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 This study examines the effect of Consumer ethnocentrism and world-
mindedness on willingness to buy imported Korean noodles. It is 
proposed that Domestic product judgement has a moderating impact on 
willingness to buy imported Korean noodles. This research used the 
sampling method of non-probability purposive sampling, collecting 115 
respondents using distributed electronic questionnaires. Then, the data 
collected is tested and analyzed using Structural Equation Model, where 
the results showed that consumer ethnocentrism does not have an 
adverse effect on willingness to buy imported Korean noodles as 
proposed in H1. In contrast, world-mindedness has a negative but 
insignificant impact on willingness to buy imported Korean noodles. The 
further findings suggested that domestic product judgment has no 
moderating effect on the relationship between consumer ethnocentrism 
and willingness to buy imported Korean noodles. However, the result 
showed that domestic product judgement was proven to moderate the 
relationship between world-mindedness and willingness to buy imported 
Korean noodles. The managerial implications provide several 
recommendations not only for domestic retailers but for importers, 
especially for imported noodles as well.  

 Keywords: Consumer Ethnocentrism; Worldmindedness; 
Domestic Product Judgement; Willingness to buy 
foreign product: Korean noodle 

   

 ABSTRAK 

 
Penelitian ini mengkaji pengaruh etnosentrisme konsumen dan world-
mindedness terhadap kesediaan untuk membeli mie impor Korea. 
Diusulkan bahwa penilaian produk dalam negeri memiliki dampak 
moderat pada kesediaan untuk membeli mie Korea impor. Penelitian ini 
menggunakan metode sampling non-probability purposive sampling, 
mengumpulkan 115 responden menggunakan kuesioner elektronik 
terdistribusi. Kemudian, data yang dikumpulkan diuji dan dianalisis 
menggunakan Structural Equation Model, dimana hasilnya 
menunjukkan bahwa etnosentrisme konsumen tidak berpengaruh 
kebalikan terhadap kesediaan membeli mie impor Korea seperti yang 
diusulkan pada H1. Sebaliknya, World-mindedness memiliki dampak 
negatif tetapi tidak signifikan pada kesediaan untuk membeli mie impor 
Korea. Namun, hasil penelitian menunjukkan bahwa penilaian produk 
dalam negeri terbukti memoderasi hubungan antara world-mindedness 
dan kesediaan untuk membeli mie impor Korea. Implikasi manajerial 
memberikan beberapa rekomendasi tidak hanya untuk produse dalam 
negeri tetapi juga untuk produsen dan atau importir, terutama untuk mie 
impor. 

 Kata Kunci: Consumer Ethnocentrism; Worldmindedness; 
Domestic Product Judgement; Willingness to buy 
foreign product: Korean noodle 
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PENDAHULUAN  

Many imported goods compete with 

local products. One of the industries 

whose effects are still in demand by the 

people of Indonesia is the instant noodle 

industry (Ahidin et al., 2019). In 

Indonesia, instant noodles are the second 

most popular dish after rice as a staple 

food. Several leading companies produce 

instant noodles and have significant shares 

in the market, namely “Indomie” from PT 

Indofood, “Mie Sedap” from Wings 

company, “ABC noodles” from ABC 

company, and some others. From the data, 

Bloomberg in 2016 showed that Indofood 

Sukses Makmur controlled the dominant 

market share of around 70.7% of instant 

noodles in Indonesia, followed by 

Wingsfood at 16.2%, Jakarana Tama at 

2.8%, ABC President at 1.8% and others 

by 7.5% (Prakoso et al., 2019). 

 According to katadata.co.id (2022) in 

the article with title “Intip 5 Merek Mi 

Instan Terpopuler Di Indonesia Yang 

Harganya Bakal Naik,” an independent 

research institute, Frontier Group 

researched the most popular instant 

noodle brands in Indonesia, resulting in 

Indomie winning first place in Top Brand 

Award 2022. Indomie was recorded to 

have obtained the highest Top Brand 

Index (TBI) score among other instant 

noodle brands, which was 72.9%. Mie 

Sedaap followed his position by obtaining 

a TBI score of 15.5%. Sarimi is in third 

place with a TBI score of 2.6%, followed 

by Gaga 100/ Mie 100 at 2.2%, and 

Supermi with a TBI score of 1.6%. This 

assessment is based on a survey of 8,500 

respondents from 15 major cities in 

Indonesia. This assessment was based on 

a survey of 8,500 respondents spread 

across 15 major cities in Indonesia. 

Respondents consisted of 6,000 random 

samples, 1,700 booster samples, and 800 

B2B booster samples. First, the 

parameters used in this research are Top of 

Mind or the first product brand called the 

respondent. Second, last usage or the last 

brand of product used by respondents. 

Lastly, using the Future Intention or the 

respondent's desire to use the brand's 

products in the future. The Top Brand 

Index Score (TBI) results from calculating 

each parameter's weighted average. 

