceived quality is a special  type of association, because it can be influence toward brand 
associations in many contexts and it has been empirically shown to affect profitability (Aaker  et al, 2000). The previous 
study indicated that respondents could be swayed to choose foreign products if quality and price considerations were 
sufficiently favourable (Kaynak and Cavusgil, 1983). Specifically, they observed that consumers might not accept inferior 
quality domestic products when superior foreign products are available. They concluded that consumer attitudes toward 
products of foreign origin vary significantly across product classes. Perceived qulity is the subjective judgment of 
consumers toward a product or brand’s superiority and distinction (Akram, 2011). So, perceived quality as an important 
variable in determining consumer preference toward domestic product (Milberg, 2008). 
Furthermore, consumers may attribute lower quality to the domestic product than foreign product. So, the perceived 
quality allegedly have a negative relation to consumer attitudes toward domestic product. Thus, the phenomenon leads to 
formulated hypothesis as follow : H1: The higher perceived quality is being the lower consumer attitudes toward domestic 
product. 

The Perceived of Price Fairness 
The perceived of price is the customer’s perceptual subjective perception of the objective price of the product or service 
(Chang et al,1994). The fairness can be defined as a judgement of wether an outcome or the process to reach and 
outcome are reasonable and acceptable (Bolton et al, 2003). Conceptually, perceived price fairness is defined as 
consumer’s assesment of wether a seller’s price can be reasonably justified (Xia et al, 2004). Perceived price fairness can 
also defined by the perceived of consumers about the benefits offered by the product relative to the sacrifice is favourable 
and the consumers will be more likely to perceive that the price is fair (Monroe, 2003). So consumer tend to rely on 
several reference points such as past prices, competitor’s prices, and cost of goods sold when inferring price fairness to 
make comparison (Bolton et al, 2003). Thus, the perceived price fairness also can be defined as the reasonable and 
rational price (Schein, 2002) 
The previous study indicated that consumers perceived a price difference between domestic and foreign brands, price 
dissimilarities begin to affect their preference for domestic brands (Hansen, 2005). Hence, price is considered as a 
variable that have positive correlation on consumer attitudes toward domestic product.  
Based on the explanation leads the next hypothesis : H2 : The higher perceived price fairness is being the higher 
consumer attitudes toward domestic product. 

The Purchase Intention 
The purchase intention shows customers preference to purchase the product, whose image is very close to customer. 
Moreover customers are well aware of certain brand name through advertising, from their past experience or information 
form their friends and relatives (Teng, 2008). The intention of a consumer to purchase a particular brand can be defined as 
his willingness to buy product (Teng, 2008). Purchase intention has been widely in the literature as a predictor of 
subsequent  purchasing. Literature suggests that the identification of consumers with a company or brand can result into 
positive attitudinal and/or behavioral outcomes. Aaker and Keller (1990) mentioned that a brand with high awareness and 
good image can promote brand loyalty  to consumers, and the higher the brand awareness is, the higher brand trust and 
purchase intention are to consumers. Consumers will  have a higher  purchase intention with a familiar brand. Likewise, if  
a  product  has  higher  brand  awareness it will have a higher market share and a better quality evaluation. A well known 
brand will have a higher purchase intention than a less well  known  brand.  Hence, the last hypothesis is formulated as 
follow : H3 : The higher consumer attitudes toward domestic product is being the higher intention to buy domestic product. 

