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ABSTRACT

In an environment of intense change, where the boundaries of marketing are expanding day by day, trust and loyalty towards
brands affect the success of brands. There may be sociological factors underlying this sense of trust. It is important to examine
these sociological elements in order to make marketing activities customer-oriented, as required by the new age. In this context,
the main purpose of this study is to examine the role of consumer ethnocentrism, xenocentrism, and cosmopolitanism -which are
sociology-based concepts- in the effect of brand origin on attitude towards advertisement and trust in advertisement. For this
purpose, a 2x2 between-subjects experimental design was established in the study. Therefore, data were collected from 237
undergraduate students via two separate surveys, which included two different advertisement images emphasizing Turkey and
France origins. According to the results of the study, perceived inferiority -which is one of the dimensions of consumer
xenocentrism- and consumer ethnocentrism have a moderating effect on the relationship between brand origin, attitude towards
advertisement, and trust in advertisement. However, results also show that consumer social aggrandizement -one of the
dimensions of consumer xenocentrism- and consumer cosmopolitanism do not moderate the aforesaid relationship. It is expected
that the study will make theoretical and practical contributions.
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Marka Kékeninin Reklama Yénelik Giiven ve Tutum Uzerindeki
Etkisi: Tiketici Etnosentrizminin, Kozmopolitanizminin ve
Ksenosentrizminin Rolu

oz

Pazarlama siurlarinin her gecen giin genisledigi yogun degisim ortaminda, markalara yonelik giiven ve sadakat, markalarin
basarisini etkilemektedir. Bu giiven duygusunun altinda sosyolojik unsurlar yatabilmektedir. Yenigagin da gerektirdigi sekilde,
pazatlama faaliyetlerini miisteri odakli hale getirmek i¢in bu sosyolojik unsutlarin incelenmesi 6nem arz etmektedir. Bu baglamda,
bu ¢alismanin temel amact, matka orijininin reklama yonelik tutum ve gliven Uzerindeki etkisinde, sosyoloji temelli kavramlar olan
tiketici etnosentrizminin, ksenosentrizminin ve kozpolitanizminin roliiniin incelenmesidir. Bu amaca yonelik olarak, ¢alismada
2x2 gruplar arast deneysel tasarim dizayn edilmistir. Bu nedenle, Tiirkiye ve Fransa kékenli olmak tizere iki farkli reklam gérselinin
yer aldig1 iki ayri anket ile 237 tniversite 6grencisinden veri toplanmistir. Calismanin sonuglarina goére, tiiketici etnosentrizmi ve
tiketici ksenosenterizminin boyutlarindan algilanan yetersizlik, marka orijini ile reklama yonelik tutum ve gliven arasindaki iliskide
diizenleyici bir etkiye sahiptir. Fakat tiiketici kozmopolitanhiginin ve tiiketici ksenosentrizminin boyutlarindan sosyal yiiceltmenin
s6z konusu iliskide duzenleyici bir etkiye sahip olmadigi sonucuna ulasilmistir. Calismanin yazina ve pazatlama uygulayicilarina
katks saglamasi beklenmektedir.

Anahtar Kelimeler: Marka, K&ken, Tutum, Reklam, Etnosentrizm, Ksenosentrizm, Kozmopolitanizm

1. Introduction

Brand origin provides important clues about how consumers perceive brands in today's marketing
environment, where many brands have become or strive to become international or global. In research on
the brand origin, the term country of origin is defined as the brand origin or product origin (country of
production), but the brand origin essentially refers to the homeland of the brand. The focal point of the
product origin is the place where the product is produced (Lee, Johnson, & He, 2009). While the origin of
the brand is effective on the value perceptions of consumers, advertisements for brands are also important
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in this sense. Attitude towards advertisement (ATA), which consists of positive or negative reactions of
consumers, is a research field that attracts the attention of marketers. Although many studies have been
conducted on the perception of messages and how they affect consumers, more research is needed on
how buyers develop an attitude towards an advertising message and how this attitude affects purchase
intention. Trust in advertisement (TIA) consists of beliefs about the reliability of the advertisement and
the willingness to act according to the information conveyed. In this context, TIA includes a behavioural
intention such as a willingness to trust the advertisement rather than an actual behaviour such as trusting
the advertisement (Soh, Reid, & King, 2009). The determination of consumer ethnocentrism,
cosmopolitanism and xenocentrism in the evaluations of consumers for products (Watson & Wright,
2000; Moon & Jain, 2002; Vetlegh, 2007; Mueller & Broderick, 2010; Balabanis & Diamantopoulos, 2016)
also provides essential information in the development of effective strategies. Beyond all these, it can be
stated that revealing the relationships of all components with each other to encourage purchasing
behaviour has strategic importance in determining the perceptions towards brands.

Based on all these explanations, in this study, the theoretical framework of the concepts of brand
origin, attitudes towards brand, TIA, consumer ethnocentrism (CET), consumer cosmopolitanism
(CCOS,) and consumer xenocentrism (C-XEN) has been revealed. Also, the analyses conducted with the
data obtained from the participants and the findings of these analyses are included in the methodology
part. In the conclusion and discussion, the interpretation of the findings and suggestions are mentioned.

2. Conceptual Framework

2.1. Brand Origin

Research on the origins of products and brands is vital for international marketing activities. Studies
conducted on the origins of goods or services are generally defined as research that examines customer
evaluations and purchase intentions or potential selection behaviours related to offers that are influenced
or originate from host countries or regions (Samiee & Chabowski, 2021). In particular, the
implementation of global policies makes it possible for consumers to closely follow all the developments
in the world in today's modern marketing environment. The crises, economic fluctuations or many similar
situations experienced by the countries can positively or negatively affect the perception of consumers
towards the relevant country, the products and brands produced in this country. Due to this effect, the
intention of consumers to pay high prices may increase or decrease.

Since the place of production of many brands is not the country on the label, it is stated that the use of
"brand origin" rather than the concept of "country of origin" is more inclusive. Whereas the actual
position of the brand is important in the country of origin, what more important in brand origin is the
perceived position (Thakor & Lavack, Effect of perceived brand origin associations on consumer
petrceptions of quality, 2003). Brand origin is the place, region or country perceived by the target
consumers of a brand (Thakor & Kohli, 1996). It offers corporate support to branding activities such as
planning, designing, and marketing that guide and influence practices in production facilities. For this
reason, the contribution of brand origin to the identity and image of brands also includes an assessment of
the overall quality of the relevant corporate environment (Chen, Wright, Gao, Liu, & Mather, 2021).

Samiee, Shimp and Sharma (2005) made significant contributions to the literature in brand origin. As a
result of the studies carried out from the past to the present, researchers assume that consumers have
information about brand origins and that this information is a significant influence that guides the
judgments of product quality, brand attitudes and choice intentions in the market. However, this
information is actually relatively insufficient. Besides this, the study conducted in the USA with 84 brands
includes a scale called Brand Origin Recognition Accuracy (BORA). The purpose of the scale is to
measure the ability of participants to recognize the origins of brands. As a result of the study, it was found
that consumer characteristics are an important factor in recognition of brand origin.

