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Abstract:  

The economic growth of countries in today’s highly competitive environment requires the 

attention to domestic products. In this regard, many countries are continuously striving to 

provide sustainable economic development with the support of the domestic industry by 

employing a variety of solutions, especially with emphasis on marketing solutions. Using an 

ethnocentrism approach, this study examines factors affecting the purchase of domestic 

products in Iran. The review of the literature shows that so far no coherent research has been 

done on the modeling of consumer purchasing behavior in relation to domestic home 

appliances products. Therefore, this study can provide new marketing insights for policy 

makers at a macro level, taking into account a complete list of variables influencing domestic 

purchasing decisions. The population consisted of consumers of home appliances products in 

Tehran. Using Cochran's formula and convenience sampling method, 384 consumers were 

determined as the sample. Data analysis was carried out using structural equation modelling 

and SmartPLS software. The results show consumer ethnocentrism has a positive effect on 

the consumers' attitude toward and buying intention of domestic products. The perceived 

cost, perceived quality, image of the country of origin, and brand trust play a mediating role 

in the relationship between consumer ethnocentrism with attitude towards and intention to 

purchase domestic products. Perceived product necessity has a moderating role in the 

relationship between consumer ethnocentrism with mentioned mediator variables, but 

perceived economic threat has no moderating role on this relationship. In the home appliance 

market in Iran, conditions such as complex economic factors, the introduction of new 

technologies, continuous competitive changes and etc. have led marketing managers to fail to 

easily make the suitable decisions about the sustainable improvement of domestic product 

purchases. Therefore, the results of this study can promote the knowledge of managers about 

the key factors affecting the purchase of home appliances in the Iran by creating a thorough 

scientific view, so that marketing managers can make effective decisions in choosing 

appropriate marketing strategies in competitive markets. 

Keywords: Domestic Products, Consumer Ethnocentrism, Intention to Purchase, Home 

Appliance Industry 

Introduction  
In today's highly competitive world and the efforts of countries to plunder other countries, 

what can save a country's economy is the full support of the people of that country from its 

domestic products. The severe competition in the home appliance industry that is due to the 

general need of households to choose one of the available brands of the market and the need 
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to support domestic products has led to the consideration of consumer ethnocentrism and 

moderating and mediating factors in this area.  

Among the factors affecting the purchase of domestic products in a country, the good quality 

of domestic products, reasonable price, etc. can be mentioned. In this regard, consumer 

ethnocentrism is one of the key factors that can play an important role in choosing effective 

strategies in this area. From a nationalistic point of view, buying foreign products – as it does 

not help the local economy - is considered to be "immoral" and "illegal" (El Banna et al., 

2017). Nationalist consumers tend to be too much patriotic and independent of foreign 

cultures (El Banna et al., 2017). The impact of ethnocentrism on consumer attitudes and 

purchase intention has been investigated by many psychologies and marketers (Burton, 2002; 

Laroche, Chung, & Clarke, 1997; Luedicke, 2011; Ouellet, 2007; Papadopoulos et al., 2008; 

Swift, 1999). Ethnocentrism plays an important role in predicting and explaining consumer 

decision-making process (El Banna et al., 2017). 

Previous marketing studies indicate that there are many factors involved in consumers buying 

of domestic products. Earlier marketing studies have examined the effect of some mediator 

variables including the mental image of the country-of-origin, perceived quality of the 

product, perceived price of the product, and brand trust in the relationship between the 

ethnocentrism and intention to purchase and attitude towards domestic products. The image 

of country-of-origin is defined as the positive or negative mentality of the consumer from the 

producing country (Yunus, 2016). Previous studies conducted on the effect of the image of 

country-of-origin suggest that this image has a direct effect on the purchase intention (Yunus, 

2016). Perceived quality is defined as consumer's overall evaluation of the brand based on the 

internal (performance and durability) and external (brand) signals; thus, quality is the overall 

superiority of a product or service (Asshidin et al., 2016). According to Chen (2012), trust 

means that customers expect the suppliers of goods and services (brand owners) to be reliable 

and can be trusted in meeting their obligations. Brand trust can be measured through the 

ability of the brand to fulfil the promises it has made (Dehdashti, 2014).   

Moreover, many variables in this relationship can be considered as moderator variables that, 

based on their importance, the two variables of perceived product necessity and perceived 

economic threat have been chosen in this research. Researchers have described two 

moderator variables in the relationship between ethnocentrism and consumer attitudes toward 

foreign products. These moderator variables are perceived product necessity and perceived 

economic threat. Perceived product necessity is that how essential foreign products are 

(Shankarmahesh, 2006). Perceived economic threats is a threat that domestic industry 

workers are exposed to and include concerns about decreased income and losing jobs (for 

one's own, close relatives and other fellow citizens) caused by importing and purchasing 

imported products. Shimp and Sharma (1995), Shankarmahesh (2006), and Hosseni et al. 

(2015) have defined these two variables as moderator variables in the relationship between 

ethnocentrism and purchase intention of and attitude towards domestic products.  

The definition of the relationship between consumer ethnocentrism and moderator variables 

that influences the protection of Iranian domestic products can help marketing managers in 

the home appliance industry so that they can choose the best marketing strategies in 

competitive markets. Accordingly, this paper seeks to identify the factors affecting the 

purchase of domestic products in Iran; a nationalist approach is used in this study to identify 

these factors and take the necessity steps in determining the required strategies. 

Literature review and hypothesis development 
Supporting domestic products 

Disregard for domestic products and the prevalence of foreign goods consumption impose 

irreparable damage to the structure of the country's economy. Accordingly, competition 

between domestic and foreign products is growing rapidly in the global markets, and Iran, as 
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a developing country, is no exception (Bahmani, 2012). In the current marketing context, 

nationally identified consumers are more likely to regard national interests as the duty to their 

country to protect its economy by supporting domestic products against foreign products 

(Wang et al., 2018). On the other hand, the creation of labels for the COO, supporting 

domestic products, may have a negative impact on international trade (Korecka, 2019). In our 

country, support for the production and consumption of domestic products has always been a 

priority in economic and trade policies; hence, one of the usual ways to encourage the use of 

domestic products is to stimulate patriotic feelings towards the consumption of domestic 

products. Despite the high emphasis on the role of patriotic feelings in consumption of 

domestic products, they have not been hitherto evaluated coherently and scientifically, and 

the plans and promotions carried out in this area have been apparently based on non-scientific 

evidence. This is while, that in many countries, many quantitative and scientific studies have 

been conducted on the role of ethnocentrism feelings in purchasing and consuming domestic 

products, direct and indirect consequences of them, and evaluations of them (Haghighi & 

Hosseinzadeh, 2009). In this research, two variables of attitude toward and the intention to 

buy domestic products are considered as two dimensions of the variables of supporting 

domestic products. The attitude of people towards consuming a product is one of the most 

important presupposing of the prediction and interpretation of the consumer choice between 

different products and services. Attitude is defined as a physiological structure that reflects 

the readiness of individuals in actions or reactions in a particular way (Voon et al., 2011). A 

person's purchase intention depends on the purchase-related attitudes and mental norms of 

that person. Among the many questions about consumer behaviour, the most difficult one is 

why the consumer is doing a certain purchase; such a question has rarely a simple and clear 

answer. However, it is very important to know what makes exactly one to purchase product 

(Asshidin et al., 2016). The concept of purchase intention is a reflection of the consumer's 

predictable behaviour in deciding to buy in the future. Purchase intention is one of the 

variables used in routine research programs. Specifically, purchase intention is a prediction of 

the consumer's purchasing behavior that will significantly help to configure this attitude 

(Asshidin et al., 2016). 

Consumer ethnocentrism 

For the first time, Sumner (1906) presents a formal definition of ethnocentrism as follows: a 

particular attitude to phenomena in such a way that one considers one's group as the centre of 

all phenomena and refers to all other phenomena with respect to that (El Banna et al., 2017). 

In consumer psychology, Shimp and Sharma (1987) originally conceptualized CE as “the 

beliefs held by consumers about the appropriateness, indeed the morality, of purchasing 

locally-made products instead of foreign-made products” (Prince et al., 2019). It is agreed 

that consumer ethnocentrism impacts negatively on consumers’ purchase intention toward 

foreign products (Karoui & Khemakhem, 2019). Consumer ethnocentrism expresses a 

tendency towards the products produced domestically and tends to avoid the purchase of 

foreign products. Because of their national prejudices and loyalty to the country, nationalist 

consumers are reluctant to use products and services of foreign companies and prefer 

domestic products (Hosseini et al., 2015).  

The attitude towards buying a product is defined as a person's general assessment of whether 

or not to accept the purchase of that product (Dehdashti Shahrokh et al., 2011). In studies by 

Sharma et al. (1995), Zarkada-Fraser & Fraser (2002), it has been shown that consumer 

ethnocentrism leads to a negative attitude toward foreign products (Shankarmahesh, 2006). 

Jane et al. (2015) in a study concluded that consumer ethnocentrism has a positive and 

significant relationship with attitudes towards domestic products and a negative and 

significant relationship with foreign products (Poursalimi, 2016). Sah & Quan (2005), Wang 

& Chen (2004), Shankarmahesh (2006), Ranjbarian & Gholizadeh (2009) and Poursalimi et 
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al. (2016) have also addressed this issue in their studies. Accordingly, the first hypothesis as 

follows: 

H1: Consumer ethnocentrism has an impact on attitude towards domestic products in Iran. 
The concept of purchase intention is a reflection of the consumer's predictable behavior in 

deciding to buy in the future. Purchase intention is one of the variables used in routine 

research programs. Specifically, purchase intention is a prediction of the consumer's 

purchasing behavior that will significantly help to configure this attitude (Asshidin et al., 

2016). Consumer purchase intention refers to the likelihood of consumers' intention to buy 

some specific products (Yunus et al., 2016). The relationship between consumer 

ethnocentrism and the intention to purchase domestic products has been supported in the 

studies conducted by Han (1988) and Herche (1992). Studies conducted by Klein et al. (1998) 

and Suh & Kwon (2002) have found that there is a negative relationship between consumer 

ethnocentrism and the intention to buy foreign products (Shankarmahesh, 2006). Gianelin et 

al. (2010), Tang & Lee (2013), Dehdashti et al. (2011), and Dehdashti et al. (2014) have also 

addressed this issue in their studies. Thus, the second hypothesis is as follows: 

H2: Consumer ethnocentrism has impact on the intention to buy domestic products in Iran. 

Mediator variables in the relationship between consumer ethnocentrism and supporting 

domestic products 

Perceived price is defined as a price to which the customer can access by referring the 

product's price to the prices of other products. From the perspective of the consumer, the 

price is something that is lost to obtain a product (Pieri & Lotfizadeh, 2015). Shankarmahesh 

(2006) and Herrmann et al. (2007) investigated this issue in their research. Thus, the third 

hypothesis is as follows: 

H3: Perceived cost (price) has a mediating role in the relationship between consumer 

ethnocentrism and attitude towards domestic products in Iran. 
Olsen et al. (1993) and Shankarmahesh (2006) have pointed out in their research that 

perceived cost has a mediating role in the relationship between consumer ethnocentrism and 

the intention to buy domestic products in Iran. Hence, the fourth hypothesis is as follows: 

H4: Perceived cost (price) has a mediating role in the relationship between consumer 

ethnocentrism and the intention to buy domestic products in Iran. 
The image of country-of-origin is a sign of external communication used by consumers to 

predict the price, quality, and intention to buy a product (Brenner, 2013). The image of 

country-of-origin leads to a cognitive-emotional process that takes shape in the mind of the 

consumer. The image of country-of-origin is known as a sign of quality (Brenner, 2013). 

