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Abstract

With over half of Australia's population being ethnically diverse, understanding the needs
and behaviours of these consumers is essential. This study examines how ethnic
consumers' identities are shaped by their home and host countries and how this
influences their purchasing decisions. Existing research primarily focuses on country
image, but little is known about the combined impact. This study aims to explore how
image factors (cognitive and affective) affect ethnic consumer identity and how these
factors influence purchasing behaviour across different ethnicities. An online survey
(N=261) was conducted in Australia with four ethnic groups. Results show that positive
emotions toward home countries significantly influence ethnic identity and purchase
intention of home country products. Additionally, ethnic consumer identity mediates the
relationship between positive home country image and purchase intention. This study
contributes to marketing knowledge by linking country image and consumer identity
research and offers valuable insights for marketers to effectively target ethnic consumers.
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INTRODUCTION

Globalisation has driven mass immigration, impacting
the demographics of many nations (UN, 2002). As ethnic
minorities gain economic influence (1), understanding
their evolving identities within their new homes becomes
crucial for businesses. This includes how their sense of
belonging (ethnic consumer identity) shapes their
purchasing decisions, such as choosing between products
from their heritage and those of their adopted country
(see Cleveland, Papadopoulos & Laroche, 2011). This
paper explores how variations in ethnic identity among
consumers living in a host country affect their purchasing
behaviour towards products and services from their
home country and the host country.

To fully comprehend ethnic consumer identity, it is
essential to ascertain which factors shape it; however,
previous literature reveals that past research (2 3) offers
only a limited empirical appraisal of the antecedents of
ethnic identity. For example) presented six indicators to
measure ethnicity (i.e., language use, religion, social
interaction, background, spouse’s ethnic identity and
self- identification). Author made significant
contributions to the conceptualisation of ethnic identity
but overlooked the impact of changes in the image of the

country of origin (home country) and the country of
residence (host country), which any immigrant has,
which can affect the identity of immigrants.

Furthermore, it is meaningful to ascertain the extent to
which a consumers’ ethnic identity influences their
perceptions and behaviour of purchase intention towards
home or host country.

In line with this reasoning, another aim of the paper is to
examine the mechanisms underpinning the ways through
which consumers’ ethnic identities shape their cognitive
assessments of host- vs home-country products and
services. In this regard, this paper investigates the
cognitive and affective country images of the home and
host country as determinants of consumers’ identities
and purchasing intentions. Cognitive country image
captures a consumer’s beliefs regarding a specific
country, such as its economic development, living
standards and technological development (3,4,5).
Affective country image refers to the consumer’s
emotional response (positive and negative) to a specific
country (6,7,8). Past research (9,10,11) demonstrated
that consumers prefer products from countries for which
they hold a more positive memory (positive cognitive
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country image), such as countries seen as having
economic power and technology. For example, when
choosing between Chinese and Japanese products,
consumers might prefer Japanese goods simply due to a
more positive (cognitive) country image. This might also
change for different ethnic groups. For instance, Koreans
tend to prefer Chinese products over Japanese ones,
because they have negative associations with Japan and
its products due to longstanding historical issues between
the two countries (12). Furthermore, affective country
image is known to directly impact product evaluation and
purchasing intention (Laroche et al., 2003). Expanding
upon the example of Korean consumers evaluating
Japanese goods, it is likely that the negative associations
carry emotional value, shaping a negative affective
country image above and beyond their cognitive country
image. Existing research on country image has
extensively documented the dual impact of cognitive and
affective country image on purchase intentions and, more
broadly, purchase behaviour (13). Moreover, it has been
established that ethnic consumers have a positive
intention to buy their home country’s products and
services, and consumer ethnicity predicts the intention to
buy (14,15).

Similar conclusions can be derived from studies showing
how nostalgia for the home country adds positive
feelings to home-country products and services, which
makes immigrants more attached to their home country’s
products and services (16,17). It is, therefore, possible to
assume that immigrants who have positive emotions
about their home country might make efforts to maintain
their ethnic consumer identity through purchases.

Accordingly, expanding upon past research (18-20), this
paper assumes that: i) purchase intentions can be
determined by both the cognitive and affective images of
immigrants for their home and host country; and ii) the
images of the home and host countries can affect the
immigrants’ ethnic consumer identity. Existing country
image studies have overlooked the fact that country
image may contribute to the formation of consumer
identity, often assuming that ethnic consumers with the
same identity are loyal to their home-country products
and services. Furthermore, past research has not
considered whether the country image of the host country
can become an obstacle to the purchasing behaviour of
ethnic consumers. As a result, the marketing literature is
currently missing clear guidelines for predicting the
buying behaviour of immigrants from an ethnic
consumer perspective, which also considers host- and
home-country (cognitive and affective) images.

LITERATURE REVIEW

Country image

Country image is a concept that has been considered for
decades as an essential tool in international business
research and practice to predict and judge consumers’
intention to buy (21-23). Indeed, many studies have

presented empirical and theoretical evidence that country
image has a significant impact on consumer purchase
decisions, highlighting the importance of this strand of
marketing research. Country image acts as a cue in
consumer memory similarly to other important factors
such as price, brand name or warranty, albeit not directly
reflecting the performance of a product (23-24). The
concept of country image was first mentioned in
Nagashima’s paper (1970), where it was defined as the
specific image, stereotype and standing that customer has
for a given country — all of which can be shaped by
historical, economic and traditional variables. The
correct understanding and evaluation of country image
are essential to drawing both theoretical and managerial
implications from it; thus, many scholars strived to
improve country image’s definition (26,27). For
example, Roth and Romeo (1992) defined country image
as the national image, because of consumers recognising
the advantages and disadvantages of products
manufactured and sold in a country, which often also
forms the understanding of a given country — a definition
frequently used in country image studies.

Examined consumer purchase intention processing
through which certain services become connected to the
country image. For example, the author emphasised the
influence of country images to understand the impact of
certain factors (e.g., product

knowledge and product involvement) on consumer
decision making. Accordingly, they claimed that
consumers find some countries’ products and services to
be more important and meaningful than others, leading
to a connection between the perceived country image and
the consumer decision. work is particularly relevant to
this paper, because it serves as a premise for the
assumption of a theoretical link between country image
and consumer purchase decisions through the lens of
meaning creation. Indeed, later studies further confirm
the psychological mechanism through which consumers
develop meaningful information about the country
image, and subsequently use this information to generate
purchasing-related perception (28,29). These cognitive
and affective mechanisms shape the relationships that
consumers form with country images over time (30-32).