The Ethnocentrism 
Consumer ethnocentrism is defined as the beliefs of consumers about the appropriateness, indeed morality of purchasing 
foreign made products (Shimp and Sharma, 1987). It also can be defined that consumer ethnocentrism is a psychological 
construct which represents how consumer’s point of view about products made in their own country markets as objects of 
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pride and identity versus those from other country markets (Kinra, 2006). Consumer characteristics such as nationalism 
and domestic country preference have been known to have a moderating influence on foreign brands (Shimp et al., 1987).  
In the model, ethnocentrism can be indicated as a moderator of the influencing between antacedent variables on 
consumer attitudes toward  domestic products. The moderating influence on foreign brands is consistent with the fact that 
consumer ethnocentrism is contingent not only on the domestic country culture that espouses it, but also the quality of 
domestic products coming from it (Kinra, 2006). Ethnocentric consumers may even be willing to sacrifice objective gain to 
enjoy the psychological benefit of avoiding contact with the out-group  by purchasing local brands (Baughn et al.,1996). 
The previous studies supported that there are an influence nationality as moderation between perceived quality and price 
fairness toward consumer preference between foreign or domestic products. According to Hsieh (2004) indicated that 
ethnocentrism is not only support the nation that consumers tend to have a stronger preference for products that originate 
in their own countries, but also they are concur with the proposition that consumers also tend to have a stronger 
preference for products from countries in the same geographic region. Consequently, the images of a foreign country that 
are formed by consumers are made of cognitive, affective and behavioral components (Kaynak et al.,1983). According 
Wang et al. (1980) found that consumers in developed countries tend to prefer their own locally-produced goods, followed 
by products from other developed countries, and then products from less developed countries.  
Furthermore, ethnocentric consumers take pride in their country’s brands, symbols, and culture (Steenkamp et al, 2003). 
Purchasing foreign made products may be seen as immoral and unpatriotic because it has an adverse impact on the 
domestic economy, hence, consumers tend to purchase local products even if the quality is lower than that of imports 
(Wall et al, 1986). So, nationality can be defined as substantial implications for consumer attitude formation towards 
foreign products/brands, their purchase intentions and choice between domestic versus foreign-made products (Reardon 
et al, 2005).  
Based on the explanation leads the next hypothesis  H4 : The higher ethnocentrism strenghten on the relation between 
perceived quality and consumer attitudes toward  domestic product. 
In the model explain that higher nationality, reinforce on the relation between price fairness and consumer toward local 
product. So consumer with the high nationality tends to choose local brand because the price is usually lower than foreign 
products. In turn, without nationality, consumer tends to choose foreign product (Xia et al, 2004). So, the relationship 
between price fairness and consumer preferences toward local brand can be reinforced with the nationality. Hence,  the 
phenomenon can be formulated the hypothesis as follow H5 : The higher ethnocentrism strenghten on the relation 
between price fairness and consumer attitude toward domestic product. 
According to Peter et al. (2008) the effects of ethnocentrism on consumer attitudes and purchase intention have been 
used in several in theoretical explanation for how consumer acquire, process, and use as a cues. Based of the explanation 
leads the next hypothesis H6 : The higher ethnocentrism strenghten on the relation between consumer attitude and 
intention to buy domestic product. 

1. THERESEARCH MODEL 
 

  

                                                    H1 

                                                                                                                   H3 

 

                                         H2 

 H3 

 

                                                          H4         H5                         H6 

 

 

 

  

 

 

 

 

Figure 1. The Model of The Buying Process Toward Domestic Product 
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sample consists of 250 respondents by using convenience method.  
The data are collected by giving the questionnaire to participants who sit and walk around of Manding and Maliobro Street, 
the questionnaire were then asked to returm immadietly, if all the items have been fulfilled. 

The Definition 

Perceived quality is a specific concept based on product  and service features (Rust and Oliver, 1994). The indicators is 
measured by Likert scale that ranged from 1= strongly disagree until 5= strongly agree. Furthermore, in the context of the 
foreign product, these variables are operationalized into four items : Good design, reliable, durability, not easily damaged. 

The price fairness is defined as consumer’s assesment of wether a seller’s price can be reasonably justified (Xia et al, 
2004). The indicators is measured by Likert scale that ranged from 1= strongly disagree until 5= strongly agree. Following 
is the indicators of this variable : Logic, rational, reasonable, acceptable. 
Consumer ethnocentrism is a psychological construct which represents how consumer’s point of view about products 
made in their own country markets as objects of pride and identity versus those from other country markets (Kinra, 2006). 
The indicators is measured by Likert scale that ranged from 1 = strongly disagree until 5 = strongly agree. Hence, the 
indicators of this variable are : Sense of nationality, devotion of domestic poduct, the image of domestic product, the pride 
using domestic product. 
Attitude is an overall persistent evaluation towards people, things, or goods. It is a consistent positive or negative reaction 
towards certain things through learning, which includes favorable or unfavorable evaluation, emotional feeling, and 
behavioral tendency (Kotler and Keller, 2008). The indicators is measured by Likert scale that ranged from 1= strongly 
disagree until 5= strongly agree. The indicators of this variable are : Benefit of domestic product, better choice, like, 
enthusiastic. 
The intention of a consumer to purchase a particular brand can be defined as willingness to buy product (Teng, 2008). ). 
The indicators is measured by Likert scale that ranged from 1= strongly disagree until 5= strongly agree. The indicators of 
this variable are : Probability, preference, likely, propensity. 