Brenner (2013), Tsai et al. (2013), Kipnis et al. (2012) and Shankarmahesh (2006) have 

investigated this issue in their studies. The fifth hypothesis is as follows: 

H5: The image of country-of-origin has a mediating role in the relationship between 

consumer ethnocentrism and the attitude towards buying domestic products in Iran. 
Han (1988) concluded in his empirical study that the image of country-of-origin functions as 

the mediator between consumer ethnocentrism and the intention to purchase domestic 

products (Shankarmahesh, 2006). The impact of country-of-origin is important to the extent 

that the place of production influences consumers of the product. Therefore, the image of 

country-of-origin is an important factor affecting consumer purchase intention (Yunus et al., 

2016). In a study entitled "The Influence of Country-of-origin on Consumer Purchase 

Intention: The Mobile Phones Brand from China," Yunus et al. (2016) concluded that the 

image of country-of-origin has a positive impact on the purchase intention. Shankarmahesh 

(2006) also argue that the image of country-of-origin has a mediating role in the relationship 

between consumer ethnocentrism and the intention to buy domestic products in Iran. 

Therefore, the sixth hypothesis is as follows: 
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H6: The image of country-of-origin has a mediating role in the relationship between 

consumer ethnocentrism and the intention to buy domestic products in Iran. 
Olsen et al. (1993) have identified perceived quality, empathy, costs, and accountability as 

mediators in the relationship between consumer ethnocentrism and the intention to buy 

imported products (Shankarmahesh, 2006). Khattak & Shah's (2011) hypotheses have shown 

that there is a positive relationship between the quality of products and the attitude of 

consumers towards foreign products. Products produced in developed countries have not only 

good in appearance, but also good quality (Asshidin et al., 2016). Shankarmahesh (2006) also 

states that perceived quality has a mediating role in the relationship between consumer 

ethnocentrism and the attitude toward buying domestic products in Iran. Thus, the seventh 

hypothesis is as follows: 

H7: Perceived quality has a mediating role in the relationship between consumer 

ethnocentrism and attitude towards the purchase of domestic products in Iran. 
The relationship between variables indicates that perceived quality is a good predictor of 

purchase intention. This means that in the purchase process, consumers' emphasis is on the 

quality, whether these products are domestic or foreign. However, this finding does not 

support previous studies indicating that perceived quality is not a major factor in the intention 

to buy American and local products. Moreover, in one of the studies conducted by Ageel 

(2012), the researcher has found that quality of the product is the most important factor 

influencing the intention of Saudi women to buy Luxury fashion products (Asshidin, 2016). 

Shankarmahesh (2006) argue that perceived quality has a mediating role in the relationship 

between consumer ethnocentrism and the intention to buy domestic products in Iran. Thus, 

the eighth hypothesis is as follows: 

H8: Perceived quality has a mediating role in the relationship between consumer 

ethnocentrism and the intention to buy domestic products in Iran. 
Many scholars have argued that trust is a prerequisite for a successful business because 

consumers are often hesitant to buy unless they trust the intended seller and company 

(Dehdashti, 2014). Brand trust can be measured by the brand's ability to fulfil promises it has 

made. Therefore, it is important to meet the obligations, rights, and promises owed to 

customers. In fact, if a brand does not meet the quality expected by customers, they will lose 

their trust in it and will choose another brand (Kim et al., 2008; Dehdashti et al., 2013). 

Dehdashti et al. (2013) and Azizi (2014) have also investigated this issue. Accordingly, the 

ninth hypothesis is as follows: 

H9: Brand trust has a mediating role in the relationship between consumer ethnocentrism 

and the attitude toward buying domestic products in Iran. 
Brand trust, brand awareness, the perceived value of the product, and perceived risk of the 

product have a significant effect on consumer purchase intention (like the findings of Wang 

et al., 2011; Walsh et al., 2012; Dehdashti, 2013). Bhattacherjee (2002), Kim et al. (2008), 

Sichtmann (2007), Dehdashti et al. (2013) and Azizi (2014) have also discussed this issue. 

Thus, the tenth hypothesis is as follows: 

H10: Brand trust has a mediating role in the relationship between consumer ethnocentrism 

and the intention to buy domestic products in Iran. 

Moderator variables in the relationship between consumer ethnocentrism and 

supporting domestic products 

Sharma et al. (1995) have described two moderating variables in the relationship between 

consumer ethnocentrism and consumer attitude towards foreign products. These two 

variables are perceived product necessity and perceived economic threat. Perceived product 

necessity is that how essential foreign products are (Shankarmahesh, 2006). Authors stated 

that the impact of consumer ethnocentrism on the attitude towards foreign products should be 

relatively strong (in a negative sense) for perceived product necessity. The above hypotheses 



  

Vol. 7, no.3, Autumn, 2020  6 
 

were supported by their Korean equivalents. The perceived economic threat is an important 

concept, while sharma described it as a moderator variable. Authors also have supported the 

moderating effect of perceived economic threat. In other words, consumer ethnocentrism is 

mainly affected by the products which threaten domestic economy (Shankarmahesh, 2006). 

Dehdashti (2010) shows that people of the society have a relatively low degree of nationality 

and perceived product necessity moderates the impact of consumer ethnocentrism on attitude 

towards import. Studies conducted by Brenner (2013), Shankarmahesh (2006), Lee et al. 

(2016), Javalgi et al. (2005) and Makanyeza et al. (2016) also support this finding. Thus, the 

eleventh hypothesis is as follows: 

H11: Perceived product necessity has a moderating role in the relationship between consumer 

ethnocentrism and attitude towards domestic products.  
Similarly, Sharma et al. (1995), Shankarmahesh (2006), and Dehdashti (2013) concluded that 

perceived necessity has a moderating role in the relationship between consumer 

ethnocentrism and the intention to buy domestic products. Therefore, the twelfth hypothesis 

is as follows: 

H12: Perceived necessity has a moderating role in the relationship between consumer 

ethnocentrism and the intention to buy domestic products.  
About the relationship between consumer ethnocentrism and perceived economic threat, 

Sharma et al. (1995) concluded that perceived economic threat does not determine consumer 

ethnocentrism but rather moderates it (Annette et al., 2013). The positive moderating role of 

perceived economic threat is functional in the relationship between consumer ethnocentrism 

and attitude towards domestic products both for Iranian and foreign retailers (Hosseini et al., 

2015). Sharma et al. (1995), Shankarmahesh (2006), Olsen et al. (1993), Hosseizadeh (2007), 

and Hosseini et al. (2015) have also found a positive relationship between perceived 

economic threat and consumer ethnocentrism. Accordingly, the thirteenth hypothesis is as 

follows:  

H13: Perceived economic threat has a moderating role in the relationship between consumer 

ethnocentrism and attitude towards domestic products.  
Sharma et al. (1995) and Shankarmahesh (2006) argue that perceived economic threat has a 

moderating role in the relationship between consumer ethnocentrism and the intention to buy 

domestic products. Thus, the fourteenth hypothesis is as follows: 

H14: Perceived economic threat has a moderating role in the relationship between consumer 

ethnocentrism and the intention to buy domestic products. 

Given the relationship between consumer ethnocentrism as the independent variable and 

supporting domestic products as the dependent variable, as well as the variables of the image 

of country-of-origin, perceived quality, perceived price (cost) and brand trust as mediator 

variables, and perceived product necessity and perceived economic threat as moderator 

variables in the relationship between the independent and dependent variables, the research 

model is illustrated as follows. Figure 1 shows the conceptual model of the research. 
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Figure 1: Conceptual Model 

 

 
 

(Source: Shankarmahesh 2006; Ding 2013; Brenner 2013) 

 

Methodology 
Population and sampling method 

The target area for distributing and completing questionnaires is the metropolis of Tehran. 

The reason for choosing Tehran is that, because of the economic and social characteristics of 

Tehran metropolis, goods and consumers are very diverse compared to other cities in Iran. 

Investigations show that most home appliance retailers are located in the Jomhouri Avenue 

and Amin Hozour Intersection. Therefore, many of the research questionnaires were 

distributed and collected in-person in the mentioned areas. Considering the unlimited 

statistical population, the sample size was calculated using the Cochran's formula as follows: 
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Z is the normal value of the standard unit, which in the confidence level of 95% is equal to 

1.96. P is the ratio of the attribute in the population, that if not available, it can be considered 

as 0.5. In this case, the variance reaches its maximum value. q is the percentage of people 

who do not have that attribute in the population (q = 1-P). d is the value of the allowable error 

which can be 0.01 and 0.05 that, considering the confidence level of 95% , is equal to 0.05. n 

is the sample size that, based on the formula, was estimated to be 384 subjects. Finally, 

according to the statistical population of the study, convenience sampling method was used to 

select the statistical sample members. Therefore, by referring to home appliance retailers in 

the Jomhouri Avenue and Amin Hozour Intersection in Tehran, the questionnaires were 

distributed in-person (some questionnaires were also distributed electronically) among the 

respondents and then were collected during the next visit.  

3.2. Variables measurement 

In this research, data collection was performed using library and field methods. In the first 

step, a library method was used to investigate theoretical literature and empirical background; 

hence, referring to scientific resources, especially international databases, studies related to 

the subject of the research were identified and the theoretical and empirical framework of the 

research was formulated. In the second step, a field method was used to collect the required 

data through completing the questionnaires. 

The questionnaire used in this research has three parts. The first part, in addition to including 

the title of the research, has explained the purpose of the research, the reason for collecting 

Moderating Variables 

- The image of country-of-origin 
- Perceive quality 
- Perceive cost (price) 
- Brand trust 

Consumer 

ethnocentrism 

Attitude towards 

domestic products 

 

Purchase intention of 

domestic product  

Moderating Variables 

- Perceived product necessity 

- Perceived economic threat 
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the data using a questionnaire, and the necessity of the close cooperation of the respondents 

in completing the questionnaire. The second part includes demographic characteristics such 

as age, gender, marital status, education, and income level. The third part contains specific 

questions about the independent and dependent variables of the research. 58 questions have 

been considered to measure perceived product necessity, consumer ethnocentrism, the image 

of country-of-origin, brand trust, economic threats, perceived quality, perceived price (cost), 

intention to purchase domestic products and attitude towards domestic products. The sources 

used for the questions of these variables are given in Table 1. The scale used in the questions 

of the questionnaire is a five-point Likert scale including "strongly disagree," "disagree," 

"neither agree nor disagree," "agree," and "strongly agree." 

Table 1: Structure and resources of the questionnaire. 
Variable  Number of the 

questions 

Resources  

Consumer ethnocentrism 17 Sepehr and Kafashpour, 2012 

Purchase intention of domestic products 3 Negouyan et al., 2013 

Attitude towards domestic products 3 Kumar et al., 2009 

The image of country-of-origin 13 Zein and Yasin, 1997 

Perceive quality  3 Negouyan et al., 2013 

Perceive cost (price) 3 Negouyan et al., 2013 

Brand trust 8 Azizi, 2014 

Perceived product necessity  3 Javalgi et al., 2005; Lee et al., 2016 

Perceived economic threat 5 Lee et al., 2016 

Data analysis methods 

For data analysis, in the first step, the normal distribution of the data was examined based on 

the Kolmogorov-Smirnov test (Bruce et al., 2003). The Kolmogorov-Smirnov test is a non-

parametric statistical test. Additionally, for distributional adequacy, the Kolmogorov-

Smirnov test compares the cumulative probabilities of the values in the data set with the 

cumulative probabilities of the same values in a certain theoretical distribution (Hassani and 

Silva, 2015). Then, because of the non-normal distribution of data, Spearman test was used to 

measure the correlation coefficient between the main variables of the research. 