Similar conclusions can be inferred from studies that
embraced a slightly different perspective. For instance,
argued that the product image is built through a two-way
communication process between the image of the source
country and the level of product involvement. In other
words, consumers like to have different levels of
involvement in the product as needed, based on
perceived information about their favoured country. This
two-way process assumes interactions between
consumers and the country image of the product; hence,
it implies that consumers engage in emotional
interactions with the product of choice, developing
feelings toward the product (e.g., a feeling of closeness),
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which might increase the perceptions of value. Other
scholars (33,34) also noted that country image varies
depending on the level of product involvement. For
example, country image is more critical when product
involvement is high (e.g., wine and cars), while country
image is less critical for products with less involvement
(e.g., daily groceries and clothes).

(35) used the same approach proposed by Wang et al.
(2012) to measure the strength of the country image and
the resulting relationship with purchase decisions. They
examined the effects of source products’ reputation (e.g.,
cognitive and normative country image of products) and
consumer experience (e.g., effects of emotions and
passion towards products on the country image
relationship) with high-involvement products. The
empirical results indicated that consumer experience has
a stronger bearing than product reputation, confirming
the importance and strength of the link between the
affective aspect of country image and consumer purchase
decisions.

(36) investigated the theme of country of origin as a
criterion for choosing products. The author showed that
the paths toward purchase intention followed three
distinct trajectories, labelled as “country image”,
“perception regarding the country’s products” and
“perception towards consumers of the products”. In
particular, the author emphasised that the country image
and perception regarding the country’s products
presented positive relationships with the purchase
intention; yet, perception towards consumers of the
products did not affect purchase intention. In a similar
vein, expanded the base of the country image by applying
it to a new field, namely country ecological image. The
author argued that consumers could accept high prices if
they positively perceive a country with a desirable
ecological image. They concluded that the country’s
ecological image could help increase demand by
differentiating eco-friendly products and increasing
favourability in globalised markets.

Although some of the studies mentioned so far focused
on different theoretical facets of country image, they
share a common underlying assumption. Most of the
country image studies examine consumer purchase
intention and decision based on the country image
associated with the product. Contributions in this area
primarily addressed the product’s image based on the
‘made in” or ‘brand origin’. The image itself (cognitive
country image) and related emotions (affective country
image) are conceptually distinct from the image of the
product. Accordingly, understanding the country image
is still a significant challenge for today’s marketing
research. The country image provides consumers with
information that functions as an external signal, which
affects their product purchase intentions, but several
factors require improved understanding or further
research. This is particularly relevant to consumers’

ethnicity and their perception of both the home and host
countries’ cognitive and affective images. For instance,
any animosity consumers might have towards their home
country or a host country reflects a negative view, while
affinity would imply a sustained positive attitude.

Home and host country and purchase intention
Stressed that to measure consumer purchasing decisions,
it is important to know where the consumers consider
their home country and host countries. The author
emphasised that the home and host country are
determined by where consumers were born or raised, and
highlighted that even within the same ethnic group,
members can have different identities. For example, the
second generation of consumers born and raised in the
host country might consider the host country as their
home country and show a strong desire to purchase
products from that country rather than from the original
home country.

(39) discussed consumers’ perceptions and their role in
the theory of narrative identity, delving into the ways
consumers draw upon the image of the home country to
resolve purchasing-related conflicts. Narrative identity
theory provides a conceptual ‘bridge’ between the
reconstructed past (e.g., home country) and the present
(host

country), assuming that consumers form an identity by
integrating their experiences into stories (40). For
example, images of a home country may help consumers
symbolically resolve conflicts between their ideal
purchasing and current purchasing.  Therefore,
consumers who develop positive perceptions of, or
emotions for, their home country may do so to express
ideal or actual selves through the products and services
from the home country. In this regard, the work of (40)
is particularly relevant, given that it provides theoretical
and empirical evidence of the fact that perception of the
image of home country is an emotional pathway towards
achieving purchasing decision-related goals. As such, the
paper includes the affective home country’s image as a
dimension of consumer decision-making behaviours.
Additionally, this paper examines the impact of the
cognitive home country image and the host country’s
image (affective and cognitive) as determinants of
consumer purchase decisions.

Drawing upon the findings of (40) expanded the
underlying dimensions of purchasing decisions
associated with the country image, and included several
other elements (e.g., animosity, collective memory,
rumour and equity restoration). Confirmed that different
cultures could experience different emotions toward the
home country image and its products. For instance, while
Chinese consumers are attached to their home country’s
products, which are fully trusted and evoke good
memories, Indian consumers have shown that they do not
place any value on trust and good memories. More recent
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studies have incorporated the country image
conceptualisation by (40) to examine the determinants
and implications of emotional relationships between the
home country and consumers. For example, concluded
that the feelings consumers have about their home
country are antecedents of willingness to buy and
loyalty. Chand and Tung

(2011) found that feelings toward specific countries
other than the home and/or host country have a positive
effect on purchase intentions towards products from the
home and/or host country. This outcome was linked to
the psychological effects of how consumers perceive
their feelings for their home and host countries.
Similarly, (41) confirmed that country image in the
context of emotions (e.g., pride or shame) has the power
to mediate the influence of consumer identity and loyalty
towards their home country.

More recently, Papadopoulos, (42) emphasised that both
affective and cognitive responses to the source country
affect the purchase of products and the country image
evaluation of consumers. The author examined how the
image consumers had about the old country could be
exercised in their current purchasing decisions, and
whether such a relationship could shape consumers’
attitudes toward products from countries perceived as
friendly or hostile to the home country. The author
pointed out that country and product image, affinity and
hostility work differently in dissimilar countries.
Another important implication of Papadopoulos, El
Banna, and Murphy’s findings is that a negative and
hostile perception of the source country has a strong
impact on the intention to purchase the source country’s
products. Therefore, affective country image (both
positive and negative) for the source country has a
significant impact on purchase intentions (44).

Ovwerall, home country image is a crucial concept
affecting how consumers make purchase decisions, with
clear implications for researchers and practitioners. Yet,
existing frameworks (e.g., 45-48) have largely
overlooked the link between consumers’ cognitive and
affective images

of the host country. Furthermore, past research (40)
focused on measuring consumer loyalty to the image of
the home country. To address these issues, this paper
assumes that consumers’ purchasing decision involving
choosing home vs host country products are impacted by
the images of the home and host countries, respectively.
It further assumes that country image of home and host
comprises a cognitive and affective dimension (49). In
doing so, this paper is also linked to past research on
country image effects, which highlights that the purchase
intentions of consumers can often vary depending on
their affective country images towards their host
countries (e.g., Chand & Tung, 2011; Laroche et al.,
2003).

