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Abstract

Purpose - In the major global markets, such as US and China, consumer ethnocentrism has been strengtened and there is
a growing need for related study. This research aims to investigate the effects of national pride and national attachment on
consumer ethnocentrism, using a nationally representative dataset from 2013 Korean General Social Survey. Based on the
reviews of literature in social and political sciences, two dimensions of national pride were considered: national society pride
which is based on positive evaluations on the nation’'s democracy condition or social security system, and national
achievement pride which is based on positive evaluations regarding the country’s achievements in the areas of technology,
art, sports, and so on.

Research design, data, and methodology - The authors developed a structural model in which two types of national pride,
national society and achievement pride, are proposed to affect national attachment, thus influencing consumer ethnocentrism.
1,294 surveys were used for empirical analysis. The hypotheses were tested by utilizing SPSS 22.0 and AMOS 21.0. The
unidimensionality of each construct and the nomological validity were supported from the results of factor analyses and
correlation analysis .

Results — It was found that both national society pride and national achievement pride have significant and positive effects
on national attachment. Consumers who show stronger pride on the social systems or the global achievements of Korea are
more likely to remain being a citizen of the country and support the country even in wrong. Also, there was a significant
and positive relationship between national attachment and consumer ethnocentrism. Korean consumers who have stronger
attachment to Korea tend to express higher ethnocentrism to protect Korean labor market and to promote economic
development of the country.

Conclusions — The findings of this study showed that companies and government need to emphasize the country’s advanced
social environments or global competitiveness in technology, sports, art, and so on, to boost national attachment. With a
deeper understanding on the relationships among national pride, national attachment, and consumer ethnocentrism, the
authors expect that both local and foreign companies in Korea will be able to develop more effective marketing strategies
and to achieve sustainable competitive advantage.

Keywords: National Pride, National Attachment, Consumer Ethnocentrism, Retail Strategy.

JEL Classifications: M10, M31, F18.

1. M2 7t doteld ULk 22Y =897 0lF I7t BH 2d=E
s A= 7ol 5HE XSts A= YR FHo| Y=t

o =| 230 S| sH= A0{El AHNEQ| =7IH
02, 22 £ 22Y =g ARS ZA0E2 B30z =20 et 2=o2 3ffstks 2l 7[YS0| S7IULE 0|

=9 7 2|20 7|0 thiet FFel MA =40] =T

A EE, GE S0| 0|2 Lj MARIS OIE Z7pign Y A
Ho| f7|¢ A ool YKl XY Sof ¥%oz wgEt £
he HZYHSO| MAAINES 220z ofXs}y| AL
g 0j2 edm FEo| Zul W BSFO| J|xE e
Zsie mato|ct,

* First Author, Choy & Company, Korea.
E-mail: jungchoy@gmail.com

** Corresponding Author, Department of International Business,
Dongduk Women's University, Seoul, Korea. Tel: +82-2-940-4448,
E-mail: schoi@dongduk.ackr



90 Jung-Hyuck Choy, Soon-Hwa Choi / Journal of Distribution Science 14-12 (2016) 89-97

x| g=2 flsf A=z MES FO§SHOF SHoh= AH|
OfAlE HEA ZHAtE|D QUCEH Oj= AH|XP EAO(M 108 &
=0 =20 ECHH 7140| gH2te JMES FOISHAC D
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LS X|Qst7| o =4ES MESEALL Q7Y HE
Ol2t= E30IM MAtEl NES FONSHICID &S AH|X}
£0| 60% ==0| O|2= AS=Z L{E}GICHBoston Consulting
Group, 2013; Marketing China, 2015).