After determining the distribution of data, structural equation modelling method with partial 

least squares approach has been used to analyse the data. Structural equation modelling is one 

of the most complex statistical methods and makes it possible to evaluate the simultaneous 

impact of several variables on each other. About such conditions as 1) violation of the 

distribution of data from normal statistical distribution 2) existence of moderator variables in 

the model 3) existence of complex conceptual model with a relatively high number of 

questions and variables, the SmartPLS2 software was used in this research. Moreover, given 

that the conceptual model of the research has moderator variables, two models were designed 

in the software space: 1) the main model without interference and the presence of moderating 

variables in it; and (2) the model for examining the effect of moderator variables of perceived 

product necessity and perceived economic threat. Before using the structural model, it is, 

first, necessary to verify the accuracy of the measurement model, in which the relationship 

between the latent and observed variables is examined. There are several methods for 

assessing the fit of measurement model; but, the method used in this study to examine the fit 

of measurement model includes three criteria of convergent validity, divergent validity, and 

reliability (analysis of factor loadings, Cronbach's alpha coefficient, and composite 

reliability). Convergent validity refers to a relatively strong correlation between the question 

and the main variable, and for having an acceptable value, the Pearson correlation coefficient 

should be greater than 0.4 (Mohammad Beige et al., 2014). Divergent validity indicates that 
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the research model structures should be more correlated with their questions than with the 

questions of other structures (Holland, 1999). In the divergent validity part, the difference 

between the indices of a structure is compared with the indices of other structures. To 

evaluate the divergent validity of the measurement model, Fornell and Larcker criterion has 

been used. 

After assuring the good fit of the measurement model, in the next step, the structural model is 

used to test the relationship between the variables based on the research model and, finally, to 

conclude about the confirmation and rejection of the hypotheses. Structural Equation 

Modelling is a highly effective multivariate analysis technique of the multivariate regression 

family and extension of a general linear model which provides the researcher with the 

opportunity to test a set of regression equations simultaneously (Hooman, 2005). Structural 

Equation Modelling is one of the strongest and most appropriate methods of analysis in 

behavioural and social science research; the reason is that many topics in the field of 

humanities and social sciences are multivariate and cannot be analyzed by bivariate methods 

of analysis. Structural equation modeling is based on the analysis of covariance structures 

and, as one of the main methods for analyzing complex data structures and one of the new 

methods for analyzing causal relationships, is used to analyze various variables and, in a 

theory-based structure, shows the simultaneous effects of variables on each other (Ghasemi, 

2010). In addition, the use of structural equation modeling has many other important 

advantages the most important of which are the estimation of multiple relationships, the 

ability to measure hidden variables, calculation of measurement errors, the ability to examine 

the linearity effect and the test of non-real relationships between the constructs of the 

research model (Gye-Soo, 2016). Finally, it is worth mentioning that for the implementation 

of the statistical methods SmartPlS software has been used.  

Results 
Demographic characteristics of the respondents  

Results related to the demographic characteristics of the respondents are shown in Table 2.  

Table 2: Demographic characteristics of the respondents  

Demographic characteristics  Variable  No.  % 

Sex  Male  203 63.25 

Female  147 36.75 

    

Age  Under 30 148 37 
31-40 116 29 

41-50 104 26 

Above 51 32 8 

    

Marital status Single  179 32.25 

Married  271 67.75 

    

Education  Diploma and lower 47 11.75 

Associate degree 21 5.25 

Bachelor's degree 204 51 

Master's degree and higher 128 32 

    
Income level  Less than 300 USD 23 5.75 

300-500 USD  138 34.5 

500-800 USD  116 29 

More than 800 USD  123 30.75 
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As Table 2 shows, 36.75% of the respondents are female, and 63.25% are male. Regarding 

age, 148 (37%) of the subjects are under 30, 116 (29%) are between 31 and 40 years old, 104 

(26%) are between 41 to 50 and 32 (8%) is above 51. Regarding marital status, 179 (32.25%) 

of the subjects are single, and 271 (67.75%) are married. 11.75% of respondents have a 

diploma and lower degrees, 25.5% have associate degrees, 51% have bachelor's degrees, and 

32% have master's degree and higher. Regarding income, 5.75% of the subjects earn less than 

one million toman, 34.5% earn between one and two million, 29%, between two and three 

million and 30.75% have more than three million toman.  

To test the research hypotheses, first, the normal distribution of data is examined using 

Kolmogorov-Smirnov test; hypothesis testing is performed using the structural equation 

modeling; and, finally, the fit index of the whole conceptual model of the research is 

estimated. 

Kolmogorov-Smirnov test 

The Kolmogorov-Smirnov test has been used to examine the claims on the distribution of 

data in a quantitative variable. In this test, the null hypothesis represents the claim that the 

data distribution is normal. In this test, if the decision criterion (significance level) is less than 

5%, the null hypothesis is rejected; this means that data cannot follow a specific distribution, 

such as normal, Poisson, exponential, or uniform (Hassani and Silva, 2015). The results of 

this test are shown in Table 3. 

Table 3: Results of Kolmogorov-Smirnov test and correlation coefficients 

Variables 1 2 3 4 5 6 7 8 9 
Consumer ethnocentrism 1         

Image of country-of-

origin 

0.683** 1        

Perceived quality 0.576** 0.471** 1       

Perceived cost 0.575** 0.47** 0.476** 1      

Brand trust 0.673** 0.715 0.571** 0.457** 1     

Attitude towards 

domestic products 

0.546** 0.542** 0.582** 0.519** 0.622** 1    

Purchase intention of 

domestic products 

0.533** 0.532** 0.543** 0.502** 0.582** 0.72*

* 

1   

Perceived product 

necessity 

0.634** 0.72** 0.477** 0.449** 0.71** 0.499

** 

0.485

** 

1  

Perceived economic 

threat 

0.621** 0.692** 0.551** 0.438** 0.72** 0.585

** 

0.544

** 

0.719

** 

1 

Mean 3.704 3.52 3.83 3.72 3.43 4 4 3.06 2.95 

Standard deviation 0.7 0.86 0.79 0.75 0.85 0.82 0.85 1.104 1.06 

                      * P.05; **P0.01 

According to the results of Table 3, as the significance level of testing the correlation 

between the research variables is smaller than the error level of 0.05, it can be concluded that 

there is a significant correlation between these variables.  

Validity and reliability of the questionnaire 

The complete structural equation modelling consists of the two components of measurement 

model and structural model. Before testing the conceptual model of the research, it is first 

necessary to ensure the accuracy of the measurement model. In the measurement, the 

relationship between the latent and observed variables is investigated. There are several ways 

for examining the fit of the measurement model, but the method that comprehensively 

examines the fit of measurement model involves the use of partial least squares method in 

which, to examine the fit of measurement models, three criteria of structure validity, 

diagnostic validity, convergent validity, and reliability are used. Structure validity means the 

measurability of the variables of the research by questions of the questionnaire and using the 

confirmatory factor analysis method. Table 4 shows the results of this method including 

factor loadings and Student's t-values.  
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Table 4: Results of the confirmatory factor analysis 
Latent 

variable 

Observed variable/ question Factor 

Loadings 

Student 

t-value 

Significance 

level 

 

 

 

Perceived 

necessity 

The use of home appliances is essential for doing 

daily works. 

0.875 54.29 Less than 

0.05 

When one of the home appliances is broken, it is 

difficult to do daily works.  

0.859 49.22 Less than 

0.05 

For the purchase of the necessity home appliances, 

even if you do not have enough money, you have 

to borrow money from friends, acquaintances and 

other people.  

0.853 39.77 Less than 

0.05 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Consumer 

ethnocentrism  

Iranian consumers should always buy Iranian 

home appliances instead of foreign appliances. 

0.768 27.2 Less than 

0.05 

Only those foreign home appliances should be 

imported that are not manufactured in Iran. 

0.788 31.8 Less than 

0.05 

The purchase of Iranian home appliances helps the 

employment of Iranian employees. 

0.706 18.8 Less than 

0.05 

When purchasing home appliances, the first and 

foremost priority should be given to the Iranian 

home appliances. 

0.831 58.3 Less than 

0.05 

Buying foreign home appliances is an anti-Iranian 

act. 

0.809 37.4 Less than 

0.05 

Buying foreign home appliances is not right as it 

can make Iranian workers get fired from their jobs 

and destroy domestic production.  

0.762 29.12 Less than 

0.05 

A real Iranian should always buy Iranian home 

appliances. 

0.768 27.27 Less than 

0.05 

We have to buy Iranian home appliances, not 

allowing other countries to gain wealth through us. 

0.783 31.08 Less than 

0.05 

Iranian home appliances are always the best option 

to buy. 

0.69 18.23 Less than 

0.05 

Foreign home appliances should be exchanged or 

rarely bought unless they are necessary.  

0.77 27.16 Less than 

0.05 

Iranians should not buy foreign appliances because 

they damage Iranian businesses and lead to 

increased unemployment. 

0.79 31.9 Less than 

0.05 

Some restrictions should be applied to the import 

of all foreign appliances.  

0.704 18.8 Less than 

0.05 

Although buying Iranian home appliances may 

impose more cost one me, I prefer to support the 
Iranian home appliance industry. 

0.828 57.5 Less than 

0.05 

Foreigners should not be allowed to offer their 

home appliances in our markets. 

0.798 33.6 Less than 

0.05 

Huge duties should be imposed on foreign 

appliances to reduce their import into Iran.  

0.748 27.2 Less than 

0.05 

We should buy only those foreign appliances that 

we cannot produce in Iran. 

0.689 18.14 Less than 

0.05 

Iranian consumers who buy foreign appliances are 

responsible for the unemployment of their 

compatriots. 

0.829 57.4 Less than 

0.05 

 

 

 

 

 

 

 

 

 

When I buy expensive home appliances, I always 

pay attention to its country-of-origin. 

0.837 38.68 Less than 

0.05 

To ensure that I buy the highest quality home 

appliances, I always pay attention to the country-

of-origin of brand or product.  

0.851 46.9 Less than 

0.05 

When it comes to deciding what home appliances 

to buy, some information about the country-of-

origin of the product and the brand is very 
important to our selection. 

0.909 92.9 Less than 

0.05 
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Image of 

country-of-

origin 

When purchasing home appliances, I look for the 

label "Made in …".   

0.827 34.5 Less than 

0.05 

Country-of-origin information in inexpensive 

home appliances is less important than that of 

expensive ones. 

0.84 41.3 Less than 

0.05 

When buying household appliances that have a 

high risk of using and operating, one should pay 

attention to the country-of-origin information of 
the product.  

0.898 76.1 Less than 

0.05 

To purchase the best available product among a 

range of home appliances (e.g., buying a 

refrigerator among the refrigerators available in 

the market), I will look for the country-of-origin 

information in those products. 

0.833 37.9 Less than 

0.05 

I have found that country-of-origin of home 

appliances determines their quality. 

0.841 41.9 Less than 

0.05 

When I buy new home appliances, their country-

of-origin is the first information being considered 

by me. 

0.902 72.5 Less than 

0.05 

To purchase home appliances approved by my 

family and friends, I attach importance to country-

of-origin of the product. 

0.837 38.1 Less than 

0.05 

When I have little information about home 

appliances, I will look for the country-of-origin 
information to make a better decision. 

0.839 42.5 Less than 

0.05 

When buying home appliances with relatively low 

risk, one should look for the product's country-of-

origin. 

0.9 82.06 Less than 

0.05 

When I purchase am an inexpensive home 

appliance, the product's country-of-origin will be 

less important. 

0.893 76.6 Less than 

0.05 

Brand trust  Foreign home appliances meet my expectations. 0.841 60.1 Less than 

0.05 

I trust in foreign home appliances.  0.841 51.1 Less than 

0.05 

Foreign home appliances never disappoint me. 0.829 46.6 Less than 

0.05 

Foreign home appliances meet my satisfaction. 0.83 65.5 Less than 

0.05 

Foreign home appliances should be honest in 

addressing my concerns. 

0.831 49.5 Less than 

0.05 

I can rely on foreign home appliances to solve my 

problems. 

0.82 42.2 Less than 

0.05 

Foreign home appliances will do anything to meet 
my satisfaction. 