Consumers’ Ethnicity and Purchase Intention

Shimp and Sharma (1987) proposed consumer
ethnocentrism as a construct that describes beliefs held
by consumers about the appropriateness (or otherwise)
of purchasing foreign-made products. The author found
that American consumers found different levels of
ethnocentric tendencies for products in each region of the
United States. At the same time, Klein, Ettenson &
Morris (1998) pointed out that although Chinese people
recognise Japanese products as having high quality and
technology, Chinese consumers in Nanjing may not buy
Japanese products because of their hostility toward
Japan. The author reported that hostility and cultural
factors related to purchasing foreign products affect the
weight given to the national image in the product
purchase decision (Han & Guo, 2018). Other studies
(e.g., Al Ganiden & Awudu, 2021; Cleveland,
Papadopoulos & Laroche, 2011; Hamelin, Ellouzi &
Canterbury, 2011; Laroche et al., 2003) highlighted that
there is a positive association between the consumers’
identity and purchasing intention. For example, Laroche
et al. (2003) showed that the image of

the home-country products strongly impacted the
purchasing behaviour of French Canadians and British
Canadians. Specifically, these two ethnic groups
revealed strong intentions to purchase homeland
products, and had a positive attitude toward products
from allied countries such as Hong Kong and Australia.
In contrast, Chand and Tung (2011) pointed out that
Chinese Canadians’ loyalty to their home-country
products is very strong, while Indian Canadians’ loyalty
is relatively low, which suggests that different ethnic
groups might have different levels of loyalty towards
home-country products. Overall, existing research has
confirmed that consumers’ ethnicity can impact their
values (e.g., identity) and consumption patterns (e.g.,
purchasing intention and decision). The continued
increase in the proportion of ethnic consumers,
especially in a multicultural country such as Australia,
means that the ethnic consumer market is potentially
quite profitable.

HYPOTHESES DEVELOPMENT
Consumers' perceptions of their home and host country
may affect their ethnic consumer identity. Emotions for
the home country form nostalgia, which denotes longing
for the past or positive or negative feelings about
experiences and memories related to the past (Fairley,
2003; Holbrook & Schindler, 1996). According to Ray
and McCain (2012), consumers consider their home
country as the place where they were born and spent their
childhood; thus, they often tend to cherish nostalgic
memories of their home country and feel an inseparable
connection between the home country — a fact that shapes
their ethnic consumer identity.
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Previous CIl studies concentrated primarily on the
implications of the cognitive image of the source country
and Pl (Han, 1989; Jin et al., 2018; Li et al., 2014;
Nagashima, 1970; Roth & Diamantopoulos, 2009; Wang
et al., 2012). Some studies (see Brijs, 2006;
Papadopoulos & Heslop, 2000; Roth & Diamantopoulo,s
2009; Verlegh, 2001) claimed that immigrants

indicated positive emotions and a strong P1 toward their
home country products, highlighting the significance of
ACI and clarifying how emotions about the home
country affect PI. Although these studies recognised the
importance of Cl and consumer identity (e.g., Han, 1989,
1990; Laroche et al., 2005; Nagashima, 1970, 1977;
Park, Zourrig & ElI Hedhli, 2021; Roth &
Diamantopoulos, 2009), the mechanisms through which
the relationship between the CI and the consumer
identity unfolds remain unclear. Moreover, the ways
through which P1 develops for immigrants because of Cl,
and for host vs. home country products and services are
unknown. Based on the literature considered so far, this
paper proposes the following hypotheses:

H1. CCI for the home country (hereafter 'Home CCI')
significantly and a) positively influences P1 of products
and services from the home country (hereafter ‘Home
PI’), b) negatively influences P 1 of products and services
from the host country (hereafter "Host PT’),

c) positively influences ethnic consumer identity.

H2. Positive ACI for the home country (hereafter 'Home
positive ACTI’) significantly and a) positively influences
home PI, b) negatively influences host Pl, and c)
positively influences ethnic consumer identity.

H3. Negative ACI for the home country (hereafter 'Home
negative ACI'") significantly and a) negative influences
home PI, b) positively influences host Pl, and c)
negatively influences ethnic consumer identity.

H4. CCI for the host country (hereafter 'Host CCI')
significantly and a) negatively influences home PI, b)
positively influences host Pl, and c) negatively
influences ethnic consumer identity. H5. Positive ACI
for the host country (hereafter 'Host positive ACI’)
significantly and a) negatively influences home PI, b)
positively influences host PI, and c) negatively
influences ethnic consumer identity.

H6. Negative ACI for the host country (hereafter 'Host
negative ACI") significantly and a) positively influences
home PI, b) negatively influences host PI, and c)
positively influences ethnic consumer identity.

Shared memories and cultural experiences can shape
how consumers from similar backgrounds view products
and services, influencing their purchase decisions
(Chand & Tung, 2011; Laroche et al., 2003). Existing
research (Cleveland, Papadopoulos & Laroche, 2011;
Laroche et al., 2003; Liu, 2011). Research suggests a
strong link between a consumer's identity and their
evaluation of a product's potential purchase (purchase
intention) (Laroche et al., 2003). This identity can also

influence their feelings towards their home and host
countries (El Banna et al., 2018; Yelkur, Chakrabarty &
Bandyopadhyay, 2006). A positive association with their
heritage can lead to a stronger desire to purchase
products from their home country, while a negative
association might have the opposite effect (EI Banna et
al., 2018; Yelkur, Chakrabarty & Bandyopadhyay,
2006). Therefore, this paper examines consumer identity
as a key factor influencing purchase intention, and
proposes the following hypotheses:

H7: Ethnic consumer identity has a positive influence on
purchase intention for home country products and a
negative influence on purchase intention for host country
products.

QUANTITATIVE METHODOLOGY

The empirical work conducted for this paper aimed to
recruit multiple ethnicities which has not been done in
previous studies. To achieve this, a non-probability,
convenience sampling approach was employed. The use
of convenience sampling in research, while often
criticised for its lack of statistical representativeness, can
be justified in certain contexts. This paper argues that
convenience sampling was a suitable method for the
given research on multicultural consumer behaviour,
particularly given the practical constraints, exploratory
nature of the study, and the potential for analytical
generalisation (Schreuder, Gregoire & Weyer, 2001).