Thakor and Lavack (2003) showed that -similar to the perception of brand quality- perceptions of
brand origin are also affected by the country where the corporate ownership takes place. In addition, this
study presented a model of brand origin antecedents and consequences, along with findings to examine
how brand origin information affects consumers (Figure 1).
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Antecedents Consequences

e Location of Ownership e Overall Quality
e Location of Manufacture Perceptions
e Location of Assembly Perceived e Perceived Dimensions of
e Origin of Top Brand Quality

Management Origin e Brand-Related Attitudes
e Other (travel, press e  Price Expectations

reports) e Perceived Value
e Marketing Communication e  Purchase Intentions

Figure 1. A model of the antecedents and consequences of brand origin
Source: Thakor and Lavack, 2003, p.18.

In the study carried out by Kogak and Bayraktar (2019), 840 Egyptian consumers were tested to
correctly identify the origins of 12 Turkish brands operating in their countries. In the result of the
research, Ulker, Istikbal and Pasabahce brands were identified as the brands whose origins are known at
the highest level. Giinel (2020) surveyed 360 employees in health care businesses operating in Istanbul to
measure the effects of brand origin awareness on consumer purchasing behaviour and concluded that
brand origin awareness positively affects consumer behaviour.

2.2. Attitudes towards Advertisement and Trust in Advertisement

Advertising is a vital positioning tool in today's marketing world, in traditional and non-traditional
channels created with different budgets, in various times and environments, and created to influence the
target audience. The presentation and promotion of ideas, goods, or services by a particular sponsor
(company) for a particular payment are expressed as advertising. The estimated worldwide spending for
advertising is nearly $545 billion (Kotler, Armstrong, & Opresnik, 2018). In creating an advertising
campaign, the hierarchy of effects and means-end theory play an important role in developing credible
promotional activities. The hierarchy of effects model helps reveal the objectives of an advertising
campaign. These purposes are; (a) awareness, (b) knowledge, (c) liking, (d) preference, (e) conviction and
(f) the actual purchase. On the other hand, the means-end chain suggests that the advertisement should
contain messages or means to bring the customer to the desired end state (Clow & Baack, 2018).

Advertisers and company managers focus on developing a positive attitude towards goods and
services, reassuring customers, and creating loyal customers are among the sensitive issues. According to
Kotler and Keller (2010), attitude is defined as one's favourable or unfavourable evaluations, feelings, and
actions against a particular object or idea. Consumers' purchasing tendencies are affected by their attitudes
towards products (Bredahl, 2001). At the same time, attitudes towards advertising or product placement
can also affect the consumers' purchasing tendencies (Basgéze & Kazanci, 2014). Basgbze and Kazanci
(2014) found that consumers' attitudes towards advertisement significantly and positively affect their
purchasing tendency. Similarly, Yagct and Ilarslan (2010) also found that advertisements positively affect
purchasing.

Trust is an important component for many brands. Consumers are more inclined to choose brands
they can trust and believe they are being treated honestly. In this sense, advertising is among the most
effective promotional tools in developing brand image, building consumer trust, and persuading the
consumer. Messages intended to be given in advertisements can significantly affect consumers'
perceptions of products. Consumers who receive the messages in the advertisement are persuaded to buy
and trust the brand only if they believe in them. Feelings of trust and doubt play critical roles in protecting
consumers from being deceived. Since it is assumed that individuals try to understand the persuasion
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intention of the advertisements, during the advertising process, a sense of doubt may arise, and individuals
may doubt the sincerity of the advertisements (Ergec, 2009).

The concept of TIA has been discussed many times. TIA is conceptualized as the consumet's
confidence that the advertisement is a reliable source of good/setvice information and one's willingness to
act on the information conveyed by the advertisement (Soh et al., 2009). Obermiller and Spangenberg
(1998) found that low persuasion knowledge leads to high advertising scepticism. Beltramini (1988)
developed a scale to determine the reliability of advertising, and this scale shed light on many studies on
the subject. In the study conducted by Soh et al. (2009), a structure in which trust in advertising has four
different components has been proposed. These components are reliability, usefulness, affect, and
willingness to rely on. For this reason, the structure of TIA should be built around these four
components.

2.3. Ethnocentrism

Before addressing the concept of consumer ethnocentrism, it might be better to focus on
ethnocentrism. The term ‘ethnocentrism’ was first introduced by Sumner (1906), describing how people
see their own group as the centre of everything, rating and scaling other groups according to this centre.

The concept of consumer ethnocentrism was first introduced by Shimp and Sharma (1987) as "#he
beliefs held by consumers about the appropriateness, indeed morality, of purchasing foreign-made products." (p. 280).
Although highly ethnocentric consumers have economic worries about their own countries' economic
situations, buying foreign products is a moral problem for them. This may lead them to purchase domestic
products even if the quality of foreign ones is higher (Sharma, Shimp, & Shin, 1995). However, people in
developed countries are unreasonably inclined to evaluate domestic products favourably over foreign ones
(Moon & Jain, 2002).

Consumer ethnocentrism in consumer behaviour linked with different topics has been well
documented. Consumer ethnocentrism is a widely studied field, along with brand, national identity,
attitudes, products, and national economies. In the eatly literature, being more ethnocentric, consumers'
beliefs and attitudes are getting be negative towards foreign products and brands (Watson & Wright, 2000;
Moon & Jain, 2002), even if the foreign brands are superior to domestic ones (Supphellen & Rittenburg,
2001). When ethnocentric consumers evaluate foreign products, this evaluation is negatively atfected by
consumer ethnocentrism rather than national identification (Verlegh, 2007). On the other hand,
consumers from developing countries like China, Taiwan, and India were found as more ethnocentric
than developed countries (Pereira, Hsu, & Kundu, 2002).

Moreover, Durvasula and Lyonski (2006) found that consumers tend to be more ethnocentric when
the degree of perceived economic threat is high. Balabanis, Diamantopoulos, Mueller and Melewar (2001)
investigated the impact of nationalism, patriotism, and internationalism on consumer ethnocentrism in
Turkey and the Czech Republic. The results show that Turkish ethnocentric consumers are fuelled by
patriotism while Czech ethnocentric consumers by nationalism.

However, consumers' (highly ethnocentric) negative attitudes towatrd foreign products may not always
be valid, and the situation can be changed depending on the product's origin. Therefore, in some cases,
consumers may prefer foreign products over domestic ones (Balabanis & Diamantopoulos, 2004). At this
point, we can talk about the country-of-origin effect that might be effective over consumer ethnocentrism.

2.4. Cosmopolitanism

Cosmopolitanism stresses the open-minded attitude toward foreign countries and cultures, accepts the
variety of products from different national and cultural origins, and cosmopolite people intend to
consume products from foreign countries (Riefler, Diamantopoulos, & Siguaw, 2012). Cosmopolitanism
was first introduced by Merton (1957) in his sociological work to express the tendency of individuals
(cosmopolitans) to orient themselves outside the confines of her/his local community (Makrides,
Kvasova, Thrassou, Hadjielias, & Ferraris, 2021). In a modern sense, cosmopolitans think of themselves
beyond their nations and citizens and have a transnational frame of reference (Riefler et al., 2012).
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Thompson and Tambyah (1999a) considered cosmopolitanism as cultural orientation, consumption, and
lifestyle arising from the rapid socio-cultural and economic intricacies of globalization.