0.82 44.03 Less than 
0.05 

The foreign home appliance will compensate for 

some created problems. 

0.819 42.12 Less than 

0.05 

 

 

 

 

Economic 

threats  

Economic problems are mainly due to the 

overwhelming number of foreign competitors.  

0.874 60.58 Less than 

0.05 

The local economy is affected by foreign 

competitors. 

0.742 26.07 Less than 

0.05 

Foreign competitors are damaging my 

business/work. 

0.806 61.32 Less than 

0.05 

My job security is heavily influenced by foreign 

competitors. 

0.868 56.35 Less than 

0.05 

My family/my close friends have been damaged 

by foreign competitors. 

0.789 29.63 Less than 

0.05 

 

Perceived 

Domestic home appliances have a stable quality.  0.797 37.1 Less than 

0.05 
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quality Domestic home appliances are well manufactured. 0.821 35.8 Less than 

0.05 

Domestic home appliances have an acceptable 

quality standard. 

0.852 55.3 Less than 

0.05 

 

Perceived cost 

(price) 

Domestic home appliances have a reasonable 

price. 

0.845 48.06 Less than 

0.05 

Domestic home appliances are well worth the 

money paid. 

0.867 37.03 Less than 

0.05 

Domestic home appliances are good products for 

the price paid.  

0.885 64.6 Less than 

0.05 

 

 

Purchase 

intention of 

domestic 

products  

I will intend to buy domestic appliances only if 
they are available in the supplying stores. 

0.837 41.08 Less than 
0.05 

I will recommend domestic appliances to friends 

or relatives. 

0.907 74.1 Less than 

0.05 

Even if there are foreign products of the same 

quality and price, I will buy home appliances. 

0.759 29.7 Less than 

0.05 

Attitude 

towards 

domestic 

products  

I prefer domestic home appliances to foreign ones. 0.865 49.1 Less than 

0.05 

Domestic home appliances have a higher quality 

than the foreign ones. 

0.841 42.6 Less than 

0.05 

If I have the right to choose, I will prefer domestic 

home appliance to the foreign ones.  

0.824 44.6 Less than 

0.05 

 

Values greater than 0.4 and 0.5 are considered as acceptable range for the acceptance of 

factor loadings (Richard & Huff, 1988; Hulland, 1999). In this research, the standard value 

for factor loading is considered to be 0.5. The results of Table 4 show that in all the items the 

values of the factor loadings are greater than the standard level of 0.5, indicating a strong and 

appropriate relationship between the obvious and the latent variables. Moreover, in all items, 

t-values are in the range of 1.96 and the significance level is less than 0.05. Therefore, it can 

be concluded that the questions can measure the variables and the questionnaire has a 

generally acceptable validity.  

In addition, to structuring validity, the discriminant validity has also been investigated. 

Reliability was also evaluated based on the Cronbach's alpha coefficient. The partial least 

squares method offers a criterion more modern than the Cronbach's alpha coefficient, called 

composite reliability, which the structuring reliability is not calculated in absolute terms but 

based on the correlation between the constructs. In this research, composite reliability index 

is for the measurement of convergent validity (Davoudi & RezaZadeh, 2013). The results 

related to the evaluation of different indices of validity and reliability are shown in Table 5. 

Table 5: Diagnostic Validity, Convergent Validity, and Reliability 
Variable (Construct) Average Variance 

Extracted (AVE) 

Composite reliability 

(CR)  

Cronbach's alpha 

coefficient 

Consumer ethnocentrism 0.592 0.96 0.957 

Image of country-of-origin 0.744 0.974 0.971 

Perceived product quality 0.678 0.863 0.763 

Perceived product price  0.724 0.887 0.81 

Brand trust 0.685 0.945 0.934 

Attitude towards domestic 

products  

0.711 0.881 0.797 

Purchase intention of domestic 

products  

0.724 0.912 0.871 

Perceived economic threat 0.667 0.909 0.874 

Perceived product 

necessity  

0.743 0.897 0.828 
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Diagnostic validity will be established if the Average Variance Extracted is higher than the 

critical value of 0.5. There are also three prerequisites for the realization of the convergent 

validity which are as follows: 1) composite reliability should be higher than 0.7; 2) the 

average variance extracted should be higher than 0.5, and 3) the value of the composite 

reliability should be higher than the average variance extracted. If the value of the composite 

reliability for each construct is more significant than 0.7, it can be said that the measurement 

model has a good internal consistency, while the value of 0.6 implies the lack of reliability. 

Finally, a standard amount of 0.7 has been considered by experts for the Cronbach's alpha 

coefficient (Davoudi & RezaZadeh, 2013). Therefore, according to Table 5 and the standard 

values for the intended indicators, it can be concluded that diagnostic validity, convergent 

validity, and reliability are established for all the variables of consumer ethnocentrism, the 

image of country-of-origin, perceived product quality, perceived product price, brand trust, 

attitude towards domestic products, and purchase intention of domestic products, and the 

measurement models of the research generally have a desirable situation.  

In the divergent validity, the correlation of the model structures with their related indices is 

compared to the correlation with other structures of the model. This is achieved by comparing 

the AVE root of each construct with the values of the correlation coefficients among the 

constructs. Table 6 shows the results of divergent validity. 

Table 6: The results of divergent validity 

Constructs  1 2 3 4 5 6 7 8 9 

Consumer ethnocentrism 0.76         

Image of country-of-origin 0.73 0.86        

Perceived product quality 0.62 0.52 0.82       

Perceived product price 0.65 0.49 0.51 0.85      

Brand trust 0.76 074 0.6 0.52 0.82     
Attitude towards domestic 

products 
0.65 0.59 0.64 0.55 0.63 0.84    

Purchase intention of 

domestic products 
0.63 0.58 0.6 0.53 0.62 0.72 0.85   

Perceived product necessity 0.63 0.72 0.47 0.44 0.71 0.49 0.48 0.81

6 

 

Perceived economic threat 0.62 0.69 0.55 0.43 0.72 0.58 0.54 0.71 0.86

1 

 

Table 6 gives the possibility of comparing the research constructs with their questions and 

other constructs. For example, the first column, which is related to the construct of consumer 

ethnocentrism, correlates 0.76 (76%) with its questions. This value is greater than the values 

at the bottom of the column which shows the degree of correlation between the construct of 

consumer ethnocentrism and other constructs. This is also correct for other columns and, 

thus, it can be verified the research questionnaire has an appropriate divergent validity.  

Estimation of the conceptual model 

The research model was tested using partial least squares method. Figures 2 and 3 show the 

research model and its latent and observed variables in the form of reflective measurement 

models.  
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Figure 2: Path coefficients and values of R2 

 
 

Figure 3: Values of t-students 
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Before examining the results of the hypotheses testing, first, the fit of the structural model is 

evaluated based on the results of the partial least squares method. One of the most important 

criteria for determining the fit of the structural model is the criterion of the coefficient of 

determination (R2). R2 is a criterion that shows the effect of an exogenous variable on an 

endogenous one and its value is calculated only for the endogenous constructs of the model. 

In the case of exogenous constructs, the value of this criterion is zero. Three values of 0.19, 

0.33 and 0.67 are considered as a criterion value for weak, moderate and robust R2 values 

respectively (Gye-Soo, 2016). Based on figure 2, R2 values for the endogenous variables of 

the image of country-of-origin, perceived product quality, perceived product price, brand 

trust, attitude towards domestic products, and purchase intention of domestic products are 

equal to 0.547, 0.387, 0.429, 0.591, 0.558, and 0.518 respectively and, hence, acceptable and 

desirable. In other words, they have a relatively strong structural relationship that confirms 

the fit of the model. 

The second criterion for examining the structural model is the f2 effect size. Kwon (1988) 

introduced the criterion of effect size to determine the severity of the relationship between the 

latent variables of the model. Using this criterion, one can measure the effect size of an 

exogenous variable on an endogenous variable in structural equation modeling. This criterion 

is only applicable to the models that have endogenous variables that affect them more than 

one exogenous variable (Vaezi et al., 2016). The results of this criterion are shown in Table 7. 

Table 7: F2 coefficients of the variables 

Independent variable Dependent variable  F2 

The image of country-of-origin Attitude towards 

domestic product  

0.01 

Perceived product quality 0.124 

Perceived product price  0.027 

Brand trust  0.02 

The image of country-of-origin Purchase intention of the 

domestic product 

0.015 

Perceived product quality 0.085 

Perceived product price 0.023 

Brand trust 0.017 

*The results of the table are based on figures 2 and 3.  

The values of 0.02, 0.15, and 0.35 for f2 respectively indicate the small, medium and large 

effect size of a construct on another one (Vaezi et al., 2016). According to Table 7 and f2 

criterion, the research constructs show the relative suitability of the effect of independent 

variables on the dependent ones as well as the desirable predictive power of the model for 

this construct. Therefore, all the criteria for measuring the structural model show the 

structural model's goodness of fit.  

The general model includes both the measurement model and the structural model and, by 

confirming its fit, the fit test will be completed in a model. To evaluate the general model fit, 

there is only one criterion called goodness of fit (GOF). The GOF criterion was developed by 

Tenenhaus et al. (2004) and is calculated according to the formula shown in Table 8. Three 

values of 0.01, 0.25 and 0.36 have been introduced as weak, moderate and strong values for 

GOF. Table 8 shows the results of this criterion.  

Table 8: Overall fit results of the model with GOF criterion 

𝐆𝐎𝐅 = √𝑪𝒐𝒎𝒎𝒖𝒏𝒂𝒍𝒊𝒕𝒊𝒆𝒔̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅ × 𝑹𝟐̅̅̅̅  𝑪𝒐𝒎𝒎𝒖𝒏𝒂𝒍𝒊𝒕𝒊𝒆𝒔̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅ 𝑹𝟐̅̅ ̅ 

0.592 0.694 0.505 

The mean value of communalities is 0.694, and the mean value of R2 is equal to 0.505. 

According to the following formula, the value of GOF is 0.592 that, according to the 

mentioned classification, indicates the strong fit of the overall research model. 
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Results of the hypotheses testing 

Testing direct hypotheses 

After examining the normal distribution of variables, and the validity and reliability of the 

questionnaire, the research hypotheses were tested using structural equation modeling. Table 

9 shows the results of the path coefficient and the significance of the general coefficients of 

the research model.  

Table 9: The results of testing direct hypotheses 
Hypothesis Independent 

variable 

Dependent variable Path 

coefficient  

Student t-

value  

Significance level  

H1 Consumer 

ethnocentrism 

Attitude towards 

domestic products in 

Iran 

0.138 2.287 Less than 0.5 

H2 Consumer 

ethnocentrism 

Purchase intention of 

domestic products in 

Iran  

0.145 2.302 Less than 0.5 

According to Table 9, it can be concluded that since t-value is greater than 1.96, the impact of 

consumer ethnocentrism on attitude towards domestic products in Iran is, with the beta 

coefficient of 0.138 and the probability of 95%, is significant. The positive beta coefficient 

between the variables (0.138) means that with an increase in the standard deviation of 

consumer ethnocentrism, the attitude toward domestic products in Iran will increase by a 

standard deviation of 0.138. Therefore, according to the analysis conducted statistically, the 

hypothesis that consumer ethnocentrism affects the attitude toward domestic products in Iran 

is significant with 95% probability. Additionally, as the calculated t-value is greater than 

1.96, the effect of consumer ethnocentrism of the purchase intention of domestic products in 

Iran, with the beta coefficient of 0.145 and 95% probability, is significant. The positive beta 

coefficient between the variables (0.145) means that with an increase in the standard 

deviation of consumer ethnocentrism, the purchase intention of domestic products in Iran will 

increase by a standard deviation of 0.145. Therefore, according to the analysis conducted 

statistically, the hypothesis that consumer ethnocentrism affects the purchase intention of 

domestic products in Iran is significant with 95% probability.  