One of the primary justifications for using convenience
sampling was the time and cost constraints associated
with conducting a probability sample across multiple
countries. As Marshall (1996) noted, non-probability
samples are often more efficient in terms of time and
resources. Moreover, the target populations, particularly
in ethnic group with smaller sample sizes like Latvia and
Italy, have been difficult to access using traditional
probability sampling methods, especially during the
COVID-19 pandemic. Convenience sampling provided a
practical solution to these challenges. The study aimed to
explore multicultural consumer behaviour who live in a
multicultural society. As Flick (2018) and Guest et al.
(2006) emphasise, non-probability sampling is often
used in exploratory research to gain insights and develop
hypotheses. The focus was on understanding specific
phenomena and generating ideas, rather than achieving
statistical representativeness for each ethnic group.
While convenience sampling may not allow for
statistical generalisation to a larger population, it can still
contribute to theoretical understanding. As Yin (2017)
and Small (2009) argue, the validity of research lies in
the richness and relevance of the data, not solely in its
representativeness. By providing in-depth insights into
multicultural consumer behaviour, the study can
contribute to the development of theories and
frameworks in this field. In conclusion, the use of
convenience sampling in this multicultural consumer
behaviour research was justified by practical
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considerations, the exploratory nature of the study, and
the potential for analytical generalisation. While the
uneven sample sizes may be a limitation, the study
provides valuable insights into multicultural consumer
behaviour and contributes to theoretical development in
this field. Future research could explore these topics
further using more representative sampling methods.

Participants from various ethnicities were recruited in
Australia through a combination of incentives (gift
vouchers, community donations) and communication
channels (social media, community events, word-of-
mouth). Samples consisted of four ethnic consumer
groups (Vietnamese, Latvian, Iranian and Italian) of
participants over 18 years, who have lived in Australia
for more than a year and are classed as first or second-
generation ethnic consumers, as per the following
criteria. Ultimately, the overall number of completed
questionnaires reached 348. However, some entries were
incomplete (e.g., less than 50% of answered questions)
and/or otherwise unusable (e.g., all items with similar
replies or inconsistent responses), leaving a final sample
of 261 usable questionnaires. A sample size of SEM
plays a vital role in estimating and interpreting SEM
results. In general, in literature (Delic, 2010; Hair et al.,
2006; Siddiqui, 2013), the sample size of SEM is
typically executed in the range of 200 to 400, and at least
100, preferably 200 (Siddiqui, 2013). If the sample size
is less than 200, the parameter estimates are generally
unstable, and the power of the statistical significance test
is insufficient. The total number of samples in this paper
was 261, reflecting the appropriate sample size of SEM.

The survey was created using Qualtrics software and
distributed through a combination of social media
(Facebook) and direct email to reach diverse consumer
groups. This mixed approach aimed to maximize
exposure to the survey and encourage participation
(Iribarren et al., 2018; Liidtke et al., 2008; Strommer et
al., 2018). Relying solely on email, for example, risks
limiting the reach to specific demographics, while social
media can broaden the pool of potential participants
(MacCallum, Browne & Sugawara, 1996; MacKinnon et
al., 2002;

Preacher, Zyphur & Zhang, 2010). To ensure participants
understood the survey, researchers translated the

questionnaire from English into four languages (Farsi,
Vietnamese, Italian, and Latvian) commonly spoken by
the target ethnicities. Translators were native speakers
fluent in both languages, minimizing comprehension
issues (Currents, 1991; Shimizu, 1995). Additionally, a
back-translation process verified the accuracy of the
translated versions (Brislin, 1970). CCl was measured
using the 14 items adapted from Martin and Eroglu
(1993). ACI was measured using 20 items adapted from
Watson et al. (1988); Glick et al. (2006). Ethnic identity
was measured using the 9 items adapted from Cleveland,
Papadopoulos and Laroche (2011) and El Banna et al.
(2018). For each of these measures, respondents were
able to select one value from a 7-point Likert range,
where 1 indicated strongly disagree and 7 indicated
strongly agree.

Demographic profile of respondents
The demographic profile of the respondents who
returned usable questionnaires is seen in Table

As demonstrated in Table 4.1, 64% of respondents were
aged between 26 and 45.

Approximately 80% of the samples were educated at the
university or university level, and nearly 60% were
female. In addition, 38.7% of the respondents were
Iranian and 38.7% of respondents were Vietnamese;
about 14% were Latvian and only 8% were Italian. 82%
of the participants were born in their home countries, and
17.6% were born in Australia. Finally, with respect to
annual household income, over a third of respondents
earn less than AUD50,000 per year, and 41% earn more
than AUD 50.001. With respect to occupation, 44.8% of
the respondents had jobs, 24.1% were students, and
16.5% were unemployed. Considering the natural self-
satisfaction caused by voluntary participation, a higher
proportion of people with high education levels and
income were shown. The job of the respondent was
categorised into five classes, according to The National
Statistics Socio-Economic Classification (e.g., I-

Professional occupations, I1- Managerial and Technical
occupations, Il- Skilled occupations, I\VV- Partly skilled
occupations, and V - Unskilled occupations, Pevalin &
Rose 2002). Half of the respondents were professionals;
15% held managerial and technical occupations, and
another 15% held skilled occupations.

Table 4 1 Demographic profile of the characteristics of the respondents (N =261)

Frequency %

Ethnic consumer Vietnamese 101 38.7
group

Iranian 101 38.7

Latvian 38 14.6

Italian 21 8.0
User Language English 145 55.6

Ethnic language 116 44.4
Gender Male 109 41.8

Female 151 57.9
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I'd rather not say 1 0.4
Years lived in 1lyearto4 58 22.2
Australia 5 years to 10 110 42.1
10 years to 20 26 10.0
20 or more 22 8.4
Generation 1st Generation 216 73.7
2nd Generation 45 21.3
Age 18-25 33 12.6
26-35 99 37.9
36-45 69 26.4
46-55 26 10.0
56 over 34 13.0
Job | work as a 117 44.8
I am currently not working 43 16.5
I am a full-time student 63 24.1
| prefer not to answer 37 14.2
Education Didn’t finish high school 4 1.5
High school graduate 20 7.7
Trade qualification 18 5.7
Bachelor's degree 107 41.0
Master's degree 70 26.8
PhD 26 10.0
Household income $20.000 or less 29 11.1
$20.001 to $50.000 54 20.7
$50.001 to $100.000 60 23.0
$100.001 or more 47 18.0
| prefer not to answer 70 26.8
Total 261 100

DATA ANALYSIS AND RESULTS

Confirmation Factor Analysis (CFA)

To estimate the degree to which observed variables represent the underlying latent variables, the compositional reliability
of the scales used in the paper was examined through CFA (Byrne 2016). Table 5.1 indicates that the obtained loadings for
all latent variables (i.e., Cl, consumer identities and PI) stood above the suggested value of 0.6 with no cross-loading
measures exceeding 0.6. Table 5.1 also shows the descriptive measures of the main constructs. Respondents are consistently
distributed across each construct, indicating that there is no response bias.