AHIA|IEO| XRIEFO|7F 2HibEo] M2t MEY2 28 &
SYMEL MEHoR 135t ULt 0|ZoM = i }RE
AKE Aoz KEHAFE O/=ZAKProudly made in the
USA) ME2 ZX% O E HNeEfo| ZstA Tl QACH
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TOiSH= AH|X} XHEIEZEO|(consumer ethnocentrism) 7 A3t
oo Reon, #E Aol 5240 B UASS EAE
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ZoMo| HX|n el 7|E dysE2 ey, S & =
X CH2| AEoflMel SR QI OHAH S H=2 Of=Alut Xt2IE
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HOAM EHZ 7hsSHEHANN, 2012).
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= Y54, FHEH Mz FoiMe ¢ ECh= Blank and
idt (2003), Coenders, Gijsberts, and Scheepers (2004)
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Sharma, 1987; Shankarmahesh, 2006). = =7}0{ C{st &3t
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CHEStD HSoioF oiCHs I7F S440] AH|XE XHEIEFQ|
of 3d&el Fgs 0OFCH= 97 ZAut: EXfoHCHHan,
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<Table 1> Key Findings of Previous Research

Previous Research

Shimp & Sharma National Pride — Consumer
(1987) Ethnocentrism (+)
Hjerm (1998)

National | Meuleman, Bekhuis,
Pride |Lubbers, & Scheepers
(2012)

Key Findings

National Pride — Xenophobia (+)

National Pride — Preference
for National Cultural Goods (+)

National Pride — Consumers’

Cutura, Cicic, & Agic Orientation towards Domestic

(2014) Products (+)
Shimp & Sharma Patriotism — Consumer
(1987) Ethnocentrism (+)
National Patriotism — Consumer
Attachment] Han (1988) Ethnocentrism (+)

National Attachment — National
Stature and Strength (+)

Kim et al. (2012)

32 ALADY

= 7ol 5H2 AHIAF ALUEF0| &S 0K 22
nforsto] gisists 7|9 2HE0l tiEsty IL[g2 =&
L Algol TSt siel7|FS0] aB[Rte| XXt 32E &
SEEE Mg = Uz LAS MASE O ULk 0|
8 AH|XtC| =7t AHEHO| =7t0f TR Of%tE AN AT
EFo| 0| oKz IS HHEDA siC) £3 2 A
= =7t ARHS UFF Ao, XY doy Sof 2t =
7HAbR] RHRQ| AL Dtebr|s, AEX SO ZOH|Me| =
7hgF ARl AMEHeZ FESIN 2t KOl =TTt OfEE
AN 2[R XHRFFO0| OX= g2 S4ett 2 a2

SRR YE TABISIH <Figure 1> ZACt

40 k1 Himjo

A
> M|

National
Society Pride

Consumer
Ethnocentrism

National
Attachment

National
Achievement
Pride

<Figure 1> Research Model

A 7b PRI ZT7¢ O, AH|XF XHRIEFO|Q|
AHAE 2MSI7| fls 2013 S=T AR ZAHKGSS)2|
ARE EUCL KGSSE AIZED Cfstel ITIOI2ZAD |
(NORC: National Opinion Research Center)dt =X|AFS|Z=A}
ABH7|MISSP)7t 3B 2 HAlSHE  UEFALS|EAKGeneral
Social Survey)2| Bt ZALO|CE O A= ARS| LZXO| HF}
£ =N Husr| st 2R OfE 400 7 IItofM A
T3 QCk
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2014; Hjerm, 1998).

HX =7t XARA2 712 o £=F, 40| s 3EEL
2 HiRts =FECE FOECh =7t AR IR =F
Ol et AR 2743 &0 Ciet XpRdezE eI
THESZ =7t AEYE2 'BFFO| H3 Yx(Society
Pride1), ‘MIAIAFZ|OM O] XN Hekd(Society Pride2), ‘At
O™ A|AHEl 2=ZF(Society Pride3), ‘At2|ACHO| CHEE S7HSH Cf
& d=(Society Prided)0f Cigt AFREYo= ZHEUCEL =7Hd
T A2 o2 oM =7 et 1Yol et AEde
2 ‘If5k7|=(Achievement Pride1),” ‘A X(Achievement Pride2),
‘o= % ZEsHAchievement Pride3) £0f2 2310 Xt27} 5=
YEIACE =7 AHEY 2 48 HEE ARSI FHEEIRCH

=7t0] CHet Of%fH(National Attachment)2 AH|XIZ7F =RIS
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0%t 2 10 i rlo