However, not only local brands 

competing in the market but several 

imported noodles, as well as pasta and 

similar products in the Indonesian market, 

nowadays are gaining popularity amongst 

the Indonesian people. Based on data from 

the Ministry of Trade, in 2016, the total 

number of instant noodle imports from 

Indonesia was US$ 13.55 million. South 

Korea dominated the import values of 

US$ 10.11 million with a volume of 2.601 

tons of instant noodles (RI Impor Mie 

Instan, Paling Banyak Dari Korea Dan 

China, n.d.) in the research of (Prakoso et 

al., 2019). The number of imported value 

and volume of instant noodles from South 

Korea showed that the market of instant 

noodles in Indonesia consists of various 

brands, both domestic and imported. The 

imported ones mainly come from South 

Korea with some well-known brands, 

namely Samyang, Nongshim Shin 

Ramyun, Nongshim Kimchi Ramyun, 

Paldo Namja Ramyun, Paldo Cheese 

Ramyun, and others. (Prakoso et al., 

2019). Those said brands are rising to 

capture the Indonesian noodles market 

due to the increasing role of “the Korean 

Hallyu Wave,” aiming to spread the 

culture of South Korea around the world. 

The Korean government has changed its 

cultural policy to use the Korean Wave as 

a means of power to improve the national 

image and underline the importance of 

other assets from Korea, such as food 

products and other commodities (Prakoso 

et al., 2019) 

Previous studies found that the effect 

of country origin contributed an essential 

role in the brand image of a product and 

indirectly impacted consumers' purchase 
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intention (Yang et al., 2016). Other studies 

discussed the concept of Consumer 

Ethnocentrism and world-mindedness and 

domestic product judgment on intention to 

purchase a foreign product or the attitude 

toward other foreign products 

(ALSHAMMARI et al., 2018; Alsughayir 

& Alsughayir, 2013; ČVIRIK & 

STANKOVÁ, 2019; Humisar et al., 2021; 

Karoui & Khemakhem, 2019a; Khalid, 

2020; Kiriri, 2019; Merryfield et al., 2004; 

Ramadania et al., 2015; Topçu & Kaplan, 

2015). 

In year of 2017, there was a 

controversial case related to several 

instant noodle brands from Korea which 

were accused of containing non-halal 

ingredients. Various reports said that 

based on the results of sampling and 

laboratory testing of BPOM, four instant 

noodles showed positive results 

containing specific pig DNA fragments. 

Responding to these results, BPOM has 

ordered importers to withdraw products 

from circulation. According to the 

regulation of BPOM Number 12 of 2016, 

processed food containing certain 

ingredients derived from pigs must 

include a particular sign in the form of 

writing containing a picture of a red pig in 

a red box on a white basis. Per agency 

rules, products containing pork must 

include a logo as identification and 

warning for buyers. They must be 

displayed separately if sold in retail stores 

or supermarkets. The Indonesian Ulema 

Council (MUI) has also confirmed four 

Korean instant noodle brands: Samyang’s 

U-Dong and Mi Instant Rasa Kimchi 

(Kimchi-flavoured instant noodles), 

Nongshim’s Shin Ramyun Black and Yeul 

Ramen by Ottogi have not applied for 

halal certification in Indonesia. Importers 

also did not inform BPOM during 

registration to obtain distribution permits 

that the registered products contained pork 

(Korean Noodles Recalled After Pig DNA 

Found In Testing, n.d.) 

From article written in (Ramai 

Samyang Mengandung Babi, Importir Ini 

Alami Kerugian, n.d.), due to this massive 

withdrawal from supermarkets and 

groceries, the Korean noodle product 

importer suffered a sales loss of up to 30% 

per day. Not only that, but most retailers 

also withdrew these products from their 

stores and were reluctant to sell Korean 

instant noodle products, and many people 

were not assured to buy them because they 

were claimed non-halal. However, only 

for a short time, Korean instant noodle 

products reappeared at retailers and are 

being sold again as usual. However, with 

an explicit declaration of whether they 

contain non-halal ingredients or not, thus 

they can be traded. Those brands must be 

registered with the Food and Drug 

Supervisory Agency (BPOM) to boost 

willingness to buy products: Korean 

noodles. The phenomenon gap from the 

above case shows that the products are 

sold again in the supermarket, thus 

showing that the consumers are still 

willing to buy the products, regardless of 

the non-halal contamination issue 

previously inside Korean instant noodles. 

Theoretically, this research is 

proposed to examine consumer behavior, 

which is consumer ethnocentrism and the 

world-mindedness of the consumers 

towards the willingness to buy imported 

noodles. Furthermore, there is as well 

examination of the role of moderation 

effects on domestic product judgment and 

world-mindedness towards willingness to 

buy imported Korean noodles. This 

research aims to add previous research on 

Consumer Ethnocentrism, World-

mindedness, Domestic Product 

Judgement, and the willingness to buy 

foreign products with the research object 

of Korean instant noodles.  