In examining the convergent and discriminant validity, the paper assessed the psychometric attributes of the included
constructs and their respective measurement items. The CFA results also confirmed the internal consistency, indexed by
composite reliability scores. The CR measures ranged from 0.85 to 0.95, and all items exceeded the recommended threshold
value of 0.70 (Chin, 1999). Furthermore, the average variance extracted (AVE) measures were greater than 0.5 (e.g.,
negative affective Cl, and ethnic consumer identity = 0.647), indicating that the variance explained by the items was greater
than the variance due to measurement error

(Fornell & Larcker, 1981). Concerning convergent validity, AVE measures of each latent construct surpassed the
construct’s highest squared correlation score with any other latent constructs. This revealed a strong discriminant validity
for the measurement items (Hair, Ringle & Sarstedt, 2011, 2013).

Table 5. 1 Measurement items, factor loadings, and descriptive analysis

First Order
Constructs First Order components Item statements Factor Loading
Home CCI (mean = 4.77; std dev = 1.97)
Highly developed economy 0.81
Highly democratic system 0.82
Government free of military influence 0.66
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High labour costs 0.80
Free-market system 0.78
Excellent welfare system 0.85
Producer of high-quality products 0.84
High standard of living 0.75
High level of technological research 0.73
Home positive ACI (mean = 4.78; std dev=1.77)
Happy 0.81
Excited 0.76
Enthusiastic 0.76
Admiration 0.78
Respect 0.72
Inspired 0.66
Warmth 0.68
Love 0.69
Home negative ACI (mean = 3.76; std dev = 1.89)
Worried 0.84
irritated 0.81
Resentment 0.82
Contempt 0.77
Angry 0.73
Afraid 0.61
Ashamed 0.66
Host CCI (mean = 4.48; std dev = 1.46)
Australia economy 0.75
Australia democratic 0.73
Australia military 0.69
Australia labour costs 0.72
Australia agricultural 0.62
Australia market 0.62
Host positive ACI (mean = 4.54; std dev=1.74)
Australia Happy 0.85
Australia Excited 0.86
Australia Enthusiastic 0.80
Australia Respect 0.74
Australia Inspired 0.74
First Order
Constructs First Order components Item statements Factor Loading
Australia Warmth 0.75
Australia Love 0.80
Host negative ACI (mean = 3.18; std dev = 1.87)
Australia Bored 0.91
Australia Worried 0.90
Australia Sentimental 0.81
Australia Resentment 0.81
Australia Contempt 0.63
Australia Angry 0.60
Australia Afraid 0.62
Australia Ashamed
Ethnic consumer identity (mean = 5.37; std dev = 1.64)
Maintain culture 0.86
Attached culture 0.76
Proud culture 0.83
Close culture 0.81
Children learn culture 0.84
Part of culture 0.78
Acquisition family values 0.84

Advances in Consumer Research



How to cite: Kim, Felicia. "Beyond Borders: Dual Image, Dual Choice." Advances in Consumer Research, vol. 1, no. 1,
2024, pp. 1-19.

Positive impact on my life. 0.72
Participating events 0.71
Home PI
Purchase ethnic products as 0.68
Purchase from ethnic service providers as 0.76
I will generally buy ethnic products 0.83
I will generally buy from ethnic service providers 0.90
Host PI
Purchase host country products as 0.84
Purchase from host country service providers as 0.88
I will generally buy host country products 0.77
I will generally buy from host country service providers
0.79

With respect to discriminant validity, all the AVE values exceed the squared inter-construct correlations, confirming that
constructs are independent of one another (Fornell & Larcker, 1981; Hair, Ringle & Sarstedt, 2011, 2013). The maximum
shared variance (MSV) values were greater than AVE (e.g., EI: MSV = 0.219 < AVE 0.647), and thus the items have
discriminant validity. The MSV measures the degree of overlap of two or more variables, showing the amount the variations
of the multi variables tend to vary together (Hair et al., 2006).

Table 5. 2 CFA and Validity measurements (Squared Correlations)

Latent CR | AVE | MSV | Max. 1 2 3 4 5 6 7 8 9 10
Variables Reliability
(H)

Home 0.89| 0.628|0.114| 0.9 0.792
negativ
e ACI
Hom 0.93| 0.62 |0.327 | 0.934 -0.34 | 0.79
e CClI
Home 0.88| 0.553|0.327 | 0.889 -0.33 | 0.57| 0.8
positiv
e ACI
Host CCI | 0.84| 0.476| 0.383 | 0.85 0.147] 0.69| 0.75| 0.769
Host 0.92| 0.591|0.383 | 0.929 0.145| 0.62| 0.77| 0.744| 0.6
positiv
e ACI
Host 0.9 | 0.558|0.161 | 0.925 0.054 | - -0.4 | 0.747| 0.25| 0.66
negativ 0.3
e ACI 5
Ethnic 0.94| 0.647|0.219 | 0.947 -0.14 | 0.28| 0.47 | 0.804 | 0.12| 0.53| 0.63
consumer
identity
Pl of| 0.87| 0.636| 0.078 | 0.897 0.169| 0.8 | 0.34] 0.252 | - 0.29| 0.18| - 0.56
Home 0.3 0.2
country 6 2
Plof Host | 0.89| 0.674|0.123 | 0.9 -0.24 | - - 0.116| - 0.17] 0.17| 0.01| 0.62 | 0.64
country 04 |03 0.4

1 6 1

Table 5.2 illustrates an excellent factor structure in which convergent and discriminant validity is supported by the
significant loadings within factors and no evident major cross-loadings between factors. In summary, the results of these
tests confirmed that the proposed model was both appropriate and robust.

SEM Outcomes

Figure 5.1 presents the R-squared value of the model. It is important to note that all the main constructs in the paper are
interchangeable, and all measures are reflective constructs. The reflective constructs explain that all indicators have a
relatively high correlation with latent
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variables (Preacher, Zhang & Zyphur, 2011; Preacher, Zyphur & Zhang, 2010). The results of path analysis indicate that
the R-squared values are relatively high for all dependent latent constructs. In more detail, R-squared values of ethnic
consumer identity (0.24) substantially surpass the suggested cut-off value of 0.10 (Falk & Miller, 1992). Regarding PlI, the
R-squared values were also significant (Pl of home country = 0.32, P1 of host country = 0.31).