<Table 2> Results of Exploratory Factor Analysis

4% =7H0f| oist EAMEH ofirE Xp=0 e fFxAX X|X|,
=7t7t Hith 22 Mol HI3Hez I25h= XM S22
golgt Ht ULk 2 AFOIM =7t OfEN2 ‘L= QH|LE ot=
O =Z0l0|10 ACHNational Attachment1), ‘st=2 CIE RS
O Z7tECt L}2 =7}O|CHNational Attachment2),” ‘Gt=0lu}
22 AIES0| BOIX|H Mol ¢ ZHOHE Z{0|CKNational
Attachment3), ‘M2 E X|2tE $t=S X|X|8}j0F TCHNational
Attachmentd) 0| 2+=0j Cisi =2ldt= FEZE 57 HMEE A
2310] ZHEIQUCF

AH|Xt Xt2IZZF9|(Consumer Ethnocentrism)= Xt=9| 4
H, =SAIEE 22517 flot FHo=z A &332 TS
BHHN HHo 2 FO|ELh & AH[R; XAUFFo7F Lot 4H|
A= AR, =2 HBQ =it o s fYHoz 214
SHH FXIH, Ar2lH oAHAHEO| A= 7|gel ME, MHIAE
SUASHY O|RO{MOF ot B=Ct 2 3t 7|EL| 44|
b RHRIEFO| A0 AMBE ZYETE HIE2E KGSS
AZ2E =83QCHHan & Won, 2016; Shimp & Sharma,
1987). HHLZ =4t MF0| Ciet =22 HXHSHOF St
(C_Ethnocentrism1),” ‘CHE 2(XtA| 7|€o| TEZ otz 7|HO|
O3S 71 UCKHC_Ethnocentrism2),” ‘st LHOIA 2=l
E9| B3 AHZHE HEIH ot EICKC_Ethnocentrism3),” TV
= ot=2 Z2O3s M FZFo|0oF $HCHC_Ethnocentrism4),’
IR0 CisH ZR|7 | 70| WsS ZASH0F SHKC_Ethnocentrismb)
of oot 52 §=2 SHEAH, 58 HE7H AFEE(RUC

43 =4 2y A5

7t d3s7(0 ¥M =7 AR, =7t O, AH|XE A}

BIZZolo| Bl AZS| 9Bt 2ol

AHESHO] HA[SIRICE. Bi2|MHA SIHAHS Ao BMY 2

SEMOM FHE ZMLZ N{X 1.0 O] 208 F&

oF 21} <Table 2>0f HMA[El Bt Z0| 291 4= 4742 LIE}
.I

W0, BE 320| 29l HTHK| 05 Ol X
TE! 20| SOIEIQIC KMO 3 HISH 4% AT

mjo
HT

Construct Item Factor1 Factor2 Factor3 Factor4 Eigen value | % Var. Exp.

Society Pride1 .697 .099 165 129

National. Society Society Pr?deZ 713 .185 116 .017 3914 24.46
Pride Society Pride3 .678 1159 194 -.078
Society Pride4 .728 .063 189 .003
) ) Achievement Pride1 317 .665 .031 .071

National Fﬁgge"eme”t Achievement Pride2 063 827 144 049 1.401 8.75
Achievement Pride3 141 .761 .165 .083
National Attachment1 .209 195 .653 118

National Attachment Nat?onal Attachment2 .168 -.053 .735 .055 1904 12.02
National Attachment3 214 195 724 -.037
National Attachment4 .089 .092 .619 164
C_Ethnocentrism1 .012 =121 178 .671
C_Ethnocentrism2 .024 1105 -.072 .612

Etﬁggj:ﬂﬁ;m C_Ethnocentrism3 A77 001 246 551 1.089 6.81
C_Ethnocentrism4 -.134 .066 .080 .665
C_Ethnocentrism5 .035 118 -.016 .589
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CHSSE2 AMOS 21.02 At83t0] =olX QQlEMes AA|
SIQICE 11 Zat <Table 3>0f MAJEl ZXME RE ZSTFFC
S Bi==0f Cist QIXIHRZ0| SAXCE R[OSt 24k
QICHP<.001). SOIM QQIEMo| Hstr = ¥*=388.116(df=98,
p<.001), GFI=0.963, AGFI=0.949, NFI=0.905 CFI=0.927,
RMR=0.036, RMSEA=0.0482 L}E}L} FHIEOl HII7|ZS Tt
EN7le A & = AL, FENEE0| =HEITHE #A&E
40| 2oI%|QACHBagozzi & Yi, 1988; Hair, Anderson, Tatham,
& Black, 2006).