This research is a replication from a 

study by (Topçu & Kaplan, 2015) with the 

title of Willingness to Buy Foreign 

Products Related to Ethnocentric 
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Tendencies and world-minded Attitudes 

of the Consumer World. The study aims to 

investigate how consumer ethnocentrism 

and world-mindedness change consumer 

attitudes and how domestic product 

judgment moderates this relationship. The 

research was conducted in Turkey with no 

specific products as a research object and 

referred to general Turkish products 

(Made in Turkey). However, in this 

current study, the discussion will be about 

consumer ethnocentrism, world-

mindedness, and the moderation effect of 

domestic product judgment in influencing 

the intention to purchase a foreign 

product: Korean instant noodles. 

Based on the research background 

presented above, the research is aiming to 

address below questions; 

1. Does Consumer Ethnocentrism 

have influence negatively to 

willingness to buy imported 

korean noodle? 

2. Does Worldmindedness positively 

influence the willingness to buy 

imported korean noodle? 

3. Does Domestic Product 

Judgement moderate the 

relationship on Consumer 

Ethnocentrism toward willingness 

to buy imported korean noodle? 

4. Does Domestic Product 

Judgement moderate the 

relationship on Worldmindedness 

toward willingness to buy 

imported korean noodle? 

 

Literature Review 

Culture 

Peoples belong to other groups based on 

their religion, nationality, gender, age, 

profession, work organization, ethnicity, 

income level, and political affiliation, and 

each of those groups comprises a culture. 

(Daniels et al., 2015). Every country has 

commercial presentations of a place's 

heritage and culture, history, tradition, and 

authenticity, which gives experience with 

the territory (Pantano, 2011). When 

individuals go from their hometown to 

another city, they will find another culture 

that comes from that city; therefore, they 

must adapt to their surroundings with 

different cultures (Ghaniyy & Akmal, 

2018). Further, they stated that culture has 

a more specific scope with cultural 

elements, such as time zone, language, 

customs, historical similarities, and 

cultural backgrounds (Ghaniyy & Akmal, 

2018). Cultures are considered valuable 

and contribute essential roles in 

representing Indonesia’s national identity, 

whereas Indonesian culture must be 

respected and preserved as a national 

identity (Rianti et al., 2018) 

 

Consumer Behavior 

According to (Schiffman et al., 2010, 

2012), Consumer behavior is consumers' 

actions to evaluate, purchase, search, use, 

and consume the products or services 

which they expect to be able to fulfill and 

satisfy their needs. Consumer behavior is 

an activity from looking for, buying, 

using, evaluating, and stopping the use of 

products and services that are expected to 

satisfy needs (Kartikasari et al., 2013) 

According to (Kotler & Keller, 2009), 

several factors influence consumer 

behavior, such as social, cultural, 

psychological, and personal. Cultural 

factors consist of culture and sociality. 

Social factor consists of reference group 

and family, while personal factors include 

age, life cycle, age, lifestyle, and others. 

Meanwhile, psychological factors consist 

of motivation, perception, and attitude. 

 

Consumer Ethnocentrism 

Consumer ethnocentrism is referred to an 

attitude and people’s belief in the morality 

of foreign purchase products (Sun et al., 
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2021). It means if consumers have high 

ethnocentrism, in general, they prefer to 

choose domestic or local products over a 

choice of imported products and or similar 

brands. Consumer ethnocentrism refers to 

the tendency level of consumers to 

evaluate domestic products as superior to 

foreign alternative (Casado-Aranda et al., 

2020). It is based on the belief that it 

would not be appropriate to buy foreign-

made products because it can harm the 

domestic economy or trigger loss. An 

understanding of the trend of consumer 

ethnocentrism helps predict their products 

against foreign brands, identity, and 

national pride. (Karoui & Khemakhem, 

2019a). Based on the above research, 

consumer ethnocentrism is an attitude of 

consumers interested in domestic products 

compared to foreign products. The higher 

a person's ethnocentrism, the higher his 

interest in domestic products compared to 

foreign products. 

 

Worldmindedness 

World-mindedness is an element in 

consumer attitudes toward ethnocentrism 

and is related to socio-psychological 

factors. (Topçu & Kaplan, 2015). The 

concept of world-mindedness is different 

from the openness of culture. In contrast, 

open culture refers to the possibility of 

interacting with other cultures than our 

culture, and world-mindedness refers to 

the world's view of human problems. 

(Shankarmahesh et al., 2005). People with 

world-mindedness certainly have an 

optimistic view of foreign products. When 

people have a perception that importing 

products is a threat, it doesn't seem 

applicable to world mindedness person, 

it's more likely to make a good 

relationship with people who has world 

mindedness and foreign products (Topçu 

& Kaplan, 2015) 

 

 

Domestic Product Judgement 

According to Novaryanti (2018), 

Domestic Product Judgment is a 

consumer's assessment of a product, not 

only from how a person values a product 

(goods or services) but also from a 

country's assessment of the product. These 

two factors mentioned previously can 

influence the willingness to purchase 

imported products. The country of origin 

where the product was produced is 

sometimes considered one factor 

influencing the assessment of a product. 