Analysis Method 

The  study used SEM analysis in order to elaborate the relationship among of observed variables. 

RESULTS 
Relationship between perceived quality and consumer attitudes 

 The test results indicated a significant and positive relationship between perceive qual ity and consumer attitudes (β = 
0.365, CR = 5.526, SE = 0.066) (See Table 1). This explains that the higher perceive quality, the lower consumer 
attitudes. Hence, the findings of this study supported the hypothesis 1 that describes a significant and negative 
relationship between perceived quality and consumer attitudes.  

The perceived quality is consumers' assessment of overall excellence or superiority of a product (Zeithaml, 1988). It can 
defined as perceived product quality is a global assessment from bad to good, characterized by a high level of abstraction 
and refers to the specific consumption setting. The previous study indicated that respondents held positive attitudes 
towards products made in their own country but the same respondents could be swayed to choose foreign products if 
quality and price considerations were sufficiently favourable (Kaynak and Cavusgil, 1983). So, this study is provided 
support for the previous research that the higher perceived quality, the lower the consumer attitudes toward domestic 
product. 

Practically, marketer can utilize these findings to develop marketing strategies associated with the method of determining 
the perceived quality in the relationship with consumer attitudes. Specifically, it is expected to provide an understanding of 
the domestic product marketers associated with the concept of consumer attitudes toward domestic product, especially 
Leather bag. So the domestic marketer can enhance the quality of their products to improve the sales of leather domestic 
product and can be competed with foreign product. 

For further research, the result shows that the findings is supported the hyphotesis, hence, the concept was hyphotesized 
that still requires. 

 Relationship between perceived price fairness and consumer attitudes 

The test results indicated a significant and positive relationship between prestige and consumer attitudes (β = 0.220, CR = 
4.136, SE=0.053) (See Table 1). The test results indicated a significant and positive relationship between price fairness 
and consumer attitudes (β = 0.220, CR = 4.136, SE=0.053) (See Table 1). This explains that the higher price fairness, the 
higher consumer attitudes.  

Perceived price fairness can also defined by the perceived of consumers about the benefits offered by the product relative 
to the sacrifice is favourable and the consumers will be more likely to perceive that the price is fair (Monroe, 2003). The 
previous study indicated that consumers perceived a price difference between domestic and foreign brands, price 
dissimilarities begin to affect their preference for domestic brands (Hansen, 2005). Therefore, the findings of this study 
support the hypothesis 2 that describes a significant and positive relationship between price fairness and consumer 
attitudes.  

This research is expected to improve knowledge of the academics associated with the relationship of price fairness toward 
consumer attitudes. Specifically, it is expected to provide an understanding of the importance of price fairness domestic 
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product. So, marketers can be use price fairness as their strenght to promote their product. It is expected to improve the 
sales of leather domestic product and can be competed with foreign products. 

For future research, it is expected to conduct examination of the relationship between price fairness and consumer 
attitudes. By entering ethnocentrism, it is expected to find an explanation empirically outcame. 

Relationship between intention to buy and consumer attitudes   

 The test results indicated a significant and positif relationship between usefulness and consumer attitudes (β = 1.246, CR 
= 7.164, SE=0.174) (see table 1). It means that the higher consumer attitudes higher the intention to buy. Hence, the 
findings of this study support the hypothesis 3 that describes a significant and positif relationship between consumer 
attitudes and intention to buy.  