The concept of cosmopolitan consumer does not bind consumption behaviours to a specific culture,
local framework, or group; It describes individuals who are open to and willing to try products and
services from vatious countries to transcend existing boundaries beyond local culture (Riefler et al., 2012).
Leyv, Beechler, Taylor & Boyacigiller (2007) state that cosmopolitan consumers have an open and
unprejudiced stance and are not merely outward-oriented. In addition, Featherstone (2002) considers
cosmopolitan consumers are open to new experiences and learning and complaisant to diversity derived
from products belonging to different nations and cultural origins.

Since cosmopolitan consumers like other cultures and are more inclined to have new experiences
(Riefler et al., 2012), they are not expected to be stand-off foreign cultures, hyper-nationalist, or
archconservative (Cannon & Yaprak, 2002). On the other hand, they might have a positive intention to
buy foreign and domestic products if this buying gives them authenticity (Cannon & Yaprak, 2011).

There are two views on how to measure and should be constructed consumer cosmopolitanism. The
first view argues that cosmopolitan consumers, who are positively disposed toward foreign products and
appreciate diversity, do not have prejudice towards other cultures that they express their authentic
manifestations. The second view states that cosmopolitans show less allegiance to any particular
community and have universal desires so that they are more global than local, even if they hold both ideas
of being local and global (Prince, Yaprak, & Palihawadana, 2019). Therefore, cosmopolitan consumers
may show dispositions to be cosmopolitan to express their authentic manifestations and open-
mindedness, or they show this tendency because they have lesser faithfulness towards any particular
community and universal aspirations.

2.5. Xenocentrism

The word xenocentrism comes from the Greek noun Xenos meaning 'stranger, guest, and foreigner'
(Cornog, 2010). Kent and Burnight (1951) stated that xenocentrism could be a counter-concept to
ethnocentrism, and based on Sumner's definition of ethnocentrism, they defined xenocentrism as “a view of
things in which a group other than one’s own is the centre of everything, and all others, including one’s own group, are scaled
and rated with reference to it” (p. 250). Later, Eshleman, Cashion and Basirico (1993) gave another definition
of xenocentrism as “?he belief that what is foreign is best, that one’s own lifestyle, products, or ideas are inferior to those of
others” (p. 109).

Considering these definitions, it is not wrong to define consumer xenocentrism as being more
favourable towards other countries' products. Just as ethnocentric consumers do not tend to use foreign
products, xenocentric consumers may not be inclined to use domestic products. However, this does not
mean pure rejection. Balabanis and Diamantopoulos (2016) argued that consumer xenocentrism appears
in the form of perceptions of inferiority rather than a pure rejection. Therefore, xenocentric consumers
consume foreign products to feel superior to themselves from their ingroups.

Although consumer cosmopolitanism and consumer xenocentrism are seemed similar to each other,
they are quite different. While consumer cosmopolitanism is formed by local and foreign loyalties (Riefler
et al., 2012), xenocentric consumers prefer products from foreign countries rather than domestic ones and
compare those products with foreign products but not their own (Mueller & Broderick, 2010). Hence,
cosmopolite consumers are more open-minded towards foreign and local products, while xenocentric
consumers are biased toward local products and avoid using them.

There are two dimensions of consumer xenocentrism: perceived inferiority and social aggrandizement
(Diamantopoulos, Davydova, & Arslanagic-Kalajdzic, 2019). Balabanis and Diamantopoulos (2016)
defined perceived inferiority as “a zendency to denigrate, undervalne, and fail to appreciate domestic products and
brands” (p. 61). Xenocentric consumers believe that their home countries’ products are inferior to products
from foreign countries because those consumers perceive other countries are more superior to their home
countries (Diamantopoulos et al., 2019). Therefore, this perception led them not to consume their home
countries' products and overvalue foreign countries' products. At this point, Balabanis and
Diamantopoulos (2016) defined social aggrandizement as "the emphasis placed on the symbolic value of
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foreign products as way of enhancing perceived social status" (p. 62). Xenocentric consumers look for
alternative products from foreign countries, giving them a feeling of higher status (Diamantopoulos et al.,
2019). Consequently, those consumers regard their home countries' products as inferior and foreign ones
as attractive because they believe those countries are superior to their own.

3. Literature Review and Hypothesis Development

Brand origin and consumer ethnocentrism are the factors that international and local brands should
consider when creating their marketing strategies (Vuong & Khanh Giao, 2020; Lee & Childs, 2021).
When the studies carried out in the literature are examined, it is seen that the studies examining consumer
ethnocentrism as a moderator are limited.

Alonso Garcia, Chelminski and Gonzalez Hernandez (2013) examined the effects of the
communication language used in advertisements for Mexican consumers. As a result of the quantitative
research conducted among undergraduate students, it was found that using an English slogan in the
advertisement of a local brand creates less positive ATA and brand trust compared to an advertisement
using only Spanish. These findings highlight the importance of appealing to national feelings, linguistic
clements, and consumer ethnocentrism when advertising local brands. Puzakova, Kwak and Andras
(2010) revealed in their study that consumers with a high level of ethnocentric inclination notice foreign
products in movies, and they perceive these product placements negatively. In addition, within the scope
of the study, it has been seen that mass media and marketing communication efforts have a moderator
role in the effect of ethnocentrism on the frequency of purchasing foreign products. Moon and Jain
(2002) found that consumer ethnocentrism has a negative effect on international advertisements while the
petception of country of origin has a positive effect.

Reardon, Miller, Vida and Kim (2005) addressed Kazakhstan and Slovenia, transitional economies
from a centralized economy to a free market economy. In this study, ethnocentrism results in negative
ATA for Kazakhstan but not Slovenia. Consumer ethnocentrism has not directly affected the formation
of brand attitude, but only indirectly through the ATA, due to the less experience of imports and foreign
products in Kazakhstan. On the other hand, Slovenia's effect of ethnocentrism on the formation of brand
attitude has been observed directly and indirectly through ATA. As the reason for this situation for
Slovenia, it was stated that the experience with foreign products and the prolonged exposure to Western
advertising styles reduce ethnocentrism.

In the light of the above, it is seen that brand origin and consumer ethnocentrism have effects on
purchasing decisions and ATA. In this study, we expect that the level of consumer ethnocentrism will
moderate the relationship between brand origin and ATA. Therefore, we hypothesized that:

Hi: Brand origin will interact with consumers' ethnocentrism level to influence consumers' TTA and
ATA. Consumers with high-level ethnocentrism will exhibit a more positive attitude and trust when the
brand origin is emphasized as Turkey in the advertisement.