ot HY=TO MR 2M2 93 2 Bis=2f Cronbach
apha A5 FHFoh du HEAL ZFXE LEIHD A
52 ¥ = UNULCE POl THHEITE 24 A1} <Table 4>
Of LtEHCt HiQt ZH0| 7HE7te| BAE HOlF= @ A9
A2 77HD£2.58SE)0| 1.02 ZESHK| 2oz THEEdES
golg = AUCE

<Table 3> Results of Confirmatory Factor Analysis

Construct ltem Loadings| S.E. [t-value Chro;bach
Society Pride1 1.000 - -
National Society Pride2 1.026 |.061|16.74 28

Society Pride| Society Pride3 | 0.982 |.060 |16.33

Society Pride4 1.043 | .063 | 16.65

/Achievement Pride1| 1.000 - -

44. 718 A

EZHEE ol Bt ME[EE =0t = dARRHEE 45
St7| Qs AMOS 212 Ar8SH 40| MAE|QUCE HEA =
o] F=H¥E MLE(Maximum Likelihood Estimation)S X{EiSHO]
O|RO{/ oD, EMZANt= <Table 5>0f LtEE ZAdut ZCH £
Moso]l M3tr  X|4== GFI=963, NFI=.904, TLI=.911,
CFI=.926, RMR=.036, RMSEA=.046 S22 2zt £X|7} HE
7|EFXKE 550 At ZYO| EfFSiCtn mEreh 4= QUCE
(Bagozzi & Yi, 1988).

HA 274 XHEAO] =7+ ofEto] OiX|l= 2 2As
of, TR B 27hdR RHEAO] BE FTt ofEtnt |9
HAHE JHK|E 20| =QIZ|QUCE FTHFCZE FTHAR| KEA
O =7 of&to| DXl FEF2 FEFA =+ 0.542(t=10.155,
p<.001)E HOf <H1>0| MERE|QICE & ot=ho| RIFFo| £=F
b ARAAR 242 SEECE HIISIL XA RS
AH|XHLS~E =710 oSt Of%t ~FO0| =OtEE & == QUCL
LSt FIHEE +F0| Cigh XpEA0| It oo OjX[= &
ZEA|4= 0.160(t=3.465, p<.001)2 HO| <H2>7} K{EHL]
.okl Wfety|s, o=t 28 52 MAIN fdo| Xt
ME LZ4E o0 ofst g9t of&tE XL e Ae=
L}EFSHCE.

CHEo 2 Z7b Of&H0| AH|X} XRIFZFol0| O|X|= HEHo|
oot <H3>Z ABTSIQUCE 24 ZAnt It ofEfar AH|Xp XHEI
ZEZ0|0| 1o AEH 4= 0.341(t=7.698, p<.001)2 71AM0|
HEE|QACE JF ™S AL FXASHD 40 I7te FRE &
Mgtcts 2ot 71 of&E XU AH[XYSE 4 HE
At 22 J|Q9] Z22 HHStE XITIEF| M0
|. % oF A OI01|:f_

_—

> ot my

_

> £Q 0%
o 2rlo

<Table 5> Results of Hypotheses Test

National
Achievement |Achievement Pride2| 1.093 |.067 | 16.37 .707
Pride  |achievement Pride3| 1.250 |.076 | 16.41
National
Attachment1 1.000
National
National Attachment2 1077 |.059 | 18.16 690
Attachment National '
Attachment3 0.921 |.060 | 15.34
National
Attachment4 1.032 |.070 | 14.82
C_Ethnocentrism1 | 1.000 - -
C_Ethnocentrism2 | 0.721 |.073 | 9.90
Consumer "7y contrism3 | 0.854 | 073 |11.63| 613
Ethnocentrism

C_Ethnocentrism4 | 0.766 |.067 | 11.44
C_Ethnocentrism5 | 0.526 |.054 | 9.81

Hyp. Path Pqth Standar(.iized t-value
Coefficient| Coefficient

1| o s e | w0 | oz | 0%

o oo poiermen e 0z | om0 | S

3 Chéii?;r:lerAE;c:orgzgtri:m 0.354 0.341 (p7<6($(§31)

%%(98)=388.116(p<.001), GFI=0.963, AGFI=0.949, NFI=0.905,
TU=0.911, CFI=0.927, RMR=0.036, RMSEA=0.048

<Table 4> Correlation Coefficients Between Constructs (S.E.)