4.5.2. Testing mediator hypotheses 

When multivariate regression analysis (structural equation modelling) is used, it is possible to 

calculate not only the direct effect of variables but also the indirect effect of variables on each 

other. The third to tenth hypotheses are related to the mediator variables of the research. 

Using t-value (to confirm these hypotheses t-value should be greater than 1.96), the effect 

size of these variables is calculated by the following formula.  

(Path coefficient of the mediator and dependent variable) × (path coefficient of the mediator 

and independent variable) = indirect effect 

Moreover, the Sobel test (to confirm the hypothesis, the absolute value of the Sobel test 

should be greater than 1.96) has been used for further verification. Also, to determine the 

severity of the effect of the perceived product price on the relationship between the 

independent and dependent variables, VAF (variance accounted for) value, which ranges 

from zero to one, can be used. The closer this value is to one, the higher will be the impact of 

the mediator variable (Akbari et al., 2015). Table 10 shows the results of the examination of 

the indirect hypotheses. 
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Table 10: The results of the indirect (mediator) hypotheses 
 Indepe

ndent 

variabl

e  

Mediat

or 

variabl

e 

Depend

ent 

variable  

The relation 

between 

independent 

and mediator 

variables  

The relation 

between the 

mediator and 

dependent 

variables 

Direc

t 

effect 

Indire

ct 

effect 

Sobe

l test 

(z) 

VA

F 

test 

Path 

coeffic

ient 

T 

value 

Path 

coeffi

cient 

T 

value 

H3 Consu

mer 

ethnoc

entrism  

Perceiv

ed price 

Attitude 

towards 

domestic 

products  

0.655 20.48 0.145 2.54 0.138 0.094 0.524 

(2.52

4) 

0.4

07 

H4 Consu
mer 

ethnoc

entrism 

Perceiv
ed price 

Purchase 
intention 

of 

domestic 

products 

0.655 20.84
6 

0.143 2.529 0.148 0.093 2.066 
(2.06

6) 

0.3
87 

H5 Consu

mer 

ethnoc

entrism 

Image 

of 

country

-of-

origin 

Attitude 

towards 

domestic 

products 

0.74 26.49

2 

0.124 2.263 0.138 0.091 2.25 0.4

05 

H6 Consu

mer 

ethnoc

entrism 

Image 

of 

country

-of-

origin 

Purchase 

intention 

of 

domestic 

products 

0.074 26.49

2 

0.147 2.492 0.145 0.108 2.479 0.4

28 

H7 Consu

mer 

ethnoc

entrism 

Perceiv

ed 

quality 

Attitude 

towards 

domestic 

products 

0.622 20.34

7 

0.313 5.973 0.138 0.194 5.77 0.5

85 

H8 Consu

mer 

ethnoc

entrism 

Perceiv

ed 

quality 

Purchase 

intention 

of 

domestic 
products 

0.655 20.84

6 

0.143 2.529 0.145 0.094 2.62 0.3

9 

H9 Consu

mer 

ethnoc
entrism 

Brand 

trust 

Attitude 

towards 

domestic 
products 

0.769 38.98 0.176 2.529 0.138 0.135 2.92 0.4

9 

H10 Consu

mer 

ethnoc

entrism 

Brand 

trust 

Purchase 

intention 

of 

domestic 

products 

0.769 38.98

9 

0.163 2.261 0.145 0.125 2.259 0.4

6 
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As shown in Table 10, t-value in both paths (the relationship between the independent 

variable and the mediator variable, and the relationship between the mediator variable and the 

dependent variable) is greater than 1.96 for the variables of all hypotheses.  

Given that in all variables, t-value in the relationship between the three variables of 

independent, dependent and mediator is greater than 1.96, the hypotheses are confirmed. As 

the obtained Sobel values have been greater than the absolute value of 1.96, it can be 

confirmed at the confidence level of 95% that the mediator variables influence the 

relationship between the independent and dependent variables. VAF value, which is between 

zero and one, actually measure the ratio of the indirect effect on the total effect. For example, 

regarding this value for the third hypothesis, about 40% of the total effect of consumer 

ethnocentrism on the attitude towards domestic products is indirectly explained by the 

mediator variable of the perceived product price.  

4.5.3. Testing moderator hypotheses 

The eleventh to fourteenth hypotheses are considered as moderators. In this research, as the 

moderator variables of the perceived economic threat and perceived product necessity are 

measured by some questions in the questionnaire, and are quantitative and reflexive, the 

multiplicative approach is used for the estimation of the moderating effects. This approach 

has the following preconditions that are available in this research: 1) the moderator and 

independent variables should be spatial; 2) the measurement model of both independent and 

moderator variables should be reflexive.  Figure 4 shows the standardized factor loading 

coefficients and t-value coefficients of the structural research model (with moderator 

variables).  

Figure 4: Standardized factor loading coefficients of the structural research model (with 

moderator variables) 
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Figure 5: T-value coefficients of the structural research model (with moderator variables) 

 

 
 

 About figures 4 and 5, after examining t-value and determining the relation or non-relation 

between the independent, moderator and dependent variables, the intensity of the effect or the 

moderating power of the variable is examined using the following formula: 

𝑓2 =
𝑅𝑚𝑜𝑑𝑒𝑙−𝑤𝑖𝑡ℎ−𝑚𝑜𝑑𝑎𝑟𝑎𝑡𝑜𝑟
2 − 𝑅𝑒𝑥𝑐𝑙𝑢𝑑𝑒𝑑𝑚𝑜𝑑𝑒𝑙−𝑤𝑖𝑡ℎ−𝑜𝑢𝑡−𝑚𝑜𝑑𝑒𝑟𝑎𝑡𝑢𝑟

2

1 − 𝑅𝑚𝑜𝑑𝑒𝑙−𝑤𝑖𝑡ℎ−𝑚𝑜𝑑𝑎𝑟𝑎𝑡𝑜𝑟
2  

 

Regarding the obtained value of 𝑓2, it can be said that the intensity of the effect of the 

moderator variable is in an optimal level. Table 11 shows the results related to the evaluation 

of the moderator hypotheses.  

Table 11: Results of the moderator variables 
Independent variable Moderator variable  Dependent variable  Path 

coefficient 

t-

value  

F2 

index 

Consumer ethnocentrism  Perceived product 

necessity 

Attitude towards 

domestic products  

–0.172 2.306 0.167 

Consumer ethnocentrism Perceived product 

necessity 

Purchase intention of 

domestic products  

–0.145 1.819 0.02 

Consumer ethnocentrism Perceived economic 

threat 

Attitude towards 

domestic products 

0.065 0.87 - 

Consumer ethnocentrism Perceived economic 

threat 

Purchase intention of 

domestic products 

0.035 1.434 - 

 

As shown in Table 11, as t-value between the created moderator variable and the attitude 

towards domestic products is greater than 1.96, it can be said that, with 95% probability, 

perceived product necessity has a moderating role in the relationship between consumer 

ethnocentrism and attitude towards domestic products. Regarding the obtained f2 value, the 

effect severity of the moderator variable is desirable. Moreover, as t-value between the 

created variable of perceived product necessity and purchase intention of domestic products 

is greater than 1.64, it can be stated that, with 95% probability, perceived product necessity 

has a moderating role in the relationship between consumer ethnocentrism and purchase 
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intention of domestic products. Regarding the obtained f2 value, it can be said that the effect 

severity of the moderator variable is at a low level. Also, as shown in Table 11, as t-value 

between the created variable of perceived economic threat and attitude towards domestic 

products is lower than 1.64, it can be stated that perceived economic threats do not have a 

moderating role in the relationship between consumer ethnocentrism and attitude towards 

domestic products. Additionally, as t-value between the created moderator variable and 

purchase intention of domestic products is lower than the borderline of 1.64, it can be stated 

that perceived economic threats do not have a moderating role in the relationship between 

consumer ethnocentrism and purchase intention of domestic products.  

Discussion  
Consumption ethnocentrism had a positive and significant effect on the attitude toward 

domestic products and, thus, the first hypothesis was confirmed. The results of this part are in 

line with the results of the studies conducted by Sisses et al. (2003), Rirdouno et al. (2005), 

Suh and Kwon (2002), Wang and Chen (2004); Shankarmahesh (2006), Tong and Lee 

(2013), Jane et al. (2015), Ranjbarian and Gholizadeh (2008), Hosseini et al (2015) and 

Poursalimi et al. (2016). Consumer ethnocentrism had a positive and significant effect on the 

purchase intention of domestic products and, thus, the second hypothesis was confirmed. This 

result is in line with the results obtained by Han (1988), Herche (1992), Klein et al. (1998), 

Suh and Kwon (2002), Shankarmahesh (2006), Jianlin et al. (2010), Tong and Lee (2013), 

Dehdashti et al (2011) and Dehdashti et al (2014).  

The third hypothesis showed that perceived cost (price) has a mediating role in the 

relationship between consumer ethnocentrism and attitude toward domestic products in Iran 

and, thus, the third hypothesis was confirmed. This result is consistent with the findings of 

Shankarmahesh (2006) and Herman et al. (2007). The fourth hypothesis showed that 

consumer ethnocentrism, through the mediating role of perceived cost, can positively and 

significantly affect the purchase intention of domestic products and, thus, the fourth 

hypothesis was also confirmed. The results of this hypothesis are in line with the findings of 

Olsen et al. (1993) and Shankarmahesh (2006).  The results of the fifth hypothesis state that 

consumer ethnocentrism, in addition to its direct impact on the attitude towards domestic 

products, can have indirect effects through the image of country-of-origin. The results of this 

hypothesis are in line with the results of Shankarmahesh (2006), Kipnis et al. (2012), Brenner 

(2013) and Tsai et al. (2013). Based on the results, consumer ethnocentrism, in addition to its 

direct impact on the purchase intention of domestic products, can have indirect effects 

through the image of country-of-origin and. Thus, the sixth hypothesis is also confirmed. The 

findings of this hypothesis are consistent with the findings of Shankarmahesh (2006) and 

Yunus et al. (2016).  According to the results of the research, consumer ethnocentrism, in 

addition to its direct impact on the attitude towards domestic products, can have an indirect 

effect on the variable of perceived quality. Thus, the seventh hypothesis was also confirmed. 

The result is in line with the findings of Shankarmahesh (2006) and Asshidin et al. (2016). 

The results also showed that consumer ethnocentrism, in addition to its direct impact on the 

purchase intention of domestic products, can have indirect effects through the variable of 

perceived quality. Therefore, the eighth hypothesis is also confirmed. The result of this 

hypothesis is in line with the findings of Shankarmahesh (2006) and Asshidin et al. (2016). 

The results showed that consumer ethnocentrism, in addition to its direct impact on the 

attitude toward domestic products, can have an indirect effect through the variable of brand 

trust and, thus, the ninth hypothesis was confirmed. The results of this hypothesis are in line 

with the results of Dehdashti et al. (2014) and Azizi (2014). According to the coefficients, 

consumer ethnocentrism, in addition to its direct impact on the purchase intention of domestic 

products, can have an indirect impact on brand trust and, thus, the tenth hypothesis was also 
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confirmed. The results of this hypothesis are in line with the results of Bhattacherjee (2002), 

Sichtmann (2007), Kim et al. (2008), Azizi (2014), Dehdashti et al. (2013). 

According to the results, the eleventh hypothesis was also confirmed the results of which are 

in line with the results of Javalgi et al. (2005), Shankarmahesh (2006), Brenner (2013), Lee et 

al. (2016) and Makanyeza et al. (2016). Furthermore, based on the results, perceived 

necessity has a moderating role in the relationship between consumer ethnocentrism and the 

purchase intention of domestic products and, thus, the twelfth hypothesis is also confirmed. 