Figure 5. 1 SEM path

To test the stated hypotheses, path analysis and standardized coefficients were used (see Table 5.3). Table 5.3 shows the
path coefficients of the structural equation model Estimate, standard error (SE), critical ratio (CR) and P-value. CR is
generally a value calculated by dividing the mean difference between the two sets of scores by the standard error of the
difference. If the CR value is greater than 1.0, it is ideal; if it is less than 1.0, the performance deteriorates. SE is the
approximate standard deviation of a sample population and measures the sample distribution’s accuracy representing the
population using the standard deviation. What now follows is a summary of test results against hypotheses (see Table 5.3).

Table 5. 3 SEM analysis results (Standardized Regression Weights)

Direct paths Estimate S.E. C.R. P-value
Hla Home CCI! Pl Home 0.215 0.090 2.216 0.027* Sig.
H1lb Home CCI-- > Pl Host -0.203 0.103 -2.129 0.033* Sig.
Hlc Home CCI-- > ECI -0.008 0.090 -0.089 0.929
H2a Home positive ACI-- > Pl Home 0.384 0.103 3.742 0.000* Sig.
H2b Home positive ACI-- > Pl Host -0.344 0.117 -3.948 0.000* Sig.
H2c Home positive ACI-- > ECI 0.463 0.102 5.602 0.000* Sig.
H3a Home negative ACI-- > Pl Home 0.109 0.500 0.218 0.876
H3b Home negative ACI-- > Pl Host 0.022 0.580 0.256 0.798
H3c Home negative ACI-- > ECI -0.018 0.530 -0.207 0.785
H4a Host CClI-- > Pl Home -0.252 0.150 -1.679 0.031* Sig.
H4b Host CCI-- > P Host 0.164 0.174 1.784 0.04* Sig.
H4c Host CCI-- > ECI 0.030 0.157 0.335 0.742
H5a Host positive ACI-- > P1 Host 0.073 0.129 0.712 0.469
H5b Host positive ACI-- > Pl Home -0.055 0.111 -0.528 0.598
H5c Host positive ACI-- > ECI -0.071 0.108 -0.755 0.434
Hb6a Host negative ACI-- > Pl Home 0.208 0.121 2.158 0.031* Sig.
H6b Host negative ACI-- > Pl Host -0.193 0.105 -2.014 0.044* Sig.
Héc Host negative ACI-- > ECI 0.046 0.109 0.478 0.605
H7a ECI-- > Pl Home 0.247 0.067 3.471 0.000** | Sig.
H7b ECI-- > Pl Host -0.233 0.076 -3.362 0.000* Sig.

*Significant at p<0.05 (two -sided)
The results show that home CCI does not impact ethnic consumer identity ( = -0.008, p-value

= 0.929), rejecting H1c. Furthermore, home CCI demonstrates a direct and significant impact on both Pl of home country
products and services (B = 0.215, p-value = 0.027) and PI of host country products and services (B = -0.203, p-value =
0.033); thus, H1a and H1b are supported.

The results reveal that home positive ACI a significant positive impact on ethnic consumer identity is visible (f = 0.463,
p-value = 0.00); thus, H2¢ is confirmed. Furthermore, home positive CCI affects both the PI of home (B = 0.384, p-value
= 0.00) and host country products and services (p = -0.344, p-value = 0.00). Thus, H2a and H2b are supported.

Home negative ACI, as the results show, does not affect ethnic consumer identity ( = -0.018, p-value = 0.836), which
leads to the rejection of H3c. Similarly, home negative ACI does not directly influence either of PI of home (f = 0.109, p-
value = 0.828) and host country products and services (f = 0.022, p-value = 0.798), confirming that H3a and H3b are also
not supported.

The results show that host CCI does not affect either of ethnic consumer identity (f = 0.03, p- value = 0.738), rejecting
H4c. However, host CCI significantly and positively impacts both PI of home country products and services (f = -0.252,
p-value = 0.03), and PI of host country products and service (B = 0.164, p-value = 0.04); thus, H4a and H4b are supported.

The results show that host positive ACI does not affect ethnic consumer identity (p = 0.071, p-value = 0.45), leading to the
rejection of H5c. Furthermore, host positive ACI does not impact either of PI of home country products and services (f =
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-0.055, p-value = 0.598) and PI of host country products and service ( = 0.073, p-value = 0.479); thus, H5a and H5b are
not supported.

Host negative ACI, as the results show, does not impact ethnic consumer identity ( = 0.046, p-value = 0.633); hence, H6¢
is not supported. Nonetheless, host negative ACI has a direct and significant impact on both the Pl of home country products
and service (B = 0.208, p-value = 0.031), and PI of host country products and services ( = -0.193, p-value = 0.044); thus,
H6a and H6b are supported.

The direct impact of ethnic consumer identity on PI, as the results show, has a direct and significant impact on both P1 of
home country products and services (f = 0.247, p-value = 0.00), and PI of host country products and services ( = -0.233,
p-value = 0.00), confirming H7a and H7b, respectively.

Mediation Role of Ethnic Consumer Identity

Table 5.4 illustrates the outcomes of the analysis of the mediation role of ethnic consumer identity in the relationship
between Cl and PI. Bootstrapping is used for 2,000 resamples with bias-corrected confidence intervals of 95 (Hair et al.,
2006; Preacher, Zhang & Zyphur, 2011; Preacher, Zyphur & Zhang, 2010).

Table 5. 4 Mediation role of ethnic consumer identity

Indirect paths Estimate Boot SE P-value
Home CCI -->ECI --> Home PI 0.213 0.003 0.016*
Home positive ACI-->ECI-->Home Pl 0.450 0.003 0.006*
Home Negative ACI-->ECI -->Home PI 0.017 0.003 0.968

Home CCI-->ECI -->Host Pl -0.310 0.008 0.043*
Home positive ACI-->ECI-->Host Pl -0.332 0.006 0.006*
Home negative ACI-->ECI -->Host Pl 0.012 0.004 0.862

NOTES: ECI = ethnic consumer identity; Pl =
purchase intentions; SE = Standard Error; CR =
Critical ratios; BootSE = bootstrap standard error;
*significant at p<0.05 (two -sided)

The results (see Table 5.4) reveal that ethnic consumer
identity mediates the relationships between home CCI
and Pl of home country products and services
(bootstrapping estimate = 0.213, bootstrap lower-level
confidence intervals (LLCI)=-0.095, bootstrap upper-
level confidence intervals (ULCI)= 0.525, p-value =
0.016). It also mediates the relationships between home
positive ACI and Pl of home country products and
services (bootstrapping estimate = 0.450, LLC1 =0.117,
ULCI=0.816, p-value = 0.003); between home CCl and
Pl of host country products and services (bootstrapping
estimate = -0.310, LLCI =-0.6, ULCI = -0.01, p-value =
0.043); and between home positive ACI and Pl of host
country products and services (bootstrapping estimate =-
0.332, LLCI = -0.682, ULCI = 0.033, p-value = 0.006).
Nonetheless, ethnic consumer identity does not mediate
the relationship between home negative ACI and PI of
home country products and services (bootstrapping
estimate = 0.017, LLCI = -0.31, ULCI = 0.293, p-value
= 0.968), or between PI of host country products and
services (bootstrapping estimate = 0.012, LLCI =-0.261,
ULCI =0.284, p-value = 0.862).