On the other hand (Topçu & Kaplan, 

2015) studied that domestic product 

judgment to import products is more than 

an irrational attitude of consumers. The 

domestic product judgment is more 

effective in influencing the purchase 

intention of imported products in the case 

of consumers with high ethnocentric 

tendencies rather than the low ones. 

As a majority Muslim-based country, 

Indonesia must pay attention to the food 

its population consumes and the choice of 

other products available in the market. 

Muslim consumers need more information 

given whether mainly imported products 

are halal for Muslim consumption once 

the products are available in the market. 

Halal is considered a cognitive, genuine, 

and effective issue for Muslims to comply 

with Islamic law, and it is used in referring 

to certain foods that can be consumed 

under sharia (Genoveva & Utami, 2020) 

and according to sharia, fulfilling the 

needs of a halal life is a fundamental right 

for every Muslim (Warto & Samsuri, 

2020). Therefore, certification and 

product labeling are necessary to 

guarantee a halal product to the public, 

especially Muslim citizens (Warto & 

Samsuri, 2020). Consumers prefer to have 

products that are halal-certified as they 

believe that halal-certified products are 

perceived as good quality compared to 

those which are not halal-certified; this 

causes consumers to have the intention to 
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buy halal products. (Adriani & Ma’ruf, 

2020) 

 

Willingness to buy foreign product 

According to Halim & Zulkarnain (2017) 

Willingness to buy means a person’s 

interest and willingness to have or buy 

imported products due to the interest and 

fulfillment of an expectation of products, 

while according to (Humisar et al., 2021), 

the willingness to buy is one of the 

behaviors (responses) to objects that show 

the consumer's wish to make a purchase. 

When consumers feel a negative attitude 

towards a country, they may reject 

products or services from that country, 

even though the quality or judgment of 

their products is good (Klein et al., 1998). 

In the consumer decision-making process, 

there is an evaluation that consumers must 

make of a product to be able to make a 

choice. This process will result in the 

willingness to buy a specific product 

(Kiriri, 2019). 

 

Relationship between Consumer 

Ethnocentrism and Willingness to buy 

foreign products 

The trend of consumer ethnocentrism has 

been studied in terms of political attitudes 

such as political conservatism and 

nationalism. The view of nationalist and 

ethnocentric consumer tendencies is 

perceived as having negative tendencies 

toward foreign products. Therefore, this 

view implies national loyalty, which 

shapes the perception that purchasing 

imported foreign products is false (wrong) 

behavior. Thus, consumers with 

ethnocentric attitudes considerably have a 

minor tendency to buy foreign products 

and vice versa (Topçu & Kaplan, 2015). 

According to (Karoui & Khemakhem, 

2019a), consumer ethnocentrism is one-

factor influencing consumer decisions to 

buy domestic or foreign products. 

Usually, consumer ethnocentrism shows 

that they tend to avoid almost all imported 

products regardless of quality and price 

because of a sense of nationalism (Karoui 

& Khemakhem, 2019b). The adverse 

effects of Consumer Ethnocentrism might 

exceed store perceptions of foreign 

product advertising and online purchase 

behavior; in particular, Consumer 

Ethnocentrism negatively affects 

consumer attitudes toward foreign 

marketers' product offerings and 

marketing communications  (Tan & Hair, 

2020). Thus, the following hypothesis will 

be proposed in the research: 

H1: Consumer Ethnocentrism negatively 

influences willingness to buy imported 

korean noodles. 

 

Relationship between Worldminded 

ness and Willingness to buy foreign 

products 

Usually, people with a view of world-

mindedness tend to have a better and more 

positive image of imported and foreign 

products. The perception that foreign 

products are considered threats is not 

applied to people who have world 

mindedness, therefore for people with  

world mindedness mind will tend to 

establish a positive relationship toward 

foreign products (Topçu & Kaplan, 2015). 

Further, (Topçu & Kaplan, 2015) stated 

that world-mindedness has a negative 

effect on the ethnocentric tendency of 

consumers. People who have World 

mindedness usually want to experiment 

and try products as well from other 

cultures to take on new experiences and 

get to know other cultures (Nijssen & 

Douglas, 2011). In conclusion, world 

mindedness-minded people tend to show a 

positive attitude towards foreign products 

and intend to buy them. Thus, the 

following hypothesis will be proposed in 

the research: 
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H2: World mindedness positively 

influences Willingness to buy imported 

korean noodles. 