These results are in line with the results of Sharma et al. (1995), Shankarmahesh (2006) and 

Dehdashti (2013). According to the results, the thirteenth hypothesis was rejected, meaning 

that perceived economic threat does not have a moderating role in the relationship between 

consumer ethnocentrism and the attitude towards domestic products. These results contradict 

the results of Olsen et al. (1993), Sharma et al. (1995), Shankarmahesh (2006), Hosseinzadeh 

(2007) and Hosseini et al. (2015). Finally, the fourteenth hypothesis was rejected, meaning 

that perceived economic threat does not have a moderating role in the relationship between 

consumer ethnocentrism and the purchase intention of domestic products; these results 

contradict Sharma et al. (1995) and Shankarmahesh (2006). The reason why the thirteenth 

and fourteenth hypotheses are rejected is that Iranian home appliance consumers do not seem 

to have enough information on how the purchase of domestic products will affect their 

country's economy and reduce the unemployment rate. Another reason can also be the 

xenophilic spirit of the Iranians (Mohammadian, 2012).  

Conclusion, recommendations and limitations 
Pointing to the negative emotions of consumers for buying foreign products, Shimp and 

Sharma (1987) were the first who introduced the concept of ethnocentrism in the area of 

consumer decision-making (Tasurru and salehudin, 2014). Previous marketing studies point 

out that there are many factors involved in consumers' purchase of domestic products. The 

present study investigated the role of some mediator variables (such as the image of country-

of-origin, perceived product quality, perceived product price, and brand trust) and moderator 

variables (such as perceived product necessity and perceived economic threat) in the 

relationship between consumer ethnocentrism and purchase intention of and attitude towards 

domestic products. According to the results of the research, it is recommended that 

authorities stimulate the consumers' ethnocentrism through increasing their culture and 

establishing a constructive interaction between governmental institutions and domestic 

producers, as well as the support of domestic media and press which can lead to the 

consumers' support for domestic products. Household appliance manufacturers have to 

redouble their efforts in decreasing the final price of their products in order to make the 

consumers, especially nationalist consumers, buy domestic products. To implement 

marketing strategies and identify consumer purchasing behaviour, marketing managers can 

help to improve the level of consumer support for domestic products by understanding the 

concept of ethnocentrism and its effective factors. Given the mediating role of perceived 

product price in the relationship between consumer ethnocentrism and the two variables of 

attitude towards and purchase intention of domestic products, domestic producers have to 

attract consumers intention to their products through an appropriate and competitive pricing. 

Additionally, manufacturers should raise consumers' awareness of the quality of their 

products to make them judge their products not merely based on the price of the product. 

Economic enterprises must be diligent in improving the quality and pricing of their products 

and establish a suitable platform for communication with consumers in order to attract their 

confidence. Given the results and the mediating role of the image of country-of-origin in the 

relationship between consumer ethnocentrism and the two variables of attitude towards and 

purchase intention of domestic products, domestic producers are required to make more effort 

to revive the image of themselves and the country's economy. The standard institution should 
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be more serious in monitoring the quality of domestic products and, by identifying 

environmental and management barriers to the improvement of quality, provide the 

manufacturing companies with necessary information and technical services. The government 

has to force manufacturers to increase the quality of their products, compile with standards 

and obtain quality certificates. Considering demographic factors and providing their products 

to these groups of people based on the features such as high quality and good price, and using 

market segmentation and targeted advertising, companies can increase their market shares 

among these consumers. Manufacturers should be more careful about improving the quality 

of consumers' essential goods; the government also has to provide the manufacturers of 

essential goods with more subsidies. Instead of emphasizing the domesticity and nationality 

of their products in their advertising, domestic manufacturers have to emphasize the quality 

of their products in order to make a positive contribution to consumers' purchase intention. 

Increasing consumer's trust in the brand through fulfilling the promise of the company 

regarding the products and services, timely handling of their complaints and criticisms, and 

implementing public relations programs, such as participation in charity and public activities 

are recommended. It is suggested that as much as possible goods that are necessary for the 

daily life of the people be produced in good quality and at an appropriate price, so that 

nationalists will no longer have to buy foreign goods contrary to their wishes. It is suggested 

that relevant authorities seek to enhance ethnocentrism through appropriate educational and 

promotional programs and introducing high-quality domestic products and their impact on 

improving the country's economy. Moreover, increasing the quality of domestic products will 

make consumers have a more positive image of domestic products and producers and, hence, 

over time, will lead to increased nationality and intention to buy domestic products. Future 

researchers are recommended to consider a more varied range of products in their studies. 

Future studies also can consider a variable such as value consciousness, and a deep 

understanding of why and how interactions exist between different variables. Researchers are 

recommended to identify the factors that have played an important role, in other categories of 

products, between ethnocentrism and the support of domestic products, and consider them in 

the home appliance industry. Likewise, researchers can examine the attitude of consumers 

towards the products of other countries. Future studies can use a comparative approach and 

compare Iran with some developed countries or compare different regions with different 

developmental levels in Iran.  

One of the limitations of the research is that data were mainly collected from Tehran and 

other cities and regions were ignored. Another limitation is that there is no up-to-date and 

complete statistics on home appliance industry.   
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Abstract: The purpose of the article is to examine the impact of destination service quality 

on revisit intention on international Sikh spiritual tourists for pilgrimage to sacred places of 

Pakistan. It was completed by 525 international Sikh tourists using a survey questionnaire 

and tested using Smart-PLS SEM. Empirical results via structural equation modelling 

demonstrate that the impact of the Destination Service Quality (DSQ) and tourist’s 

satisfaction played a significant role on revisit intention. Participants were selectively drawn 

from the population of international Sikh visitors. Contribution regarding the impact of 

destination service quality and tourist satisfaction on revisit intention through 

accommodation, food, transport, security among International Sikh spiritual tourist would be 

helpful to maintain quality service criteria on destinations. From this research marketers and 

professionals can formulate strategies to increase spiritual tourist revisit intentions in 

emerging markets. The empirical results provide academic contribution to the current 

knowledge in the marketing of religious tourism. Using quantitative data analysis eventually 

enables future researchers to use the contribution of the present study to understand the 

importance of quality of service destination among spiritual tourists. 

Keywords: Destination service quality, Revisit Intention, Tourist Satisfaction, Sikh 

Pilgrimage, SEM. 

Introduction  
The foremost reason for traveling in the history of humanity is faith and religious matters 

(Haq and Jackson, 2009; Hall, 2006). Religious tourism included traveling for greatest 

satisfaction on holy sites, religious heritages, sacred places and related tours (Yeoman, 2009). 

Religion has been considered as a major motivation for traveling, accentuating activities 

related to tourism (Heidari et al., 2016). The definition of spiritual tourist is a person who 

visits sacred places apart from his or her regular settings, for intention to fulfil religious thirst 

or spiritual development (in relation to God or the Divinity), whatsoever the major reasoning 

for religious tourism (McKercher, 2002). Every state has something to offer global tourists; 

even the developing countries can show their existing heritage, traditional beliefs sites, 

culture and natural places, which could be new for tourist, thus the cause of a product, service 

or experience of innovative spiritual tourism (Haq and Medhekar, 2015; Alam, 2015). 

Religion influence the choice of destination the favourite tourist products, religious facilities 

offered and opportunities are selection criteria of destination (Weidenfeld and Ron, 2008). 

Tourists choose those destinations that best meet their inner desires or quality attributes 

(accommodation, food, transport and security) of their preferred destination (Meng et al., 

2008). In the context of sacred places in Pakistan, there is a significant research scarcity on 
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Sikh pilgrimage. The promise has been going to practical initiative taken by Government of 

Pakistan (Gurharpal Singh, 2019). An annual pilgrimage from each country leaves for 

Nankana in Pakistan every November, in time for the birthday celebrations at birth place of 

Baba Guru Nanak Sahib (Tatla, D., 1999). The growing numbers of tourist shows that 

Pakistan has big potential for its eco landscape and also other religious sites. In 1995, the 

number of tourists that visited in Pakistan is 378,000, in 2000 (557, 000), in 2005 (798, 000), 

in 2010 (907,000), due to security issues the number of tourist decreased in 2015 (563, 000). 

That number increase to 965,000 in 2016, 1.6 million in 2017 and 1.9 million in 2018. Few of 

them will be expatriates from the Pakistan heritages who will visit with friends and family, 

but suggest a destination that finally lives up to the billing often applied to "the next big thing 

in tourism" (The Telegraph, April 8, 2019). Since 1990s, Sikh Shrine of Pakistan has become 

famous site for important tours by organized pilgrims. This change reflects as a big part of 

worldwide trend in global tourism that religious places develop into sacred destinations for 

large level pilgrimages in era of globalization and economical tourism (Timothy and Olsen, 

2006).  It is against this broad historical background that current decision of the Pakistan 

government, and India’s positive response to it, needs to be understood. Officially, this 

initiative is according to the Islamic concept that promotes the respect and courtesy for all 

religious matters and Pakistan's policy to promote interreligious peace and mutual religious 

patience (Tribune, 2019). Pakistan is homeland to many spiritual destination that belong to 

religions aside from Islam; these sacred places including Sikhism, Buddhism, Hinduism and 

Christianity (Singh and Narang, 2004; Wannell and Hasan, 2008; Haq & Medhekar, 2015). 

(Vukonic, 2015 and Alam, 2015) has argued by providing theoretical and empirical support 

that economic impact of the special area of religious tourism or spiritual tourism should be 

exploited by developing countries to create opportunities. Religious attractiveness play a role 

in the destination branding (Yadav et al., 2010; Chan et al., 2016; Foroudi et al., 2016). The 

first importance of the current research is that quality service of destination constructs 

(accommodation, food, transport and security) were never tested before in religious 

prospective of Pakistan. Secondly, the “satisfaction” variable as a mediator also has a space 

in religious context. Thirdly, revisit intention as a dependent variable in religious prospect 

has not been considered before in Pakistan. Fourth, theoretically and empirically in religious 

tourism of Sikh community on their holy sites has a vast potential for research. This study 

will contribute to religious tourism researches as a conceptual framework, methodology, 

confirmatory analysis, geographically and validity & reliability of model. Spiritual / religious 

tourism is creating new business opportunities for entrepreneur (Shinde, 2010). Pakistan is 

hub for three major religion holy sites that can attract to their followers around the globe 

these religion are Islam, Buddhism, Hinduism and Sikhism, the birthplace of Baba Guru 

Nanak Sahib. 

Literature Review 
Quality of Accommodation 

The destination includes matters related to the quality of the infrastructures, accommodations, 

transport, equipment and amenities alongside the fulfilment of a spiritual dimension (Costa & 

Buhalis, 2006). Religious places create a demand of accommodation around them (Baltazzi, 

2002).  A greater range of accommodation offers more flexibility to tourists. It also helps to 

increase the quality of the destination and satisfy travellers’ from diverse social and market 

segments (Woodside and McDonald, 1994). This may turn out to be a feat, as it is complex to 

measure a quality experience that encompasses accommodation (Bigne et al., 2001). 

Different tourist’s services quality (quality service of accommodation, food quality, transport 

services, shopping and leisure), the conduct of service businesses, employees efficiency and 

warmth attitude can also have a decisive effect (Murphy et al., 2000; Yuksel, 2001). For 

elderly people, DSQ main attributes (food, cleaning, safety/protection and health services, 
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accommodation, transport attract them (Baloglu Shoemaker, 2001; Norman et al., 2001; Wu, 

2003; Huang and Tsai, 2003; Chen, 2009; Chen and Gassner, 2012; Prayag, 2012; Li et al., 

2013). 

Quality of Food  

Food, one of most important factors that affect the tourist’s satisfaction related to destination, 

because exploiting all of the tourist's senses leads to more satisfying sensory experience 

(Hall, 2003). Spending on food is an important element of the tourist budget, an important 

source of tourism revenue, since it represents one third of tourism spending (Meler and 

Cerovic, 2003). The local food offer to tourist real ethnic experience about the destination 

and demonstrate their invisible inheritance, hence providing marketable service quality of the 

destination (Quan and Wang, 2004; Okumus & McKercher, 2007; Henderson, 2009). 