Xenocentrism is another essential determinant for understanding consumers' sociological motives.
Xenocentric consumers believe foreign products are better than their own country's products (Balabanis
& Diamantopoulos, 2016; Diamantopoulos et al., 2019). According to Mueller and Broderick (2010), these
consumers' beliefs and/or biases are often caused by individuals' concerns about social status and
thoughts that foreign countries are more modern than their own countries. Studies have found that
consumer xenocentrism is positively associated with the evaluation of the product (Kala & Chaubey,
20106), risk avoidance (Kisawike, 2015), consumer cosmopolitanism (Prince, Davies, & Palihawadana,
2016), the intention of buying foreign products (Camacho, Salazar-Concha, & Ramirez-Correa, 2020;
Rettanai Kannan, 2020). Furthermore, literature has shown that consumers with high-level xenocentrism
show not only favourable attitudes toward foreign products but also positive purchase intentions toward
the foreign product (Rojas-Méndez, & Chapa, 2020; Diamantopoulos et al., 2019; Zeugner-Roth, Zabkar,
& Diamantopoulos, 2015). Most research on consumer xenocentrism has been focused on determining
antecedents and consequences of consumer xenocentrism. However, this study will address consumer
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xenocentrism as a moderator variable. According to Mueller, Xun Wang, Liu & Chi Cui (2015), consumers
with high-level xenocentrism prefer foreign products even if domestic products are of better quality and
more functional. This finding indicates that consumers with high-level xenocentrism trust foreign brands
more than domestic ones. Therefore, we hypothesized that:

H»: Brand origin will interact with consumers' xenocentrism level to influence consumers' TIA and
ATA. Consumers with high-level xenocentrism will exhibit a more positive attitude and trust when the
brand origin is emphasized as France in the advertising.

As mentioned earlier, cosmopolitan consumers are more knowledgeable about the origin of brands
than non-cosmopolites as they are more open-minded about the world outside and not bound by one
specific culture (Yegenoglu, 2005; Laroche, Zhang, & Sambath, 2017). Consequently, the brand origin
plays an important role in consumers' cosmopolitanism level. Therefore, we expect that brand origin and
consumers' cosmopolitanism level will interact with each other.

On the other hand, compared to eatlier, people are now more aware of the world through media
outlets and information channels (Craig & Douglas, 2006). Because advertising activities are also a media
tool, it helps people to be aware of the worldwide known brands quicker. MacKanzie and Lutz (1989)
stated that advertising could be regarded as a predictor of consumers' behaviour. In addition, Alden,
Steenkamp, and Batra (1999) report that cosmopolitan consumers are inclined to espouse foreign
products, advertising messages, and promotions generated by companies' global strategies. On the other
side, consumer TIA is also important, as well as consumer attitudes towards advertisement. Soh et al.
(2009) argued that advertisements convey the information they offer most functionally through
consumers' trust in these advertisements. Therefore, because the advertisement belongs to a foreign
country's product, cosmopolitan consumers may treceive the information undoubtingly that the
advertisement conveys and have trust in it. For this reason, we expect consumers with high-level
cosmopolitanism will have a positive attitude and trust when the brand origin is emphasized as France in
the advertising.

Considering all this information mentioned above, we hypothesized that:

Hs: Brand origin will interact with consumers' cosmopolitanism level to influence consumers' TIA and
ATA. Consumers with high-level cosmopolitanism will exhibit a more positive attitude and trust when the
brand origin is emphasized as France in the advertising.

3. Methodology

To examine the potential effects of consumer ethnocentrism, xenocentrism, cosmopolitanism and
brand origin on consumer ATA/TIA, we conducted an experiment with a 2 (brand origin:
France/Tutkey) x 2 (consumer ethnocentrism: low/high; consumer xenocentrism: low/high; consumer
cosmopolitanism: low/high) between-subject design was employed.

Permission for this study was obtained from the Ethics Committee of Economics and Administrative
Faculty with the decision number 15/67 at the meeting dated 21/12/2021. In this study, the rules
specified within the Higher Education Institutions Scientific Research and Publication Ethics Directive
were followed.

3.1. Participants

A total of 237 undergraduate students took part in the study. There are some obvious practical reasons
for involving students in this study. Firstly, choosing students as subjects helped us control various
demographic characteristics (e.g., education, age, and occupation). Secondly, a high response rate was
ensured as students were readily available on college campuses.

As can be seen in Table 1, the gender of the participants is homogeneously distributed among the
conditions (France/Turkey). The sample is composed of 114 females and 123 males (SD=0.0322). Most
participants are between the ages of 20 and 22 (66%).
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Table 1. Distributions of gender and age across conditions

Conditions
Gender France Turkey Total
Female 53 46% 61 54% 114 (48%)
Male 55 45% 68 55% 123 (52%)
Total
(sub-conditions) 108 46% 129 54% 237
Age France Turkey Total
17-19 16 38% 26 62% 42 (17%)
20-22 73 46% 85 54% 158 (66%0)
23-25 14 45% 17 55% 31 (13%)
26+ 5 83% 1 17% 6 (2.5%)
Total 108 45% 129 55% 237

3.2. Pre-test

A pre-test with another 56 undergraduate students helped determine which brand origin was used as
stimuli. They were asked to answer the open question: when it comes to cosmetics, which country comes
to your mind? The results indicated that 64.3% of participants mentioned France. Therefore, France and
Turkey (the participants' countries) were selected as the brand origin used as the stimuli.

3.3. Stimuli

Two versions of an advertisement for a hand cream were created (see Appendix 1). Among cosmetic
products, hand cream was chosen because it is a unisex product. In the advertisement, a fictitious brand
name resembling associations with neither France nor Turkey was generated to eliminate any potential
confounding effect due to recent brand attitude. Besides, we included brand origin manipulation. In the
first advertisement, a text about the brand emphasized that the hand cream originated from France, while
in the second advertisement, hand cream originated from Turkey.

3.4. Procedure

Participants were randomly assigned to either France origin or Turkey origin conditions. They
participated in our survey using a paper-pencil survey method. Before the experiment, they read a study's
objectives and procedures and checked the "agree to participate” box. Upon starting the survey,
participants first completed a questionnaire about consumer ethnocentrism, cosmopolitanism, and
xenocentrism. Afterwards, participants were exposed to one of the two advertisements. After they viewed
the advertisements, they answered the questions about TIA and ATA. Additionally, they responded to
basic demographics (age and gender). Finally, we thanked and debriefed the participants. The entire
procedure took approximately ten minutes to complete.

To predict consumer TIA and ATA by the help of their level of ethnocentrism, xenocentrism, and
cosmopolitanism, these continuous variables were divided into two groups using a median split:
consumers with high-level ethnocentrism, xenocentrism and cosmopolitanism and consumers with low-
level ethnocentrism, xenocentrism, and cosmopolitanism. The mean score of respondents higher than the
median was placed in the high-level group, and those lower than the median were placed in the low-level

group.

3.5. Measures

Attitude towards advertisement was measured by a three-item, seven-point semantic differential scale
adopted from Mackenzie and Lutz's (1989) study. The three-item scale was reliable (Cronbach's o = .806).
A factor analysis confirmed that all three items demonstrated a unidimensional construct (68.08% of the
variance explained; eigenvalue = 2.373).

Trust in adpertisement was measured with a ten-item semantic differential scale adopted from Beltramini
(1988). The ten-item scale was reliable (Cronbach's o« = .92). A factor analysis confirmed that each item
loaded on a single factor (56.8% of the variance explained; eigenvalue = 5.68).
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Consumer ethnocentrism was measured by Verlegh’s (2007) five-item scale modified version of Shimp and
Sharma’s (1987) CETSCALE. The five-item scale was teliable (Cronbach's a = .795). As a result of the
factor analysis, one item, “Even if I had to pay more, I would rather buy another country’s product,” was
excluded because it did not display sufficient commitment to the relevant dimension. After extracting this
item, other items loaded on a single factor (52.96% of the variance explained; eigenvalue = 2.50).