DISCUSSION

Home and host country images, and ethnic consumer
identity

Positive affective home and host country image exert the
most powerful influence on consumer identities. Results

of this paper reveal that a positive affective country
image is more powerful in explaining one's consumption
identity than a cognitive country image or negative
affective country image. More specifically, positive
feelings for the home country drive the ethnic consumer
identity. This finding is partly in line with Papadopoulos,
Heslop and IKON Research Group (2000) and
Cleveland, Papadopoulos and Laroche (2011), both
showing positive affective country image of the home
country influences consumers' intentions or behaviours
(e.g., identity or purchasing). This finding also confirms
that ethnic consumers respond strongly to positive
emotions, without considering negative emotions toward
their home country and host country when choosing or
maintaining their identity.

In line with the above, a first and major contribution of
this paper to marketing research lies in establishing and
explaining the link between country image (affective
country image and cognitive country image) and
consumer identity, especially the images of ethnic
consumers "home country and host country. Specifically,
this paper expands country image research with a new
paradigm of consumer identity formation. The paradigm
is based on evidence that country image, especially
positive affective country image, shapes an immigrant’s
identity. This new knowledge can explain which factors
strengthen or mitigate consumer identity, moving
forward research linking country image and ethnic
identity research. In this regard, this paper significantly
adds to the limited number of studies that explored the
effects of components of country image on consumer
identity as it includes a more comprehensive range of
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country image factors (e.g., cognitive country image,
positive and negative affective country image).

Home and host country images, and purchase intention
For purchase intention, the results obtained are broadly a
confirmation of previous findings from the existing
literature on country image, with some interesting new
takes. First, the cognitive country images of the home
country and the host country strongly and significantly
influence the intention to purchase products and services
of the home and the host country. This is in line with
previous studies (e.g., Bilkey & Nes 1982, Wegapitiya &
Dissanayake 2018) that showed that country image
strongly influences purchase intention due to the halo
effect. The halo effect explains that consumers use
country image when evaluating products, affecting
purchase intention (Han 1989, 1990). New to this paper,
is the finding that the cognitive country image of the
home country is the main determinant of the halo effect
(see also Han 1989). Put simply, the findings of this
paper demonstrate that the cognitive country image
affects the consumer's purchase intention for both the
home country and host country products and services - a
duality that has been overseen in existing country image
studies.

Second, the results of this paper suggest that the positive
affective country image of the home country has a
positive and significant effect on the purchase intention
of the home country’s products and services, while the
positive emotion toward the host country does not affect
the purchase intention of the host country’s products and
services. These findings partially support existing
literature (e.g., Brijs, 2006; Laroche et al., 2005; Laroche
et al., 2003; Papadopoulos,

Heslop & IKON Research Group, 2000; Parameswaran
& Yaprak, 1987; Parameswaran & Pisharodi, 1994; Roth
& Diamantopoulos, 2009; Verlegh, 2001). For example,
according to Laroche et al. (2003), positive feelings
toward home and host countries directly affect
purchasing products from home countries or host
countries. However, the results of this paper show that
positive emotions toward the home country influence
purchase intention of home country products, not host
country products. Furthermore, negative emotions
toward the host country have a strong and negative effect
on the intentions to purchase products and services of the
host country but negative feelings toward the home
country do not affect the intentions to purchase products
and services of the home country. According to Li et al.
(2014), negative emotions toward the source country
negatively affect consumers' purchase intention, and
positive emotions positively affect purchase intention.
However, the results of this paper indicate that only
negative feelings toward the host country affected the
purchase intention. These new findings contribute
significantly to the understanding of the country image

effect, suggesting a stronger role of a positive affective
country image, as opposed to negative feelings.

THEORETICAL IMPLICATIONS

The paper confirms the combined role of the home, and
the host country images as the force behind the
relationship between a consumer's identity and purchase
intention (for products and services from the home vs.
host country). This is a new conceptual advancement
crucial to the expansion of country image literature, one
of marketing’s most established strand of research.
Surprisingly, the relationship between the source country
and the consumer, the consumer's identity and the
purchase intention of the source country have been
largely neglected or misunderstood prior to this paper. In
line with its aims, to remedy this knowledge void, this
paper introduced and tested an integrated framework
showing how the image of the home country affects the
consumer’s identity and purchase intention when in a
host country. This new knowledge finally reduces
ambiguities arising when trying to understand and
predict the intention to purchase products and services
from home (imports) and host (local trade) countries
based on consumers’ images or feelings of their home
and host countries, entrenched in their cultural
backgrounds. As such, this paper sets the stage for
further development of country image research by filling
the gaps of previous studies and by providing clear
implications for ethnic consumers' purchase intentions.

When combining all results obtained in this paper and the
resulting implications of each, as discussed in the
previous sections, it is clear that this paper supports
literature claims of the importance of consumers' existing
thoughts and emotions about the country image and the
necessity for strategies that utilise consumers' identity to
get closer emotionally to consumers' purchase intention
(Burton, 2000; Cui, 2001; El Bannaet al., 2018; Laroche
et al., 2003; Papadopoulos, EI Banna & Murphy, 2017).
In this regard, the key contributions are as follows.