Previous studies confirm this destination attribute as; the quality of food plays a positive and 

statistically significant role (Alegre & Juaneda, 2006). In addition, it has been verified that 

the food service quality, environment and service quality, impartiality of the prices and the 

authenticity have a positive influence on  tourist intention and behavior (Liu and Jang, 2009; 

Han & Hyun, 2017). The Quality of the service has been studied by the researchers in 

different fields like, restaurants (Tucci and Talaga, 2000) food consumption of tourists 

(Hjalager & Corigliano, 2000), destinations (Qu et al., 2002), restaurants and hotels (Choi 

and Chu, 2001; Loi et al., (2017). 

Quality of Transport  

The transport framework plays an important role in the attraction and accessibility of the 

tourist destination (Khadaroo and Seetanah, 2008). The transport infrastructure increases 

accessibility to the destination and encourages tourists to visit it (Pagliara, Delaplace & 

Vassallo, 2014, 2015). Previous research confirmed that there is a positive relation between 

quality of transport infrastructure and demand in tourism sector (Abeyratne, 1993; Prideaux, 

2000; Samina et al., 2007; Khadaroo & Seetanah, 2007, 2008; Mammadov, 2012). The 

quality service of transport, service provider etiquette, effectiveness and tourist care can also 

have a decisive effect (Murphy et al., 2000; Yuksel, 20001). 

Quality of Security 

Fear and insecurity are the main obstacles to international travel (Buckley and Klemm, 1993). 

One of the main drivers of the tourism development economy is security of people and peace 

on destination. Growth of International tourism depends on peace and security (Pizam and 

Fleischer, 2002). The Government should also give guarantee regarding security and safety of 

tourists (domestic and foreign) and maintain tourism strategies for sustainable tourism in the 

country (Khalil et al., 2007). Some tourists may be less anxious about security risks and 

continue to travel in some places, while others may avoid them altogether or postpone their 

journey until the security situation improves (Mansfeld & Pizam, 2006). 

Destination Service Quality 

Past studies reveal that destination related attributes are very context specific measure for the 

quality of destination and reflect the destination services quality. Previous literature classified 

destination attributes in physical and non-physical ones (Eid and Elbanna (2018). Destination 

service quality attributes are the group of disparate elements that promote tourists to a 

destination (Kim, 2014; Gannon et al., 2017). The American perspective model of quality of 

service is being widely used by professionals and academics. Therefore, a few researchers 

have proposed the Service Quality (SERVQUAL) model or developed a quality of service 

model based on the attributes/factor of each service in the cultural context (Wen et al., 2005; 

Perez et al., 2007; Lai & Chen, 2011). The literature has confirmed that measuring the quality 

of service through a performance perspective is more effective than measurement scale used 

by the non-confirmation perspective. Using the performance perspective with quality of 

service measurement scale had a high correlation with overall quality of the service, in 
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comparison to the quality of service measurement scale that uses the disconfirmation 

perspective (Babakus and Boller’s, 1992; Jain & Gupta, 2004). Service Quality 

(SERVQUAL) model argues that understanding the quality of service can be achieved using 

through 22 measurement indicators further divided into 5 factors; tangibility, authenticity, 

receptive, security and affinity (Parasuraman et al., 1988). These five dimensions can be 

explained briefly as follows. It has been tested in hospitality (Bush and Ortinau, 1986; 

Martin, 1995; Blesic et al., 2014; Hai and Alam, 2015; Kazmi & Khalique, 2019; Khan et al., 

2020), tourism policy (Chon & Olsen, 1990) and tourist destinations (Hudson and Shephard, 

1998). Quality of service model with three aspect, namely, service quality of the interactions, 

quality of physical environment and the quality of the results (Brady & Cronin, 2001). The 

quality of tourism products can be assessed by the user, adopting as a reference indicator, the 

source of transport, price, accommodation or food (Gina et al., 2018). 

Destination Service Quality and Tourist Satisfaction 

Service quality contribute to loyalty in consumer behaviour and satisfaction (Lam et al., 

2004). Tourists feelings and needs are motivated through their loyalty behaviour toward a 

destination (place), whereas pull motivation is related to destination attributes and their 

service quality which affects tourists satisfaction (Yoon and Uysal 2005; Imran, et al., 2018). 

Satisfaction is a cognitive result tourist obtain from experience (Lee et al., 2007; Khan et al., 

2017). As a result, the key processing tool to assess quality and satisfaction are different, 

therefore, the assessment of satisfaction in the destination service quality attributes are 

usually discovered in tourism literature (Kozak, 2001a; Truong and Foster, 2006). Some 

researches in the marketing literature discussed the service quality which was considered as a 

key determinant factor of consumer satisfaction (Fornell et al., 1996; Kozak & Rimmington, 

2000; Olorunniwo & Hsu, 2006; Su et al., 2017; Alam et al., 2019). 

Tourist Satisfaction 

In literature, although the definition of satisfaction has meaningful differences, commonly 

two types of formulation are discussed. One is transitory “transaction-specific”, while the 

second type is complete satisfaction (Ekinci et al., 2008; Nam et al., 2011; Kazmi et al., 

2018). Specific transient (Transient-specific) satisfaction results derive from the assessment 

of activity and behaviours occurring during a single transaction, and individual interaction 

throughout the service experience (Oliver, 1997). In this study, we considered tourist 

satisfaction as an overall destination service quality evaluation mediator. 

Tourist Satisfaction and Revisit Intention 

Most studies predicted that the revisit intention is an extension of the satisfaction of the initial 

service usage (Um et al., 2006; Huang and Hsu, 2009; S. H. A. Kazmi et al., 2016b). The 

functional reality of the overall travel experience influences whether they subsequently 

choose to endorse a destination to others, and destinations where attractions are perceived as 

‘high-quality’ increase tourists’ intention to revisit (Moutinho et al., 2012; Ahmed et al., 

2018 ). The major studies in this field are related to the concept of satisfaction and its 

antecedents, the revisit intention is considered as an outcome of the tourism satisfaction 

model (Bigne et al., 2001). 

Destination Service Quality and Revisit Intention 

Repeated visits are considered as the decision made by a tourist to return to a certain 

destination after visiting it (Rittichainuwat et al., 2003; S. H. A. Kazmi, et al., 2016a; Swart, 

K., 2017). Repeated visits may be the result of overall service quality of a particular 

destination (Alegre and Cladera, 2006; Chi & Qu, 2008). Destinations, which offer historical 

sites, amazing landscapes and quality service and advantages not accessible in the tourists’ 

home are perceived as attractive, which increases the possibility of repeated visits in the 

future (Mayo and Jarvis, 1981; Hu & Ritchie, 1993; Um et al., 2006). 
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The Conceptual Model and Developed Propositions 

Destination service quality model adapted from Murphy et al. (2000) and Kozak (2001) and 

modified with addition of Security construct, Tourist Satisfaction as a mediator and Revisit 

Intention as a dependent variable. 

H1: The impact of Quality Services of Accommodation on Destination Service Quality 

H2: The impact of Quality Services of Food on Destination Service Quality 

H3: The impact of Quality Services of Transport on Destination Service Quality 

H4: The impact of Quality Services of Security on Destination Service Quality 

H5: The impact of Destination Service Quality on Revisit Intention. 

H6: The impact of Tourist Satisfaction between Destination Service Quality and Revisit 

Intention. 

 

Figure 1: Conceptual Model 

 
(Adapted and Extended from: Murphy et al., 2000, Kozak, 2001) 

Methodology 
Sample Size and Sampling Process 

For adequate sample size we followed the rule of each predictor capricious (Hair et al., 

2006).  Records was collected through survey questionnaire and completed by 525 

international Sikh spiritual tourists. The target population for quantitative research consisted 

of Sikh tourist (from different countries), above 18 years of age, who were visiting their holy 

sites in Pakistan. The samples were selected by using the random sampling, being this the 

most rigorous way to choose a sample (Gravetter and Wallnau, 2009). Data was collected 

using a questionnaire that included: (1) destination service quality (quality of: 

accommodation, food services, transport, and security), one mediator (2) tourist satisfaction 

and (3) revisit intention (4) the socio-demographic profile of respondents. Particularly, the 

variables of the model were all measured using multi-attribute instruments through 5-point 

Likert scales (see Appendix 1). Although a 5-point scale may have been acceptable, a wider 

range allows effective comparison analyses to more clearly show the differences between 

scores (Kozak, 2001a, 2001b). The time frame for this data collection is from the cross 

section. 
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Table 1: Constructs Measure 

Constructs Item Scales   

Destination Service 

Quality (DSQ) 

Overall cleanliness of the destination 

Kozak (2001),  

Tosun et al. (2007) and 

Moutinho et al.(2012). 

Attitude of Local People 

Attitude of Staff in Tourism Overall 

Availability of Health Services 

Level of Hindi/English in the destination overall 

Accommodation 

Cleanliness of accommodation. 

Quality of Food at accommodation 

Security of rooms at accommodation. 

Attitude of staff at accommodation. 

Level of services at accommodation. 

Food 

Quality of food in local restaurants is of good quality. Tsai and Yang (2016) 

Food prices at holy sites are economical. 
Duman and Mattila 
(2005) 

Employees have knowledge of the food offered. Liu and Jang, 2009; 

Ryu 

et al., 2012 
Restaurants employees are Friendly and courteous. 

Food served as ordered. 

Transport 

Frequency of local transport services. 
(Kozak, 2001; Tosun et 

al., 2007; Moutinho et 

al., 2012). 

Network (accessibility) of local transport services. 

Comfort of local transport services. 

Attitude of local drivers. 

Transports fares are economical. 

(Govers and Go, 2016; 

Roult et al., 2016; 

Security 

Designing the tourism facilities to take into account the 

terrorist threat 

Batterman and 

Fullerton, 2002; Chan 

& Lam, 2013; Enz & 

Taylor, 2002; 

Goodrich, 2002a, 

2002b; 

Henderson, 2007; 

Paraskevas & Arendell, 

2007; Paraskevas, 

2013; 

Pizam, 2002; Smith, 
2006), 

Strengthening the security measures in public areas (at 

airports, at the entrances of events, etc.) 

Security checkpoints at the entrances of tourism facilities 

Screening motor vehicles upon entry to the facilities or 
areas populated by tourists 

Monitoring the facilities, events or the areas mostly 
populated by tourists with 24-h surveillance cameras 

Tourist Satisfaction 

Pleased that decided to visit the holy sites 

(Churchill, 1979) 
Delighted about these holy sites 

Visit to the holy sites exceeded expectations 

It gives me sense of joy that I have decided to come to 

these holy sites 

Overall satisfaction with holy sites tour (Lee et al., 2007) 

Revisit Intention 

I would like to revisit Pakistan in the near future. 
(Kim and 

Moon, 2009; Zabkar et 

al., 2010; Han & Hyun, 

2012; Ryu 

& Han, 2011) 

If had to decide again I would choose Pakistan again. 

I would come back to Pakistan in the future. 

I would more frequently visit Pakistan. 

Pakistan would be my first choice over other destinations. 
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Measurements Examination 

To analyse measurement accuracy we applied Partial Least Square method using Smart PLS 

3. (Ringle et al., 2005). Partial least square is a variable based structural equation modulation 

(SEM) method for prediction analysis (Henseler et al., 2009). This modelling approach was 

employed on retesting the existing models and explorative models (Chin et al., 2003; 

Reinartz et al., 2009; Jalees, et al., 2016). 

Results 
Subjects Profiling 

The following table shows the characteristics of the respondent’s demographical information. 

The results shows, that, majority of respondents belong to male with a frequency of 282 out 

of 527 that is a percentage of 53.5% while female participant represent a 46.7%. 