 

Relationship between Domestic 

Product Judgement toward Consumer 

Ethnocentrism and Willingness to buy 

foreign products 

Based on (Topçu & Kaplan, 2015), 

Country of origin is a concept that relates 

to the world view of consumers and 

directly affects consumers. Further, they 

also stated that attitudes towards certain 

countries or the nationalistic tendency of 

consumers are determining factors for the 

rejection of foreign products. However, on 

the other hand, (Topçu & Kaplan, 2015) 

related domestic product judgment to 

foreign product choices rather than 

illogical consumer attitudes. (Topçu & 

Kaplan, 2015) had been pointed out that 

the assessment of domestic products is 

quite effective in purchasing foreign 

products by high-level ethnocentric 

consumers. Therefore, how ethnocentric 

consumers view their national products 

over foreign products moderates their 

tendency to buy foreign products. Thus, 

the following hypothesis will be proposed 

in the research: 

H3: Domestic product judgment has a 

moderating effect on the relationship 

between consumer ethnocentric tendency 

and willingness to buy imported korean 

noodles. 

 

Relationship between Domestic 

Product Judgement toward 

Worldmindedness and Willingness to 

buy foreign products 

(Topçu & Kaplan, 2015) stated that the 

view of domestic products can be different 

from the choice of foreign products, a lack 

of emotional approaches to consumers 

with a world view of foreign products is 

connected to a willingness to buy foreign 

products with product evaluation. 

According to (Topçu & Kaplan, 2015), 

people who claim to be worldly are not 

biased toward national or local products. 

Therefore, the production of domestic 

products affects the desire of consumers 

who measure the world to buy foreign 

products. Thus, the following hypothesis 

will be proposed in the research: 

H4: Domestic Product Judgement has a 

moderating effect on the relationship 

between worldmindedness and 

willingness to buy imported korean 

noodles. 

Based on above hypotheses presented 

above, therefore the research will be using 

below conceptual model;  

 

Figure 1 Research Model 

 

Source; (Topçu & Kaplan, 2015) 

 

METHODOLOGY 

The units of analysis are categorized into 

five categories individual, dyad 

(something that consists of two elements), 

groups, organizations, and culture. 

(Sekaran & Bougie, 2016). This study 

uses the unit of analysis individual, 

meaning looking at the data gathered from 

each individual. The study uses a Non-

Probability Judgemental sampling 

technique as it is subjective, depending on 

the taste of the researcher who will take 

the sample and based on specific criteria. 

A sampling technique involves selecting 
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subjects in a great position to prepare the 

needed information. This technique is 

commonly used when someone has the 

needed information. The technique will 

try to gain access to people who have the 

information (Sekaran & Bougie, 2016). 

The respondents were selected from those 

consuming imported Korean noodles 

regularly. Primary data or usually called 

data collected from the sources directly by 

the researcher for the specific purpose 

(Malhotra, 2014) and there are four 

methods to collect such as interviews, 

questionnaire, observation and 

experiments (Sekaran & Bougie, 2016). 

The research uses an online questionnaire 

distributed using the Likert scale. The 

Likert  uses several questions in order to 

be able to measure respondent’s behavior 

by answering five choices on each 

statement with point 5 as strongly agree, 

agree, disagree, disagree, and strongly 

disagree for point 1(Sekaran & Bougie, 

2016). This research uses PLS-SEM 

(Partial Least Square-Structural Equation 

Model), with a rationale that it can explain 

the relationship between variables studied 

and detect errors in the data obtained from 

the questionnaire. In addition, PLS-SEM 

aims to assess the relationship between the 

constructs tested by seeing if there is a 

causal relationship between the variables 

or constructs as well (Khan et al., 2019). 

The PLS-SEM approach has two parts: the 

measurement model and the structural 

model, also known as the outer and inner 

models. (Joe F. Hair et al., 2014). 

Outer Model 

The first part of PLS-SEM is the 

measurement model, or outer is helpful as 

it provides reliability and validity to the 

model using Cronbach Alpha, corrected 

item-total correction, construct reliability, 

AVE, and VIF. According to (Joe F. Hair 

et al., 2014) Model measurements can also 

be using the  Confirmatory Factor 

Analysis (CFA) and the standardized 

loading estimate (standardized regression 

weight), in which the value must be ≥ 0.50 

or, ideally, 0.70.  

Inner Model  

The inner model or structural model 

highlights the series of relationship 

patterns that can be found between all 

dependent and independent variables, 

which can only head in a single direction 

using PLS-SEM (Joe F. Hair et al., 2014). 

The measurement test carried out on the 

inner model has two stages, that is, R 

Square, in the form of the coefficient of 

determination in the endogenous 

construct, with a value of 0.75 being 

considered significant, 0.5 being average 

and 0.25 declared as weak. (Joe F. Hair et 

al., 2012), also path coefficient 

significance is evaluated to support or not 

support the hypotheses. (Joe F. Hair et al., 

2012) 

 

RESULTS AND DISCUSSIONS 

The tables below show the respondents’ 

demographics, outer model, inner model, 

and Path Coefficient. 