First and foremost, this paper provides a generalisable
theoretical ‘template’ to understand the ties between
country image and purchase intention, taking account of
the consumers’ identities in multicultural societies like
Australia. Recent studies (e.g., El Banna et al., 2018;
McFayden, 2021; Papadopoulos, El Banna & Murphy,
2017) have focused on the identity of ethnic consumers
living in multicultural countries. Previous research has
shown that consumers’ identities are varied in their
reliance on both language usage and culture as well as in
their religion and social status (Anderson, 2016; Bond,
2017; Hui et al., 1997; Laroche et al., 2003; Modood et
al., 1997; Nwankwo & Lindridge, 1998). Two intrinsic
cues found by researchers to be used consistently in this
process are language usage and ethnic identity measures
(El Banna et al., 2018; Hui et al., 1997; Phinney, 1992).
The results of this paper confirm that the images of the
home country and the host country, especially the
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affective state image, are the driving forces behind the
development of consumer identity. Hence, providing a
unique combination of positive affective country image
associations between consumers and their home country,
and the host country can lead to the establishment of a
relationship between consumers and identity. However,
social identity theory posits that consumer identity has
the power to ignore (or change) according to the group
to which the consumer belongs (e.g., home country or
host country). While empirical evidence exists in relation
to various aspects of these specific variables (e.g.,
language usage, ethnic identity and culture), several gaps
remain in the literature about the combined effects on
home and host country purchase intention. In this regard,
this paper contributes to the theory by linking consumer
identities (widely overlooked in existing studies) to
country image, providing insights to meet the needs of
ethnic consumers in multicultural nations. In addition,
from a broader theoretical point of view, this paper
illustrates a conceptual approach to explain how
consumer perception of country image turns into
affective feelings such as happiness or passion for the
source state, expanding existing knowledge of the
importance of country image as a mechanism leading to
the development of relations as a factor in consumer
identity formation.

Second, past research has established that consumers'
positive affective country image of their home country
leads to their intention to purchase products and services
of their home country (Podoshen, 2009; Yelkur,
Chakrabarty & Bandyopadhyay, 2006). Yet, the positive
affective country image of the host country does not lead
to the intention to purchase the host country's products,
challenging the exiting evidence stating that positive
affective country image affects the purchase intention
(Laroche et al., 2003). Given this premise, it is not
surprising that many consumers show strong purchase
intention of their home products through exaggerated
interpretations of their home country’s positive affective
country image. Moreover, previous studies highlighted
that purchase intention uses cognitive country image
cues more accurately and consistently than affective
country image (Bilkey & Nes, 1982; Han, 1989;
Wegapitiya & Dissanayake, 2018). In line with this
reasoning, the results of this paper contribute to theory
regarding the implications of country images for product
purchase intentions and preferences, emphasising the
relationship between affective country images and
purchase intentions, which have often been neglected in
existing studies (e.g., Han, 1990; Jin et al., 2018; Li et
al., 2014; Su, 2010; VYelkur, Chakrabarty &
Bandyopadhyay, 2006).

MANAGERIAL IMPLICATIONS

In terms of managerial implications, the results of this
paper translate into multiple practical insights, some of
which are relevant to marketing managers while others
are more closely linked to consumer policies. In a

multicultural country like Australia, this can be an
important  consideration in marketing the most
appropriate products and services to meet customer
needs. In more detail, the implications of this paper are
as follows.

Firstly, it is critical that marketing managers understand
the influence of country image (e.g., home and host)
when assessing consumers' buying behaviour to ensure
that marketing efforts are focused on enhancing those
attributes most likely to influence consumer identity
regarding purchase intention. Therefore, international
marketing managers need to monitor and profile the
identities of the ethnic consumers. This can be achieved
by systematically analysing products to be launched,
focusing on the individual interactions with the
consumer identity (e.g., ethnic consumer identity).
Multinational countries, such as Australia, classify a
large percentage of the population as ethnic consumers,
so understanding and serving these consumer needs are
paramount. Otherwise, businesses may risk missing out
on important sales opportunities and appear lagging
behind the modern multi-cultural marketing playfields.
Therefore, it is important to include mentioning positive
emotions in marketing tactics for ethnic consumers - this
strategy can be equally applied to promoting products
and services imported, manufactured, and distributed
nationally. These connections are likely to influence
consumer perceptions at a core psychological level due
to an implicit alignment with their ethnic identity.

Second, this paper's important managerial implication
consists of providing a template for measuring and
understanding consumer ethnic identity in a marketing
setting, linking it to buying predispositions. In the case
of the consumers surveyed, it was found that the
influence of the home positive affective country image
had a greater influence on the identity of consumers than
the home negative affective country image. These results
were determined even though the scope of consumer
groups (e.g., Vietnamese, Iranian, Latvian and Italian)
surveyed was considerably more comprehensive than in
previous studies. The simplicity and accuracy of the
proposed conceptual model make it particularly
appealing for market research purposes. Understanding
and providing consumers' needs better than other players
is essentially a key competitive advantage, especially for
discovering new market opportunities for international
and national brands that want to export to multinational
companies and grow domestic sales. In this regard,
marketing practitioners could see value in researching
and understanding ethnic consumers using the same (or
a similar) protocol to this paper. Doing so will return
simple indicators of consumer interests and
predispositions as well as likely factors that must be
considered to succeed.

LIMITATIONS AND
RESEARCH

FURTHER
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While this paper offers important theoretical and
managerial implications, several limitations are evident.
These include limitations in terms of i) sample size and
groups, ii) sampling methods, and iv) measurement.

Firstly, the type of sample group and the total number of
samples can limit the ability to generalise results. The
total number of samples used in this paper was 261. Due
to the COVID- 19 pandemic, data collection was
significantly slowed down and, at times, completely
halted, due to repeated lockdowns. Therefore,
considering the overall size of the sample, future studies
require subsamples, larger samples of these ethnic
groups, or additional samples of other ethnic groups to
further extend the generalizability of the results.

Secondly, another limitation of this paper is the use of
non-probability convenience sampling. Despite the
advantages of this sampling method, including speed and
lower recruitment costs (Etikan, Musa & Alkassim,
2016), it only captures a portion of the target population,
particularly those who wish to participate and cooperate
in the survey (Fricker, 2008). Future research could
address this limitation by utilizing probability sampling
techniques. This might involve using stratified sampling
to ensure representation of various ethnicities within the
target population or quota sampling to achieve specific
demographic proportions. While these methods might
require more resources and time for recruitment, they
would vyield data that can be more confidently
generalized to the entire population of interest.

Finally, there are limitations in terms of the way
consumer identity and purchase intention are measured.
While consumer identity is a combination of hundreds of
country image cues, the

measurement and methodology only allow examination
of a limited number of these cues. In this paper, only nine
items were used to measure consumer identity and only
a quantitative approach was used. Purchase intention was
also measured using only four items. In addition, the only
dependent variable in this paper was purchase intention,
and thus, the results cannot shed light on other important
aspects of purchase behaviour, such as purchase
decisions, by looking at actual purchases made by
consumers, willingness to pay a premium price, and
purchase involvement. Future research could benefit
from a more nuanced approach. For instance, a multi-
method approach: employing a combination of
quantitative and qualitative methods could provide a
richer understanding of consumer identity formation and
its influence on purchase decisions.
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