The phenomenon could happen because consumer beliefs are formed  about a brand or a product; secondly, influenced 
by those beliefs, attitudes toward the  brand or the product are consequently formed; and finally, from these attitudes  
individuals will develop an intention to buy or not buy the particular brand or product (Gulabert,2005). Based on the 
explanation above, it can conclude that the hyphotesis support the previous study that there is positif relationship between 
consumer attitudes and intention to buy. 

Practically, this research is expected to improve understanding of the academics associated with the relationship of 
consumer attitudes toward intention to buy domestic product. Specifically, it is expected to provide an understanding of the 
relationship between consumer attitudes toward intention to buy domestic products. So, marketers can be used to develop 
strategies to be able to compete the foreign product. 

For future research, the hyphotesis in the research is supported but it needs further research are different in term of 
context and scope. This is necessary in order to find the different level of generalization theory, which can contribute both 
practically and theoretically. 

 
Table 1. Regression Weights Toward Consumer Attitudes 

   
Estimate S.E. C.R. P 

Consumer Attitudes toward domestic 
product 

<--- Perceived Quality .365 .066 5.526 *** 

Consumer Attitudes toward domestic 
product 

<--- Price Fairness .220 .053 4.136 *** 

Intention to buy Domestic Product <--- 
Consumer Attitudes toward domestic 
product 

1.246 .174 7.164 *** 

       

 

chi square 148.488 

significance probability .052 

GFI 0.941 

RMSEA 0,030 

AGFI 0.917 

TLI 0.989 

CFI 0.991 

CMIN/DF 1.217 

        *significant at level 10% ; ** significant at level 5% ; ***significant at level 1 % 

The Role of Ethnocentrism In Moderating Relationship between Perceived Quality and Consumer 
Attitudes  

The estimated value effect on perceived quality toward consumer attitudes in high ethnocentrism groups and low 
ethnocentrism groups  differed lower but significant in the amount of 0.408 and 0.267 (see table 2). It indicates that 
ethnocentrism moderating variables has a moderat effect in perceived quality toward consumer attitudes  because the 
differences in the estimated value reached 0.141 or 14.1% (see table 2).  
The estimated value effect of price fairness on consumer attitudes in high ethnocentrism groups and low ethnocentrism 
groups did not differ much lower but significant, namely 0.169 and 0.127. It showed that there is no effect of moderating 
ethnocentrism  variables because the estimated values in the two groups did not differ much, only about 0.069 or 6.9. 
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Table 2. The Result of Moderation Analysis 

Variabel 
high ethnocentrism low ethnocentrism 

Est. SE Sig. Est. SE Sig. 

Perceived quality  consumer 
attitudes 

0,408 0,078 *** 0,267 0,123 0,030 

Perceived price fairness  
consumer attitudes 

0,196 0,068 0,004 0,127 0,067 0,058 

Consumer attitudes  intention 
to buy 

1,181 0,189 *** 1,812 0,752 0,016 

 Comparison Goodness of Fit 

Chi square 271,369 – 269,926 = 1,443 

Degree of Freedom 243 – 240 = 3 

Probability 0.750 

≥ 0,05 

 

Based on the previous study indicated that consumer with the high ethnocentrism tends to choose local brand because 
the price is usually lower than foreign products. In turn, without nationality, consumer tends to choose foreign product (Xia 
et al, 2004). So, the hyphotesis is supported the previous study. 
Practically, the findings is expected to increase knowledge of the academics associated with the role of ethnocentrism to 
the relationship of price fairness toward consumer attitudes. Specifically, it is expected to provide an understanding of the 
domestic product marketers associated with the concept of ethnocentrism toward the relationship between price fairness 
and consumer attitudes toward domestic product, especially Leather bag. So the domestic marketer can enhance price 
fairness as their strenght to improve the sales of leather domestic product and can be competed with foreign product. 
For researchers in the future, these findings still require a generalization of the concept hyphotesized. Therefore, further 
tests are needed in different contexts. This study can  be used as a  reference in designing research measurement 
following measurement variales and testing methods. 