Table 1. Respondents’ Demographics 

Gender Male: 51 (44.4%) 

Female: 64 

(55.6%) 

Total: 115 (100%) 

Age 16-20: 8 (6.9%) 

21-26 :71 (61.7%) 

27-31: 18 (15.7%) 

>32: 18 (15.7%) 

Total: 115 (100%) 

Importance of Halal 

Label 

Yes: 35 (30.43%) 

No: 80 (69.57%) 

Total: 115 (100%) 

Source: Data processed (2020) 

 

Outer Model 

In the early stages, validity tests and 

reliability tests are carried out. The 

validity test consists of Convergent 

Validity (an indicator of reliability), 
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Average Variance Extracted (AVE), and 

Discriminant Validity. (J.F. Hair et al., 

2010). Validity testing is considered 

qualified if reliability indicator values 

>0.7 and AVE >0.5, and for discriminant 

validity, AVE root values > correlation 

values between latent variables. 

Tabel 2. Average Variance Extracted 

(AVE) 

Variable  AVE  Category 

(>0.5)  

Consumer 

Ethnocentrism  

0.559  Valid  

Worldmindedness  0.496  Invalid  

Domestic product 

judgement  

0.908  Valid  

Willingness to buy 

foreign product  

0.659  Valid  

Source: SmartPLS Data Analysis (2020)   

AVE value for world-mindedness is still 

invalid because it was lower than 0.5. 

Hence, an indicator of W5 with the lowest 

outer loading should be eliminated. Table 

3 below shows the value of outer loading 

for each indicator, considered all valid. 

 

Tabel 3. Average Variance Extracted 

(AVE) Revised 
Variable  AVE  Category (>0.5)  

Consumer 

Ethnocentrism  

0.559  Valid  

Worldmindedness  0.535  Valid  

Domestic product 

judgement  

0.908  Valid  

Willingness to buy 

foreign product  

0.659  Valid  

Source: Data processed (2020)   

After fulfilling all the requirements of the 

convergent validity test, the second part of 

the validity test is evaluated, namely the 

discriminant validity test using Fornell-

Larcker Criterion (table 4) 

Table 4. Fornell Larcker Criterion 

  CE  DP  Moderating 

1  

Moderating 

2  

WB  W  

CE  0.748            

DP  0.491  0.953          

Moderat

ing 1  
0.213  0.303  1.000        

Moderat

ing 2  
0.504  0.209  0.534  1.000      

WB  0.725  0.628  0.322  0.519  0.812    

W  0.381  0.362  0.569  0.474  0.385  0.731  

Source: Data processed (2020)   

After testing the validity, reliability was 

tested as well shown in table 5, where both 

the composite reliability and Cronbach’s 

alpha of each variable are above 0.6, 

which indicates that the variables are 

reliable.  

Table 5. Reliability 

Variable Composite 

Reliability 

Cronbach’s 

alpha 

CE  0.863  0.803  

DP  0.952  0.899  

Moderating 1  1.000  1.000  

Moderating 2  1.000  1.000  

Willingness to buy 

foreign product  

0.885  0.828  

Worldmindedness  0.817  0.817  

Source: Data processed (2020)   
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Inner model 

Coefficient of Determination (R2) 

The value of the R square ranges from 

0.75 (strong), 0.50 (moderate) to 0.25 

(weak), the closer to one, the better. The 

following table is the value of the 

coefficient of determination (R2), which is 

the R² value on the Willingness to buy 

foreign product variable, which is 

influenced by consumer ethnocentrism, 

world-mindedness, and domestic product 

judgment with a value of 0.661 (66.1%). 

In contrast, the balance of 33.9% was 

affected by other variables which were not 

included in this research.  

Table 6. Coefficient of Determination 

(R2)  

  R square 

WB  0.661  

Source: Data processed (2020)  

 

Predictive Relevance (Q2) 

Predictive relevance or Q2 indicated the 

value of observation in the study and was 

evaluated using the method of 

blindfolding on SmartPLS. The result is 

shown in Table 7 below, which means that 

the observation measurement resulted in 

this study is deemed appropriate, as the 

values for willingness to buy the foreign 

product is above 0 (0.402). 

Table 7. Predictive Relevance (Q2)   

  Q Square 

WB  0.402  

Source: Data processed (2020) 

Further, the results are shown in the path 

coefficient original sample to describe the 

direction and the relationship between 

constructs. In comparison, the results in 

the path coefficient must be per the 

hypothesized theory, which will then be 

evaluated based on the t-statistical value 

of each path. The study uses a one-tailed 

hypothesis with a significance level of 

0.05, and the t-statistic should be greater 

than 1.65. The size and significance of the 

path coefficient, t-statistics, and p-value 

for each variable studied are summarized 

in Table 8 below.  