Psychometric Properties 

Constructs Validity and Reliability 

The Psychometrics tests were applied on the data to check the ability of developed data 

collection instruments of being valid and reliable. The validity tests were applied to check if 

the items of the particular variable were measuring the originally developed concepts while 

reliability test was applied on the data to check internal-consistency in between items of each 

particular variables (Carmines and Zeller, 1979). The Cronbach alpha is the most frequently 

used construct reliability check and its acceptance threshold value is more than 0.60. The 

composite reliability statistics based on the factor loading, the variance value of the selected 

variable, and the acceptable value of composite reliability is higher than 0.70. The average 

variance (AVE) extract is indices for the ensuring the construct validity which calculate 

amount of variance variable possess and minimum value for average variance extracted in 

0.60. 

Table 2: Constructs Validity and Reliability 

 Cronbach's Alpha Composite 
Reliability 

Average Variance Extracted (AVE) 

Destination 0.812 0.869 0.570 

Revisit intention 0.752 0.843 0.574 

Satisfaction 0.760 0.838 0.509 

Security 0.769 0.851 0.590 

Transport 0.796 0.859 0.549 

Accommodation 0.675 0.819 0.603 

food 0.733 0.833 0.556 

Discriminant Validity: Fornell-Larcker Criterion  

The discriminant validity test is applied for the purpose of strengthen claim of validity of the 

data collection instrument. The purpose of application of discriminant validity is to check that 

the construct which is being measured is empirically distinctive and it is representing its own 

variance in regression model which other construct does not shows (Fornell-Larcker, 1981). 

The minimum value to accept discriminant validity is above 0.70. Therefore, all variables met 

the minimum criteria for discriminant validity through the Fornell-Larcker criterion. 

Table 3: Discriminant Validity 
  Destination Revisit Satisfaction Security Transport accommodation food 

Destination 0.755             

Revisit 0.151 0.757           

Satisfaction 0.244 0.617 0.713         

Security 0.384 0.456 0.609 0.768       
Transport 0.149 0.741 0.571 0.443 0.741     

Accommodation 0.596 0.263 0.459 0.229 0.252 0.776   

Food 0.149 0.692 0.518 0.302 0.542 0.246 0.746 
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R- Square Assessment 

R Square is also called the coefficient of selection, which is the percentage of variance (%) in 

the dependent variable that can be interpreted by the independent variable.- If R-square value 

is < 0.3 it considered Very weak effect size, If R-square value is < 0.3 - 0.5 > it considered 

weak or low effect size, If R-square value is < 0.5 - 0.7 > it considered a Moderate effect size, 

If R-square value is 0.7 > it considered strong effect size, (Moore et al., 2013). In this study, 

destination has (0.433) and Revisit (0.381) indicated weak effect size, but satisfaction showed 

(0.059) fragile mediated effect size. 

Table 4: R-Square 
  R Square R Square Adjusted 

Destination 0.433 0.429 

Revisit 0.381 0.378 

Satisfaction 0.059 0.058 

Model Fit 

The Model fit test is applied on the data to ensure that variables defined in regression model 

are measuring original concept being developed and tested. The model fit is ensured through 

different indices of goodness of fit. It is necessary to ensure goodness to strengthen claim on 

the final analysis of the data. The Smart PLS 3.0 package calculates the following numbers of 

goodness of fit that are sufficient to claim the model's goodness of fit quality (Hooper et al., 

2008).   

Standardized Root Mean Square Residual (SRMR): The SRMR defined as variation in the 

detected and indirect correlation fitness. It can be calculated through differences in between 

observed and expected correlations. The value of SRMR is in the model fit criteria. 

Exact model fit criteria: Exact model fit is defined as difference in between variance of 

saturated model and estimated variance. The exact model fit criteria is composed of the two 

model fit indices. The one is one is called squared Euclidean distance (D_ULS) and other is 

called geodesic distance (D_G). To ensure the model fit through exact model fit criteria is 

that, both of value (D_ULS) and (D_G) should not be significant in both estimated and 

saturated model. Hence, value in the above table indicates that, both value (D_ULS) and 

(D_G) in saturated and estimated model are not significant and model fit is ensured through 

value (D_ULS) and (D_G).     

Normed Fit Index (NFI): The normed fit index is one of the best models fit indices and a 

complex one as well. NFI estimate model fit value on the basis of chi-square value. The NFI 

is complex because its value increases once model is becoming complex and enlarged. The 

value of NFI lies is in between range of 0-1 and a NFI value closer to 1 is considered as 

perfect fit. 

Conclusion: The Smart PLS 3.0 calculates the different model fit indices to ensure the fitness 

of regression model which is being measured. However, three model fit indices RSMR, 

(D_ULS) and (D_G) ensured that, current regression model is fit enough to measure the 

underlying construct of the research but SRMR value shows that, current regression mode is 

fit. Therefore, it is interpreted that, based on the exact criteria of model fit which include two 

model fit indices (D_ULS) and (D_G) and RSMR, current regression model is fit enough to 

measure the underlying construct of current research. 

Table 5: Model Fit 
 Saturated Model Estimated Model 

SRMR 0.080 0.177 

d_ULS 2.982 14.607 

d_G 1.333 1.839 

NFI 0.566 0.478 
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Structural Model: Direct Effects 

The structural model or the regression model of research study outlines results of obtained 

from data through partial least square, structural equation model. The structural equation 

modelling helps to accept and reject the hypothesis developed for current study. To determine 

acceptance and rejection of the hypothesis, bootstrapping technique is applied on Smart PLS 

3.0 by creating 5,000 sub-samples. The conclusions of final results of analysis are presented 

on different values presented in the tables.  

P Value: The P-Value less than 0.05 is understood as the acceptance the hypothesis and if 

above 0.05 will be inferred as the rejection of hypothesis (Rice, 1989).  

Path Coefficient Value (B): The path coefficient value is interpreted to understand the 

relationship of the independent variable on the dependent variable in numbers (Rice, 1989).  

T-Value: The T-value is expected value from variable during hypothesis testing to the 

expected error. High T- Value tallies the acceptance of hypothesis (Rice, 1989). 

Destination Service Quality-Revisit Intention: The hypothesis of the study that is “There is 

positive relationship in between Destination service quality and Revisit Intention” has been 

rejected based on (P=0.983, T=0.022 and B=-0.001). So, it can be said that, there is no 

relationship in between Destination Service Quality and Revisit Intention. 

Destination Service Quality-Tourist Satisfaction: The hypothesis of the study that is “There is 

positive relationship in between Destination service quality and Tourist Satisfaction” has 

been accepted based on (P=0.00, T=5.034 and B=0.244). Therefore, it can be said that, 

Destination service quality has significant relationship on Tourist satisfaction and if one value 

increased in the destination service quality will increased the tourist satisfaction by 24%. 

Tourist Satisfaction-Revisit Intention: The hypothesis of the study that is “There is positive 

relationship in between Tourist satisfaction and Revisit Intention” has been accepted based on 

(P=0.00, T=0.617 and B=22.487). Therefore, it can be said that, Tourist Satisfaction has 

significant relationship on Revisit Intention and if one value increased in the Satisfaction will 

increased the Revisit intention by 61%. 

Security Service Quality-Destination Service Quality: The hypothesis of the study that is 

“There is positive relationship in between Security Service Quality and Destination Service 

Quality” has been accepted based on (P=0.00, T=6.897 and B=0.315). Therefore, it can be 

said that, Security Service Quality has significant relationship on Destination Service Quality 

and if one value increased in the Security will increased the Destination by 31%. 

Transport Service Quality-Destination Service Quality: The hypothesis of the study that is 

“There is positive relationship in between Transport and Destination” has been accepted 

based on (P=0.006, T=2.737 and B=-0.123). Therefore, it can be said that, Transport has 

significant relationship on Destination and if one value increased in the Transport will 

increased the Destination by 12%. 

Accommodation Service Quality-Destination Service Quality: The hypothesis of the study 

that is “There is positive relationship in between Accommodation and Destination” has been 

accepted based on (P=0.000, T=17.066 and B=0.559). Therefore, it can be said that, 

Accommodation has significant relationship on Destination and if one value increased in the 

Accommodation will increased the Destination by 55%. 

Food Service Quality-Destination Service Quality: The hypothesis of the study that is “There 

is positive relationship in between Destination service quality and Revisit Intention” has been 

rejected based on (P=-0.018, T=0.022 and B=-403). So, it can be said that, there is no 

relationship in between Food and Destination. 
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Table 6: Structural Model 
  Path Coefficient T Statistics P Values Decision  

Destination -> Revisit 0.001 0.022 0.983 Rejected  

Destination -> Satisfaction 0.244 5.034 0.000 Accepted  

Satisfaction -> Revisit 0.617 22.487 0.000 Accepted  

Security -> Destination 0.315 6.897 0.000 Accepted  

Transport -> Destination -0.123 2.737 0.006 Accepted  

Accommodation -> Destination 0.559 17.066 0.000 Accepted  

Food -> Destination -0.018 0.403 0.687 Rejected 

 

PLS-SEM Model 

 

Figure 2: Structural Model 

 
 

Arbitration Analysis 

Destination Service Quality→Tourist Satisfaction→Revisit Intention: The hypothesis of the 

study that is “The effect of Tourist Satisfaction between Destination Service Quality and 

Revisit Intention” has been accepted based on (P=0.00, T=4.905 and B=0.150). Therefore, it 

can be said that, Destination service quality has significant relationship on Tourist 

satisfaction and also on Revisit intention if one value increased in the destination service 

quality will increased the tourist satisfaction and revisit intention by 15%. 
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Table 7: Mediation Analysis 
  Path Co-efficient  T Statistics  P Values Decision  

Destination -> Satisfaction -> Revisit 0.150 4.905 0.000 Accepted  

Security -> Destination -> Satisfaction 0.077 3.546 0.000 Accepted  

Transport -> Destination -> Satisfaction -0.030 2.529 0.012 Accepted  

accommodation -> Destination -> 

Satisfaction 

0.136 5.028 0.000 Accepted  

food -> Destination -> Satisfaction -0.004 0.391 0.696 Rejected  

 

Conclusion, Recommendations and Future Research Directions 
Based on the tourism theories, this study identifies four DSQ dimensions, which help to 

enhance and measure the results of the quality of the destination service. The main 

contribution of this study is to propose and confirm DSQ as a multidimensional construct, 

which includes a total of 25 items within five dimensions: DSQ, accommodation, food, 

transport and physical security. The Destination Service Quality as an individual construct 

has insignificant positive toward revisit intention. However DSQ as a multiple construct of 

accommodation, transport, security shows significant positive relationship toward the revisit 

intention except food. In addition, the cross-validation analysis results demonstrate that the 

extended DSQ model is stable and can be applied to different destinations. The findings of 

the study can be generalized for different countries and religions of cultural in nature as the 

tested constructs and theory in the study were adopted and applied in several countries. DSQ 

enriches knowledge of the quality of destination in tourism literature and provides a critical 

platform for future studies to build knowledge in Revisit Intention. Finally, it contributes 

valuable information to professionals to develop and manage destination management 

strategies for developing countries. Researchers can also create regional dimensions in the 

travel and tourism industry. A couple of such dimensions could be traveller interaction, 

quality dimension and heritage destination dimension. Future studies should increase the 

number of elements used to measure these dimensions. Finally, it is important to consider that 

other supervisory variables may also be included in the future, such as the destination image 

and / or the perceived service value of the destination. The current study also has certain 

limitations. Purchase intentions and Investment intention are could be examined but we took 

only Revisit intention. Tourist loyalty as a mediator also could be checked but we took tourist 

satisfaction on quality of destination. Secondly, data is collected by Sikh tourists those are 

travelled from abroad to holy sites in Pakistan. Thirdly, data gathered on holy sites of out of 

season. Similar research can be conducted in the field of tourism and travel services across 

different cultures and regions, where researchers can build new dimensions in the tourism 

industry. 
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