Consumer  xenocentrism was measured by using a five-item scale developed by Balabanis and
Diamantopoulos (2016). The five-item scale was reliable (Cronbach's « = .801). The factor analysis
confirmed that the scale consists of a two-factor structure. When the first factor (perceived inferiority)
explained 33.53% of the variance (eigenvalue = 3.829), the second factor (social aggrandizement)
explained 16.53% of the variance explained (eigenvalue = 2.1406). The entire structure explained 50.06% of
the total variance.

Consumer cosmopolitanism was measured with a six-item scale developed by Cleveland and Laroche
(2007). As a result of the factor and reliability analyses, one item, “I am interested in learning more about
people who live in other countries,” was excluded because it did not display sufficient commitment to the
relevant dimension and reduced variances between each item. Excluding the item, a five-item scale was
reliable (Cronbach's « = .919) and loaded on a single factor (70.11% of the variance explained; eigenvalue
=3.8).

All scales were modified and adapted into Turkish by bilingual experts using back translation methods
to ensure consistency.

5. Results

To test the first hypothesis, a 2 (brand origin: France vs. Turkey) x 2 (consumers’ ethnocentrism: low
vs. high) factorial analysis of variance was conducted. Results showed that consumers’ ethnocentrism level
had no significant main effects on consumer TTIA (Fq, 233 =1.080, p > .05, n*p = .00) and ATA (Fy, 233 =
396, p > .05, n*p = .00). Similatly, brand origin had no significant main effects on consumer TIA (F, 235
=.329, p > .05, n*’p = .00) and ATA (Fq, 233 = .009, p > .05, n*p = .00). However, as indicated in the
figure one, the interaction effect between consumers’ ethnocentrism level and brand origin was significant
in predicting consumer TIA (Fq, 233) = 20.611, p <. 001, n?p = .08) and ATA (Fq, 233 = 13.867, p < .001,
7?p = .05). So H; was supported.

47 425
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Figure 2. Interaction effect (consumers’ ethnocentrism x brand origin)

Post-hoc test was performed to reveal which groups' means differences cause this interaction effect.
According to Post-hoc test, three important results were obtained. Firstly, consumers with high-level
ethnocentrism exposed to the advertisement that emphasized Turkey origin had greater TIA (nnigh/Turkey =
4.26, Mhigh/France = 3.00; t(233) = 2.817, p < .05) and more favourable ATA (Mhuigh/Turkey = 4.23, Mhigh/France
=3.54; t(233) = 2.577, p < .05) than those exposed to the advertisement that emphasized France origin.
Secondly, consumers with low-level ethnocentrism exposed to the advertisement that emphasized France
origin had greater TIA Miow/France = 4.19, Miow/Turkey = 3.33; t(233) = 3.600, p < .05) and more favourable
ATA Miow/France = 4.13, Miow/Turkey =3.40; t(233) = 2.689, p < .05) than those exposed to the advertisement
that emphasized Turkey origin. Thirdly, consumers with high-level ethnocentrism exposed to the

Selcuk Universitesi Sosyal Bilimler Enstitiisii Dergisi e 48 / 2022
84



The Effect of Brand Origin on Trust in Advertisement and Attitudes towards Advertisement: The Roles of Consumer Ethnocentrism,
Cosmopolitanism and Xenocentrism

advertisement that emphasized Turkey origin had greater TTA (Mhigh/ Turkey = 4.26, Miow/Turkey = 3.33; t(233)
= 4.114, p < .05) and more favourable ATA (Migh/Tutkey = 4.23, Miow/Turkey =3.40; t(233) = 3.210, p < .05)
than consumers with low-level ethnocentrism exposed to the advertisement emphasizing Turkey origin.

To examine the second hypothesis, a 2 (brand origin: France vs. Tutkey) x 2 (consumers'
xenocentrism: low vs. high) factorial analysis of variance was conducted. Because the concept of
consumer xenocentrism is composed of two dimensions (Perceived infetiority/ Social aggrandizement),
two stages were followed for examining the effect of consumers' xenocentrism on TIA and ATA. Fist
stage’s results indicated that consumers’ perceived inferiority level had no significant main effects on
consumer TTA (F(1,233) = .3610, p > .05, 7]2p = OO) and ATA (F(1,233) = 2.0506, p > .05, nzp = 00)
Similarly, brand origin had no significant main effects on consumer TTA (F233 = .0451, p > .05, »’p =
.00) and ATA (Fupss = .004, p > .05, n*p =.00). According to the figure two, however, the interaction
effect between consumers’ perceived inferiority level and brand origin was significant in predicting
consumer TIA (Fupzss = 20.611, p < .001, n?p = .04) and ATA (Fazsz = 13.867, p < .05, n?*p = .01).
Second stage’s results showed that neither the main effect of consumers’ social aggrandizement level
(trust: Faoss) = 1.0397, p > .05, n*p = .00; attitude: (F233 = 1.7049, p > .05, n’p = .00) nor the main
effect of brand origin (trust: F 233 = .0639, p > .05, n?p = .00; attitude: F1 233 = .0162, p > .05, n*p = .00)
was significant. The interaction effect between consumers’ social aggrandizement level and brand origin
was not significant (trust: Fo 233 = 2.3542, p > .05, n?p = .01; attitude: F 233 = .5242, p > .05, n?p = .00).
So, Hz was partially supported.
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Figure 3. Interaction effect (consumers' xenocentrism x brand origin)

H> posits that consumers with high-level perceived inferiority exposed to the advertisement that
emphasized France origin had greater TIA (Muign/rrance = 415, Mhigh/Turkey = 3.54; t(233) = 2.604, p < .05)
than those exposed to the advertisement that emphasized Turkey origin. Consumers with low-level
perceived inferiority exposed to the advertisement that emphasized Turkey origin had greater TIA
(Miow/Turkey = 4.21, Mhigh/Turkey = 3.54; t(233) = 2.965, p < .05) and more favourable ATA (Miow/Turkey =
4.22, Muigh/Turkey = 3.54; t(233) = 2.651, p < .05) than consumers with high-level perceived inferiority
exposed to the advertisement that emphasized Turkey origin.

To test the third hypothesis, a 2 (brand origin: France vs. Turkey) x 2 (consumer cosmopolitanism: low
vs. high) factorial analysis of variance was conducted. Results showed that both the main effect of brand
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origin and consumer cosmopolitanism on TIA (brand origin: Fi 233 = .0529, p > .05, n*p = .00; consumer
cosmopolitanism: F 233 = .3536, p > .05, n?p = .00) and ATA (brand origin: Fa 233 = .0444, p >. 05, n*p
= .00; consumer cosmopolitanism: F 233 = .0373, p > .05, n*p = .00) were not significant. Similarly, the
interaction effect (brand origin x consumer cosmopolitanism) was not significant (trust: Fi 233 = .0364, p
> .05, n?p = .00; attitude: Fr 233 = 1.1196, p > .05, n*p = .00). Thus, H3 failed to receive suppott.
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Figure 4. Interaction effect (consumer cosmopolitanism x brand origin)

6. Discussion and Conclusion

This present research makes significant contributions in several respects. First, it gives tips about
consumer TIA and ATA. It also provides valuable insight into the potential uses of brand origin,
consumer ethnocentrism, xenocentrism, and cosmopolitanism to promote a product.