National National .
- ) National Consumer
Society |Achievement -
Pride Pride Attachment |Ethnocentrism
National Society 1
Pride
National
Achievement 8‘11(1) 1
Pride (010)
National .633 448 1
Attachment (.016) (.012)
Consumer 164 219 .345 1
Ethnocentrism | (.013) (.012) (.018)

%%(100)=395.127(p<.001), GFI=0.963, AGFI=0.949, NFI=0.904,
TL=0.911, CFI=0.926, RMR=0.036, RMSEA=0.048

5. 42
5.1. GIZTO| 2O U AN

B MAYLZ BESRHFo7t 2Hite|d of=dE A=dt=
OAE, #& ZHOl XSaF Wt X= AL aHRE=2
FH XXet 325 27| 9%t IS T2E0| SHE
Ch. 22 HMZYHS2 UM YLt XE0l2tks Bl
2its Zxoln Yo, Al RSUMSE TiE HUE 2
Zohe OHAE HEE Z2eitle 84S 20|12 Atk o2t
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e

2 gistz Qlof H|XF ATUFF|of ot A= FAH,
MelH ddez Ofgst7| =Lt 7|0l HMEfHez 28 +
U= 20102k FHHOA TIHE|OfOF St

= A7E 2013 T=o| 18M Oy AHRIE CiYCR H
Al ot EBAS|ZAKKGSS) At2E HIESRZ AH|XF AfHQ
EFolof S OfXl= =7t AFAL =7F ool ZAE
ZHOIILE. 53] 2 97= =7t MHRHE IVt KL
AR =7bgFer 2EE ARdez sty 2t 2210|
=7t OfEfah Lt
SHAULH

=4 Zdu =7t ARYH2 T S AN LA KIS
Fo|of Yets DiXlE T2 HdAQQYS & +
M =7t R0l =7t OfF0| DiX|l= Fg Ao et 7+d
4T Zah o=l UFEFo dul F&, MAN X S,

.l
Ot7} AH|XF AFAUZFF2I0f DX FES mtef

LIEFRTE. ot oh=0] afetrls, AxX, Oz 81 29 20t
oA 2dct 8% &0l til AFdE =255 ot=a O
€ LIEtEL) B U2 =7t2 QM =7te] dE EAMst
0 XX o0 &2 Hot OfAs HOl= 20| YAL|AUCt
LIOFZE =7t st OfAf2 IR} XpRIZZFOI0| Foloh &
2 OXe A2z HAIEUL) =5 AE st=el I 0|1 4
Stal =7t7t RS MAI2EEtE X|K[SHAAF Ohs H[A};
=7t BHE 2=2517| 2ol 2l=4 ME ¢, 2=ele o
L F34th AHeh, ofel S=t Z=IHl Y S HAoHOF
FERE0| A0t QAS=E o= LIEHRIT
= g7= OEd 22 AMEE Moo BN = d7s
2H[AP MRIEFOO| HEeoloz =t AEau 22 4
A2|H B8 HEIIRACkE "M 7IE gt AHEECE 7
EO| AHR MAFFO| Ae ALUFF} OfmdsS S
ABtALE QIFSASHY Bloto| AE mitsts O =HE
= 30| ULt 2 AFE= FR|, Ar=let Fore| 7|E ATE
HIECoZ =70 it AR oot =7t ofEts Mdgelez =
Eo10] 2H[AL WSO OX= Yebs TefHo =M H|XF A}
DIZFO|E HO; YUstn HEXHCZ Ofgfsts O =22 &
Ct. Ol2{st A== 7|20 577t Of=H AH| dF5S FE=oH
Of 3t= HEOM HEHoz Y & YRR dh= 710|=
grels M3 =& AS AOoICk