Table 8 Path Coefficients 

  Original 

Sample  

T-

Statistics  

P-

Values  

CE => WB  0.435  4.063  0.000  

DP => WB  0.374  4.416  0.000  

Moderating 1 => 

WB  

0.011  0.113  0.455  

Moderating 2 => 

WB  

0.195  1.669  0.048  

W => WB  -0.031  0.346  0.365  

Source: Data processed (2020)   

 

Findings and Discussions 

H1: Consumer Ethnocentrism negatively 

influences willingness to buy foreign 

product: Korean noodle  

The test result on the first hypothesis, 

namely the effect of Consumer 

Ethnocentrism negatively influencing 

willingness to buy foreign product: 

Korean noodle, show that the original 

sample value, which is the path 

coefficient, is positive 0.435 with a t-

statistic value of 4.063. Therefore, this 

hypothesis is rejected, and accept the null 

hypothesis, which means that the variable 

of consumer ethnocentrism statistically 

was not proven to negatively impact the 

willingness to purchase foreign products: 

Korean noodle. This is not in line with 

previous study by (Topçu & Kaplan, 

2015), which stated that ethnocentric 

tendencies of consumers are associated 

with the level of reluctancy to purchase 

foreign products and another study had 

been added by (Casado-Aranda et al., 

2020). Their study found that consumer 

ethnocentrism refers to the tendency of 

consumers to perceive domestic products 
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as superior to foreign products. Most 

respondents for each indicator agree and 

strongly agree that they prefer to buy and 

consume local instant noodles compared 

to Korean instant noodles. Similar finding 

to this, was a previous study done by 

However, the previous study is also 

supported by (Guo & Zhou, 2017), who 

stated that  currently, consumers' trust and 

attitudes towards their country of origin 

are become significant then they presume 

that the domestic products' quality 

exceeds foreign or imported products and 

that they must buy products made 

domestically rather than abroad. However, 

in their research, (Karoui & Khemakhem, 

2019b) stated that previous research has 

shown, consumers in developed countries 

display high ethnocentrism by prioritizing 

local products over foreign-manufactured 

ones.  

In contrast, it is generally believed that 

consumers from developing countries, and 

least developed countries, are more 

inclined to buy imported goods instead of 

domestic ones. Their studies had the 

object of research in the form of a product 

that was not explicitly stated, but included 

all products made in Turkey. Meanwhile, 

in this current study, the research was 

specifically for Korean-imported instant 

noodles. The hypothesis is likely rejected 

due to the choice of the research object, 

instant noodles, which is considered a 

low-involvement product in purchase 

behavior. The respondents might not be 

going through a complex decision making 

in purchasing it. In addition, referring to 

the theoretical review, that one of the 

factors that influence consumer 

purchasing decisions is a cultural factor in 

which there is a subculture, namely groups 

of people who share a value system based 

on life experiences and general situations. 

subcultures include nationalities, 

religions, racial groups, and geographical 

areas (Kotler & Keller, 2009) in (Ahidin et 

al., 2019). Moreover, Indonesia is one of 

many states affected by the popularity of 

the Korean Wave, especially regarding 

food products. (Prakoso et al., 2019). 

From this finding, it is assumed that sub-

cultural factors automatically become one 

factor influencing the decision to purchase 

Korean instant noodles, not merely the 

ethnocentric tendency. The subcultural 

factors that resulted from the Korean 

Wave might be the other reason why the 

first hypothesis is rejected in this research, 

which requires further research to validate 

this. 

H2: World-mindedness positively 

influences the willingness to buy foreign 

product: Korean noodle   

The test on the second hypothesis, namely 

world mindedness positively influences 

willingness to buy foreign product: 

Korean noodle, show that the original 

sample value, which is the path 

coefficient, is negative -0.031 with a t-

statistic value of 0.346. The t-statistic 

value is smaller than the t-table value, 

which is 1.65, with a significance level of 

0.05. Thus, we can conclude that variable 

of the world-mindedness has a negative 

but insignificant effect on a willingness to 

buy a foreign product, which means that 

the second hypothesis is not supported; 

therefore, we accept the null hypothesis 

and reject the Ha (Hypotheses alternative). 

This result is in line with research 

conducted by (Topçu & Kaplan, 2015), 

which stated world minded consumers are 

not more prone to purchase foreign 

products. The same result came from 

research done by (Balabanis et al., 

2001) in which both Turkish and Czech 

consumers' world-mindedness views were 

unrelated to ethnocentric consumer 

tendencies. However, in study done by 

(Rawwas et al., 1996), world-minded 

consumers were found to fancy foreign 

products more strongly than others. This 

relationship might be tested again in 

different perspectives to understand 

whether world-mindedness affects 
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different aspects of consumer behavior. In 

this research using Korean instant noodle, 

which has a lower degree of product 

involvement in a purchase decision, the 

degree of world-mindedness is not 

influencing the willingness or intention to 

purchase a foreign product. This study 

proves that worldly people only 

sometimes choose foreign products. 