Results underline that consumers' ethnocentrism level plays an essential role in moderating the
relationship between brand origin and TIA&ATA. The interaction effect between consumers'
ethnocentrism level and brand origin propose that the effectiveness of the advertising would be enhanced
when the brand origin emphasizing the consumer's own country is oriented to consumers with a high-
level ethnocentrism level. Furthermore, the specific interaction pattern in the Turkey origin condition
indicated that consumers with high-level ethnocentrism had great TIA and more favourable ATA,
whereas those with low-level ethnocentrism had less TIA and less favourable ATA. These results are in
line with previous studies establishing that consumer ethnocentrism can be effective in consumers'
attitudes and purchase intentions (Herche, 1992; Shoham, 2003; Yelkur, Chakrabarty, & Bandyopadhyay,
2000).

Results also demonstrate that among the dimension of consumers' xenocentrism, only petceived
inferiority interacted with the brand origin, and this interaction effect influenced TIA&ATA. Specifically,
for consumers with high-level perceived inferiority, the advertisement emphasizing France origin led to
greater TIA and more favourable ATA than consumers with low-level perceived inferiority. Besides, when
examining the Turkey origin conditions, consumers with low-level perceived inferiority had greater TIA
and more favourable ATA than consumers with high-level perceived inferiority. This finding is partially
consistent with prior studies, which proposed that consumers with high-level perceived inferiority display
negative attitudes towards brand of their home country (Cleveland & Laroche, 2007; Diamantopoulos et
al., 2019; Camacho et al, 2020). However, the interaction effect between consumers' social
aggrandizement level and brand origin was not significant. The possible reason behind this result might be
that we offered fictitious brand advertisements to subjects. Nevertheless, the concept of social
aggrandizement is defined as an emphasis on the symbolic value of foreign products for increasing
perceived social status (Balabanis & Diamantopoulos, 2016; Diamantopoulos et al., 2019). Thus, subjects
could not perceive social status because our fictitious brand does not have a symbolic value.

Interestingly, the expected interaction between brand origin and consumers' cosmopolitanism level was
found in neither France origin condition nor Turkey origin condition. Although some research has
demonstrated that cosmopolitan consumers tend to display favourable attitudes and purchase intentions
toward foreign goods and brands (Cleveland, Laroche, & Papadopoulos, 2009; Purwanto, 2016), others
have shown that cosmopolitan consumers prefer both global and local brands (Thompson & Tambyah,
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1999b; Cannon & Yaprak, 2002). Therefore, consumers' cosmopolitanism level might not be a significant
factor in interacting with brand origin.

This research has several limitations. First, the sample of this study was limited to young consumers.
Future research should include older consumers. Replicating this study with various demographic factors
would confirm the findings. A second limitation is that we used only hand cream as a cosmetic product in
our advertisement; different product categories can also be considered stimuli tools.

Additionally, this tesearch indicated ambiguous results. Consumers' ethnocentrism and petceived
inferiority interact with the brand origin, and this interaction significantly affects TIA and ATA. However,
neither consumer social aggrandizement nor consumer cosmopolitanism has an interaction with brand
origin. This interaction effect was not a significant predictor of determining TIA and ATA. The results
suggest that there is a need to investigate the role of consumers' cosmopolitanism and xenocentrism in
future research.

These results have essential contributions in terms of managerial and theoretical. Our study sheds light
on the interaction effect of consumers’ ethnocentrism, xenocentrism, and cosmopolitanism. While most
of the previous research focused on purchase intention as a dependent variable (Wei, 2008; Renko, Crnjak
Karanovi¢, & Mati¢, 2012; Camacho, Salazar-Concha, & Ramirez-Correa, 2020; Srivastava, Gupta, &
Rana, 2021) TIA and ATA as a dependent variable were addressed in this study. There are several
managerial implications of our research as well. First, this study's result may help firms develop an
effective promotion campaign for their target audience. According to our results, managers also make
their brands more trustful and adorable by using brand origin and consumers' ethnocentrism and
perceived inferiority.

References

Alden, D. L., Steenkamp, J., & Batra, R. (1999). Brand Positioning Through Advertising in Asia, North
America, and Europe: The Role of Global Consumer Culture. Journal of Marketing, 63(1), 75-87.

Alonso Garcfa, N., Chelminski, P., & Gonzalez Hernandez, E. (2013). The effects of language on
attitudes toward advertisements and brands trust in Mexico. Journal of Current Issues & Research in
Adyertising, 34(1), 77-92.

Balabanis, G., & Diamantopoulos, A. (2004). Domestic Country Bias, Country-of-Origin Effects, and
Consumer Ethnocentrism: A Multidimensional Unfolding Approach. Journal of the Academy of Marketing
Science, 32(1), 80-95.

Balabanis, G., & Diamantopoulos, A. (2016). Consumer Xenocentrism as Determinant of Foreign
Product Preference: A System Justification Perspective. Journal of International Marfketing, 24(3), 58-77.

Balabanis, G., Diamantopoulos, A., Mueller, R. D., & Melewar, T. C. (2001). The Impact of
Nationalism, Patriotism and Internationalism on Consumer Ethnocentric Tendencies. Jowrnal of
International Business Studies, 32(1), 157-175.

Basgoze, P., & Kazanci, S. (2014). Uriin yerlestirme ve reklama iliskin tutumlarin satin alma egilimi ve
marka imaji Uzerine etkileri. Hacettepe University Journal of Economics and Administrative Sciences, 32(1), 29-54.

Beltramini, R. F. (1988). Perceived Believability of Warning Label Information Presented in Cigarette
Advertising. Journal of Advertising, 17(2), 26-32.

Bredahl , L. (2001). Determinants of Consumer Attitudes and Purchase Intentions With Regard to
Genetically Modified Food — Results of a Cross-National Survey. Journal of Consumer Policy, 24(1), 23—61.

Camacho, L. J., Salazar-Concha, C., & Ramirez-Correa, P. (2020). The influence of xenocentrism on
purchase intentions of the consumer: The mediating role of product attitudes. Swustainability, 12(4), 1647.

Cannon, H. M., & Yaprak, A. (2002). Will the Real-World Citizen Please Stand Up! The Many Faces of
Cosmopolitan Consumer Behavior. Journal of International Marketing, 10(4), 30-52.

Cannon, H. M., & Yaprak, A. (2011). A dynamic framework for understanding cross-national
segmentation. International Marketing Review, 28(3), 229-243.

Chen, S., Wright, M. J., Gao, H., Liu, H., & Mather, D. (2021). The effects of brand origin and
country-of-manufacture on consumers' institutional perceptions and purchase decision-making.
International Marketing Review, 38(2), 343-360.