=7F M2l =7 g3 AHEYOl =7h ofEo| OjX= Fe
A2 7t 4 2t =7te] MY =, UelH fld=s At
2P ste UL FUUSEM XIE AL |XISILX} Bt
0 ChE S7IECH XAi=S 7HY FojLCtn $24e & otz
=7te] RS 5N AL XX 20| =2 BT of%
= 2Rotl AgS € + A/UCL

Ol =7tof Oict Bie B A& oo ¥y WHdE HFE,
EHE0 Chet B M2l S XN Ei=TF MY EfESf Lt
o7} B0 g2 DXz 2H[AF BE O|ES HIZ2Z 3
Mg+ ASES BEOEH § §Y XMEN BEHEE 3TYHS
2 F7otn oot Mg 0N AHRHS =7l= AH|AL
gt OfE EAE Ygox0l, 2H[Ael =7t ChHeh Of%t=

00t

met Hirjr @

AR IF8E AN ddES & 5 ULk

=7t OfAft B[ AFFO[ A0 Ciet 7td AT
21 ot AH|RRO| £ NIF, EE0| oS ofEa S8 &
o Az 23 = UCE. I7H0f TSt OiAfS R|H AH[A}:
= =i HE Y, A=elel I A2 Mot S SO =
7t BME E2510A; o= olg0| Zgt A= LIEHKT O]
2ot &2 7|Y0| nnto| of% BAZE HIFCR FYHS
SHOERO| =7t =9 AHEHE HE22 ZHS Of% 2
AE Aot =7t ZHE LHAZ = ASS AIASICL

Liob7t & 7= I 710l =it ME AHIE FTst
HLE O QXA 7| ate] BYOM B[R] XX|E Foh=
H =30| &= MY AAMEE HSeith =2 AZS 3
o2 HoRRFO7t itk AH|XF XRIFFO| 0| o
SOl w2t of=4S HEg2z o oiHE2 O oY =HH
Ol O[HIEN TAHCZ AMBdt= EE2Z AMZE = g
Z|QUC}. ok BH| =F0| FOFK|1 AH[X} 2[4]0] =3 H0|
el g0l ¥SHOl ol=aE A=dts Ho= otA|I7t
ULt

=7h AREHI Z7F ofEel A 24 ZnoA LERLHR
of, T o= OFHE S &dstr| flsiME o2 HHOM
o =7t A, © fId SOl tie 38Xl Botet AREHE
HIE22 =7t Ofj%0| HY5=F ot AH-SSZ O|0fX|
=X ofof ottt §3| =7ke| A=l =0 CHet AHEHE2 =7t
Of%tol 2ot FeFS OjX|= ZHZE LIEIRCE FRIo| of=H
g5 F7ols 7Y E= BFE FXUHCE UFY =
2OPLE Moz Hoop|Ent dilstE ot= Atslel 2

&2 yxet0l 270) TSt ofEt0| FHXIEZ Sh Ol BiE
xeict. 0E SO MAHCE Y2 DXl s HAHol
Al AlAE 2 ATE o HAXIS LA $32 @
1 AR B, I 2GS MRS ABEFOY BSS
QU & 92 o= J|thEict.
52 3Y U g AT W

2 gnt T OF| ZAS HYoz +NE [2S B8
o 2M0J2ks MOIA ZIte] Uskst THSHS EAK|EH SA
of 2K A= BEO| M2 W4 HF U xEo| WA B
SHES AILD YTk $= SO 7t Off, 2uKt A}
IEZoo| Tt SYEYS B FHHY Yoz Ty
o=M wdo MZE Y EFYES £0|D B JH Uk A

AFEE Mete & S A= O HE

LS & AFE AH[AF AEUFFO0| S¢S O|K= A2|Ab
glEty 2018 FPHOR CHFoL, g% dRoME 7|2H
ol QIFSASHY HE ATFRY0 EFAAZN AQ
AHEE MO &= JUAS A2E 7|fEct Lot shaat o
= &3 & YT 2AYO| 22 Afgls =22 /HYF 8
of ot 0|, FEutel Bln 245 S MA 2HIAIFO|M
Bdsts et 7IYEel oX| HE Fds fleh AMEE
=g =+ AS Aot
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