The Role of Ethnocentrism In Moderating Relationship between Price Fairness and Consumer 
Attitudes  

The estimated value of consumer attitudes influence on the intention to buy in the high ethnocentrism groups and low 
ethnocentrism groups are  moderate differ significantly by 1,181 and 1,812. This suggests that ethnocentrism variables 
has high moderating effect in consumer attitudes influence on intention to buy because of differences in the estimated 
value reached 0.631 or 63.1%. Based on the explanation above, there are different grades showed moderate estimate the 
estimated value of consumer attitudes influence on intention to buy in high ethnocentrism groups than low ethnocentrism 
gruops that there is possible moderating effects of consumer ethnocentrism in relation to consumer attitudes and intention 
to buy.  
According to Peter et al. (2008) the effects of ethnocentrism on consumer attitudes and purchase intention have been 
used in several in theoretical explanation for how consumer acquire, process, and use as a cues. It can be conclude that 
the hyphotesis is supported the previous study that there is possible moderating effects of consumer ethnocentrism in 
relation to consumer attitudes and intention to buy. 
For practitioners, this research is expected to improve understanding of the academics associated the role of 
ethnocentrism to the relationship of consumer attitudes toward intention to buy domestic product. Specifically, it is 
expected to provide an understanding of the role of ethnocentrism to the relationship between consumer attitudes toward 
intention to buy domestic products. So, marketers can be used to develop strategies to be able to compete the foreign 
product. 
The research is focused in Manding, Yogyakarta that impact on limitation of the model generalization. So, the consumer 
attitudes of one place to another can not be equated. So, it needed continuing explanation, especially on developing the 
measurement in another setting.  
But in general, ethnocentrism variable does not moderate the relation of causality perceived quality and price fairness on 
consumer attitudes and consumer attitudes on the intention to buy, the table shows that   proaility value is higher than ≥ 
0,05, so it can be concluded hypothesis 4, 5, and 6 are not supported. 

CONCLUSION AND IMPLICATION 
Conclusion 

The purpose of this study is to explain the correlation among of the observed variables. First, the influence of perceived 
quality and price fairness  toward consumer attitudes toward domestic product; the influence of consumer attitudes  toward 
intention to buy domestic product; and the moderation roles on the relationship among variables.  In summary, consumer 
attitudes toward Leather Bag in Manding is influenced by price fairness and perceived quality. However, perceived quality 
has a negative effect on consumer attituddes toward leather bag in Manding.  In the relationship between perceived 
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quality, price fairness, consumer attitudes, and intention to buy, the ethnocentrism did not play a moderation role. It means 
that ethnocentrism variable does not moderate the relation of causality perceived quality and price fairness on consumer 
attitudes and consumer attitudes on the intention to buy.  

Implication 

Theoretically, this research is expected to improve understanding of the academics associated with the concept of 

consumer attitudes toward domestic product. It is based on the uniqueness in this research that gives a different 
perspective than previous studies. The uniqueness can be known from the observations variables that being modeled and 
adjusted to research setting in Indonesia. Furthermore, this research is also expected to be discussed further, so it can be 
developed and tested in different research settings. 

Practically, the result is expected to provide an understanding of the domestic product marketers associated with the 
concept of consumer attitudes toward domestic product, especially Leather bag. Understanding the consumer attitudes 
toward Leather Bag can be used in understanding the attitudes and set a strategy to increase sales in Indonesia. This 
study can be used as a reference to innovate on what customers want for domestic manufacturers. This study concerns 
on only a domestic alternative but  to the foreign product is unavailable. In such situations, the use of ethnocentrism  
information may be strategically advantageous for domestic manufactures. Consequently, the emphasis of ethnocentrism 
for domestic products will not be harmful and it can  be beneficial to sales. Moreover this research can be used as 
reference in discussing the theory on marketing area, especially on consumer attitudes toward domestic product. 
Moreover, this study is hoped could enrich theoritical understanding in marketing study. 

For future study, this study object is focused on people in Yogyakarta, that impact on limitation of the model 
generalization. This condition gives an opportunity for continues study, especially in developing the model on wider 
context. It is important because this study has a limited application. So, it needed continuing explanation, especially on 
developing the measurement in another setting.  
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