Selcuk Universitesi Sosyal Bilimler Enstitiisii Dergisi e 48 / 2022
87



The Effect of Brand Origin on Trust in Advertisement and Attitudes towards Advertisement: The Roles of Consumer Ethnocentrism,
Cosmopolitanism and Xenocentrism

Cleveland, M., & Laroche, M. (2007). Acculturaton to the global consumer culture: Scale development
and research paradigm. Journal of Business Research, 60(3), 249-259.

Cleveland, M., Laroche, M., & Papadopoulos, N. (2009). Cosmopolitanism, consumer ethnocentrism,
and materialism: An eight-country study of antecedents and outcomes. ourmnal of International marketing,
17(1), 116-146.

Clow, E. K., & Baack, D. (2018). Integrated Advertising, Promotion, and Marketing Communications. Hatlow:
Pearson.

Cornog, M. W. (2010). Merriam-Webster's 1 ocabulary Builder. Springfield, Massachusetts: Merriam-
Webster, Incorporated.

Craig, C. S., & Douglas, S. P. (2006). Beyond national culture: Implications of cultural dynamics for
consumer research. International Marketing Review, 23(3), 322-342.

Diamantopoulos, A., Davydova, O., & Arslanagic-Kalajdzic, M. (2019). Modeling the role of consumer
xenocentrism in impacting preferences for domestic and foreign brands: A mediation analysis. Journal of
Business Research, 104, 587-596.

Durvasula, S., & Lyonski, S. (2006). Impedance to Globalization: The Impact of Economic Threat and
Ethnocentrism. Journal of Global Marketing, 19(3-4), 9-32.

Ergec, N. E. (2009). Reklama Stipheci Yaklasimin Incelenmesi. Jourmal of Cukurova University Institute of
Social Sciences, 18(2), 172-193.

Eshleman, J. R., Cashion, B. G., & Basirico, L. A. (1993). Sociology: An Introduction. USA: HarperCollins
Publishers.

Featherstone, M. (2002). Global Culture: Nationalism, Globalization, and Modernity. London: Sage
Publications.

Ginel, C. E. (2020, September). E-Ticaret ile marka mengei bilincinin tiiketici satin alma davranist
tzerindeki etkisi. Master's Thesis. Istanbul, Turkey: Istanbul Ticaret University Graduate School of Foreign
Trade.

Herche, J. (1992). A note on the predictive validity of the CETSCALE. Journal of the Academy of
Martketing Science, 20(3), 261-264.

Kala, D., & Chaubey, D. (2016). Country-of-origin effect and consumers' buying behaviour: An
evidence from Indian market. Management Convergence, 7(1), 47-59.

Kent, D. P., & Burnight, R. G. (1951). Group Centrism in Complex Societies. American Journal of
Sociology, 57(3), 256-259.

Kisawike, B. (2015). How country of origin, consumer ethnocentrism and consumer xenocentrism
impact upon risk and involvement in the malaria medication decision making process in Tanzania.
University of Hull, Doctoral dissertation.

Kogak, A., & Bayraktar, A. (2019). Marka Mensei Tanima Dogrulugu Kavrami ve Misir Pazarindaki
Tiirk Markalart Uzerine Bir Arastirma. Journal of Research in Business, 4(2), 111-123.

Kotler, P., & Keller, K. L. (2016). Marketing Management. Upper Saddle River, NJ: Pearson Prentice
Hall.

Kotler, P., Armstrong, G., & Opresnik, M. O. (2018). Principles of Marketing. Hatlow: Pearson.

Laroche, M., Zhang, C., & Sambath, A. (2017). Understanding Cosmopolitanism and Brand Origin
Recognition Accuracy: The Moderating Effect of Need for Cognition. Journal of Promotion Management,
24(4), 1-18.

Lee, B., & Childs, M. (2021). Building Consumer Trust in Cosmetic Advertisements: The Effect of
Model Ethnicity and Brand Origin. International Journal of Marketing Studies, 13(2), 12-19.

Lee, S., Johnson, Z., & He, X. (2009). Brand Origin Or Product Origin? The Effects of Country of
Origin Fit on Brand Evaluation. In A. L. McGill, & S. Shavit (Ed.), NA - Advances in Consumer Research
Volume. 36, pp. 1013-1014. Duluth, MN: Association for Consumer Research.

Levy, O., Beechler, S., Taylor, S., & Boyacigiller, N. A. (2007). What we talk about when we talk about
‘global mindset Managerial cognition in multinational corporations. Journal of International Business Studies,
38(2), 231-258.

Selcuk Universitesi Sosyal Bilimler Enstitiisii Dergisi e 48 / 2022
88



The Effect of Brand Origin on Trust in Advertisement and Attitudes towards Advertisement: The Roles of Consumer Ethnocentrism,
Cosmopolitanism and Xenocentrism

MacKenzie, S. B., & Lutz, R. J. (1989). An Empirical Examination of the Structural Antecedents of
Attitude toward the Ad in an Advertising Pretesting Context. Journal of Marketing, 53(2), 48-65.

Makrides, A., Kvasova, O., Thrassou, A., Hadjiclias, E., & Ferraris, A. (2021). Consumer
cosmopolitanism in international marketing research: a systematic review and future research agenda.
International Marketing Review, abead-of-print(ahead-of-print).

Merton, R. K. (1957). Patterns of influence: local and cosmopolitan influential. In R. K. Merton, Socia/
Theory and Social Structure (pp. 387-420). New York: The Free Press.

Moon, B. J., & Jain, S. C. (2002). Consumer processing of foreign advertisements: roles of country-of-
origin perceptions, consumer ethnocentrism, and country attitude. Infernational Business Review, 11(2), 117-
138.

Mueller, R. D., & Broderick, A. J. (2010). Consumer xenocentrism: an alternative explanation for foreign product
bias.  Retrieved  from  StudyLib:  https://studylib.net/doc/8320331/consumer-xenocentrism--an-
alternative-explanation-for-for

Mueller, R. D., Wang, G. X,, Liu, G., & Cui, C. C. (2015). Consumer xenocentrism in China: an
exploratory study. Asia Pacific Journal of Marketing and Logistics, 28(1), 73-91.

Obermiller, C., & Spangenberg, E. R. (1998). Development of a Scale to Measure Consumer
Skepticism Toward Advertising. Journal of Consumer Psychology, 7(2), 159-186.

Pereira, A., Hsu, C., & Kundu, S. (2002). A Cross-Cultural Analysis of Ethnocentrism in China, India,
and Taiwan. Journal of International Consumer Marketing, 15(1), 77-90.

Prince, M., Davies, M. A., & Palihawadana, D. (2016). Here, there and everywhere: A study of
consumer centrism. International Marketing Review, 5(33), 715-754.

Prince, M., Yaprak, A. N., & Palihawadana, D. (2019). The moral bases of consumer ethnocentrism
and consumer cosmopolitanism as purchase dispositions. Journal of Consumer Marketing, 36(3), 429-438.

Purwanto, E. (2016). The effect of cosmopolitanism on perceived foreign product and purchase
intentions: Indonesia case. Calitatea, 17(155), 94.

Puzakova, M., Kwak, H., & Andras, T. L. (2010). Mitigating consumer ethnocentrism via advertising
and media consumption in a transitional market. Infernational Journal of Advertising, 29(5), 727-764.

