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Methodology

This qualitative study was set out to investigate Indian and Pakistani 
consumers' perceptions. Drawing on the consumer racism, consumer 
centricism (consumer ethnocentrism, xenocentrism, and cosmopolitanism) 
literature, the impact on willingness to buy made-in-India products in 
Pakistan and made-in Pakistani products in India has been explored. An in-
depth phenomenological interview (Thompson et al., 1990) has been 
conducted in the first phase of the study. The sample selection is on 
Purposive Sampling, based on the discretion and decision of the researchers 
on their expertise and experience whether there are good representations 
that can be used in this study.   Fifteen participants from Pakistan and 
thirteen participants from India have voluntarily participated in one-on-one 
online interviews through the application (such as Skype or Zoom) for 
approximately 30 minutes.  

Preliminary Results

The findings indicated that customer racism especially from religious and 
political views and product judgment are adversely linked, corroborating 
previous research findings (Hill & Paphitis, 2011; Ouellet, 2007). The result 
suggests that overall Indian consumers' willingness to buy made in Pakistan 
products depends on product availability, quality, and price. Furthermore, 
Indian consumers have shown that they are not ethnocentric and do not have 
animosity over made-in-Pakistan products. Their behavior is like 
cosmopolitan consumers towards made in Pakistan products, indicating 
locale consumer culture (LCC), and it is in line with the past literature 
(Steenkamp, 2019). Consumer racism, especially from religious views, has 
played an important role in Pakistani consumers' willingness to buy made-
in-India products.

In summary, consumer racism will affect consumer judgments and 
willingness to buy products. A person could be ethnocentric and racist in 
addition to holding feelings of animosity which can derive from differences 
in race, religion, economic, military, and politics. Further investigation in 
phase 2 of the study will be required to add empirical insights.

Proposed Model

Abstract

This study, drawing on the consumer racism, consumer 
centricism (consumer ethnocentrism, xenocentrism, and 
cosmopolitanism) literature, examines neighboring 
countries with an ongoing country of origin (COO) and 
animosity issues which may stem from race, religious, 
economic, military, and political events. Fifteen 
participants from Pakistan and thirteen participants from 
India participated in online in-depth phenomenological 
interviews. This research offers a strong theoretical 
contribution to consumer racism and consumer centrism 
literature. Social implications to address persistent racism 
and discrimination have been identified.

Introduction

In the literature on social psychology, the effect of racism 
and consumer centrism (consumer ethnocentrism, 
xenocentrism & cosmopolitanism) (Prince, Davies, 
Cleveland & Palihawadana, 2016) are widely studied. To 
stay relevant in today's globalized world, multinational 
companies must match their business decisions and 
strategies with their targeted customers' preferences. 
Consumers may not necessarily buy higher-quality goods 
or participate in higher-value services, implying that an in-
depth study and expertise of targeted market groups is 
critical (Ettenson & Klein, 2005; Klein, Ettenson, & 
Krishnan, 2006; Klein, Ettenson, & Morris, 1998). 
Consumers from varying socioeconomic backgrounds 
behave and consume differently (Klein et al., 1998), all the 
more so when significant variables such as country of 
origin signals, branding, and packaging may affect 
consumers' buying behavior (Balabanis & 
Diamantopoulos, 2008). 

Among centrism, consumer ethnocentrism (CET) proved 
to be very prevalent in country-of-origin and cross-cultural 
research, which may offer some helpful insights into how 
consumers react toward goods of foreign origin (Bahaee & 
Pisani, 2009a, 2009b; Klein et al., 2006, 1998; Smith & Li, 
2010). Shankarmahesh (2006) highlighted that patriotism, 
internationalism, and animosity are social-psychological 
precursors of CET, affecting country of origin (COO) and 
other product characteristics, influencing consumer 
product choices. The work of Balabanis et al. (2001) 
shows that the effects of patriotism and nationalism are 
unpredictable in two nations when looking at CET as a 
predictor. The consumer cosmopolitanism (COS) idea is 
not the same as consumer xenocentrism (XEN). 

India and Pakistan are rivalry and have 90% of the same 
culture and history. The division of the sub-continent took 
place in 1947, and it was based on religion and race. It was 
decided that Hindus will live in Hindu majority areas and 
Muslims will live in Muslim majority areas. Both 
countries' governments are based on faith. After partition, 
it was found that both countries had religious minorities 
(Dalrymple, 2018). 