Reardon, J., Miller, C., Vida, 1., & Kim, I. (2005). The effects of ethnocentrism and economic
development on the formation of brand and ad attitudes in transitional economies. Eurgpean Journal of
Marketing, 39(7/8), 737-754.

Renko, N., Crnjak Karanovi¢, B., & Mati¢, M. (2012). Influence of consumer ethnocentrism on
purchase intentions: Case of Croatia. Ekonomska misao i praksa(2), 529-544.

Rettanai Kannan, D. (2020). Consumer Xenocentrism: Antecedents, consequences (and moderators)
and related constructs. Doctoral dissertation. Ottawa, Ontatio, Canada: Catleton University.

Riefler, P., Diamantopoulos, A., & Siguaw, J. (2012). Cosmopolitan consumers as a target group for
segmentation. Journal of International Business Studies, 43(3), 285-305.

Rojas-Méndez, , J., & Chapa, S. (2020). X-Scale: A new scale to measure consumer xenocentrism.
Martketing intelligence & planning., 38(3), 354-368.

Samiee, S., & Chabowski, B. R. (2021). Knowledge structure in product- and brand origin—related
research. Journal of the Academy of Marketing Science, 49(5), 947-968.

Samiee, S., Shimp, T. A., & Sharma, S. (2005). Brand Origin Recognition Accuracy: Its Antecedents
and Consumers' Cognitive Limitations. Journal of International Business Studies, 36(4), 379-397.

Sharma, S., Shimp, T. A., & Shin, J. (1995). Consumer ethnocentrism: A test of antecedents and
moderators , 23, . Journal of the Academy of Marketing Science, 23(1), 26-37.

Shimp, T. A., & Sharma, S. (1987). Consumer Ethnocentrism: Construction and Validation of the
CETSCALE. Journal of Marketing Research, 24(3), 280-289.

Shoham., A. B. M. (2003). Consumer ethnocentrism, attitudes and. Journal of International Consumer
Marketing, 15(4), 67-86.

Soh, H., Reid, L. N., & King, K. W. (2009). Measuring Trust in Advertising: Development and
Validation of the ADTRUST Scale. The Journal of Advertising, 38(2), 83-103.

Selcuk Universitesi Sosyal Bilimler Enstitiisii Dergisi e 48 / 2022
89



The Effect of Brand Origin on Trust in Advertisement and Attitudes towards Advertisement: The Roles of Consumer Ethnocentrism,
Cosmopolitanism and Xenocentrism

Srivastava, A., Gupta, N., & Rana, N. P. (2021). Influence of consumer cosmopolitanism on purchase
intention of foreign vs local brands: a developing country perspective. International Journal of Emerging
Markets.

Sumner, W. G. (19006). Folkways a Study of the Sociological Importance of Usages Manners Customs Mores and
Morals. New York: Ginn and Company.

Supphellen , M., & Rittenburg, T. L. (2001). Consumer Ethnocentrism When Foreign Products Are
Better. Psychology &>Marketing, 18(9), 907-927.

Thakor, M. V., & Kohli, C. S. (1996). Brand origin: conceptualization and review. Journal of Consumer
Marketing, 13(3), 27-42.

Thakor, M. V., & Lavack, A. M. (2003). Effect of perceived brand origin associations on consumer
perceptions of quality. Journal of Product & Brand Management, 12(6), 394-407.

Thompson, C. J., & Tambyah, S. K. (1999a). Trying to be cosmopolitan. Journal of Consumer Research,
26(3), 214-241.

Thompson, C. J., & Tambyah, S. K. (1999b). The Starbucks brandscape and consumers'(anticorporate)
experiences of glocalization. Journal of consumer research, 26(3), 214-241.

Verlegh, P. (2007). Home country bias in product evaluation: the complementary roles of economic
and socio-psychological motives. Journal of International Business Studies, 38(3), 361-373.

Vuong, B., & Khanh Giao, H. (2020). The impact of perceived brand globalness on consumers’
purchase intention and the moderating role of consumer ethnocentrism: An evidence from Vietnam.
Journal of International Consumer Marketing, 32(1), 47-68.

Watson, J. J., & Wright, K. (2000). Consumer ethnocentrism and attitudes toward domestic and
foreign products. Eurgpean Journal of Marketing, 34(9/10), 1149-1166.

Wei, Y. (2008). Does Consumer Ethnocentrism Affect Purchase Intentions Of Chinese Consumers?
Mediating Effect Of Brand Sensitivity And Moderating Effect Of Product Cues. Journal of Asia Business
Studies., 3(1), 54-60.

Yaget, M. 1., & {larslan, N. (2010). Reklamlarin ve Cinsiyet Kimligi Roliiniin Tiiketicilerin Satin Alma
Davransslart Uzerindeki Btkisi. Dogus University Journal, 11(1), 138-155.

Yegenoglu, M. (2005). Cosmopolitanism and nationalism in a globalized wortld. Ethnic and Racial Studzes,
28(1), 103-131.

Yelkur, R., Chakrabarty, S., & Bandyopadhyay, S. (2006). Ethnocentrism and Buying Intentions: Does
economic development metter? Marketing Managment Journal, 16(2), 26-37.

Zeugner-Roth, K., Zabkar, V., & Diamantopoulos, A. (2015). Consumer ethnocentrism, national
identity, and consumer cosmopolitanism as drivers of consumer behavior: A social identity theory
petspective. Journal of international marketing, 23(2), 25-54.

Appendix 1.

Yy "

| V‘; l@([;’]muglllla

N'Zuri .
~ [BOzZMaLIR

“/ TURKIYE

o)

3\

FRANSA

Selcuk Universitesi Sosyal Bilimler Enstitiisii Dergisi o 48 / 2022
90



The Effect of Brand Origin on Trust in Advertisement and Attitudes towards Advertisement: The Roles of Consumer Ethnocentrism,
Cosmopolitanism and Xenocentrism

Aragtirmacilarin Katki Oran Beyani/ Contribution of Authors
Yazatlarin ¢alismadaki katkt oranlart %33.3/%33.3/%33.3 seklindedir.
The authors' contribution rates in the study are %33.3/%33.3/%33.3 form.

Cikar Catigmas1 Beyan1 / Conflict of Interest
Calismada herhangi bir kurum veya kisi ile ¢tkar catismast bulunmamaktadir.
There is no conflict of interest with any institution or person in the study.

Intihal Politikas1 Beyan1 / Plagiarism Policy
Bu makale Intihal programlarinda taranmis ve Intihal tespit edilmemistir.
This article was scanned in Plagiarism programs and Plagiarism was not detected.

Bilimsel Arastirma ve Yayin Etigi Beyan1 / Scientific Research and Publication Ethics
Statement

Bu calismada Yiksekogretim Kurumlari Bilimsel Arastirma ve Yayin Etigi Yonergesi kapsaminda belirtilen

kurallara uyulmustur.
In this study, the rules specified within the scope of the Higher Education Institutions Scientific Research and
Publication Ethics Ditrective were followed.

Selcuk Universitesi Sosyal Bilimler Enstitiisii Dergisi e 48 / 2022
91