However, they will consider it, and there 

is a high possibility of choosing a local 

product. According to data collected, 

some 115 respondents chose to consume 

Korean instant noodles, although it is not 

per regulations and norms (related to Halal 

Certification). The implication is that 

some respondents wanted to say that even 

though they have world minded, it does 

not guarantee nor necessarily that world-

minded people will always choose and 

like foreign products. 

H3: Domestic product judgment has a 

moderating effect on the relationship 

between consumer ethnocentric tendency 

and willingness to buy foreign products: 

Korean noodle.  

The test result on the third hypothesis, 

namely the Domestic product judgment 

has a moderating effect on the relationship 

between consumer ethnocentric tendency 

and willingness to buy foreign products: 

Korean noodles, show that the original 

sample value is positive 0.011 with a t-

statistic value of 0.113. The t-statistic 

value is smaller than the t-table value, 

which is 1.65, with a significance level of 

0.05. Thus, it is concluded that the 

domestic product judgment did not 

significantly affect the relationship 

between consumer ethnocentric tendency 

toward a willingness to buy foreign 

products: Korean noodles. In short, the 

third hypothesis is not supported (support 

the H0 and reject the Ha). In conclusion, 

the domestic product judgment variable 

does not moderate the relationship 

between consumer ethnocentrism and 

willingness to buy a foreign product: 

Korean noodles. Approval of this 

hypothesis confirms previous research by 

(Topçu & Kaplan, 2015), which stated that 

domestic product judgment did not have a 

significant effect on the relationship 

between consumers' ethnocentric 

tendencies toward a willingness to buy a 

foreign product. Other research show the 

opposite result, which was from (Guo & 

Zhou, 2017). It stated that Consumer 

ethnocentrism has a positive influence on 

domestic product judgment and 

willingness to buy a domestic product, 

while it has a negative influence on 

foreign product judgment but not on 

willingness to buy a foreign product. Their 

study also highlighted that the effects of 

consumer ethnocentrism on domestic 

versus foreign product judgment and on 

willingness to buy domestic versus 

foreign products vary with economic 

development, cultural context, and sample 

type. 

This result implies that the respondent 

shows indifferent judgment over the 

domestic product (in this case, instant 

noodles local brands), which also not 

providing any moderation effect toward 

their ethnocentric tendency to impact 

intention finally to buy Korean instant 

noodles. It means that whether they have 

the intention to buy Korean noodles, the 

intention is not enforced or reduced by 

their judgment of local brands. In addition, 

the Halal label is not considered a thing 

that stands out for instant noodle products, 

which was supported by the majority 

69.57percents of the respondents showed 

a halal label stated in the Korean Instant 

noodle packaging sold in the market as 

important to them.  

H4: Domestic product judgment has a 

moderating effect on the relationship 

between the world-mindedness and the 

willingness to buy foreign products: 

Korean noodle.  

The test results on the fourth hypothesis, 

namely the Domestic product judgment 
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has a moderating effect on the relationship 

between world-mindedness and the 

willingness to buy foreign products: 

Korean noodles, show that the original 

sample value is positive 0.195 with a t-

statistic value of 1.669. The result of the t-

statistic value is greater than the t-table 

value, which is 1.65, with a significance 

level of 0.05. Therefore, it is concluded 

that the domestic product judgment 

variable in this research does give a 

statistically significant and positive effect 

on the relationship between world-

mindedness toward a willingness to buy 

foreign products: Korean noodles, which 

means that the fourth hypothesis is 

accepted.  The result is different from a 

previous study by (Topçu & Kaplan, 

2015). In their study, the moderating 

effect of the assessment of domestic 

products on the willingness to buy foreign 

products is statistically significant, unlike 

the effect of world-mindedness. The 

accepted hypothesis means that the 

assessment of domestic products 

moderates the relationship between world-

mindedness and willingness to buy 

foreign products: Korean noodles. 

(Rawwas et al., 1996) stated that 

Consumers’ knowledge of a product’s 

country of origin is widely considered a 

significant influence on their choice 

behavior.  

However, since not all products available 

in the market are produced domestically 

nor all consumers are nationalist, the role 

of hybrid culture influences the level of 

world-mindedness. The hybrid culture 

(e.g., substantial groups within Canadian 

or Swiss cultures) becomes increasingly 

appreciative of world sharing and 

common welfare and shows empathy and 

understanding towards other societies, 

which (Sampson & Smith, 2010) label as 

“world-mindedness” (Rawwas et al., 

1996). Product category image (PCATI) 

perceptions do not directly influence 

consumers’ purchase intention (PI) to the 

focal brands (Yang et al., 2016). 

Regardless the respondent in this study is 

likely to possess a world-mindedness 

orientation since Hallyu Waves from 

Korea influenced them. However, some of 

the respondents might still be reluctant to 

have the intention to buy and consume 

Korean instant noodles due to the 

ingredient. Therefore, they may still use 

the assessment to compare it with local. In 

conclusion, the respondents are likely to 

consider and use the high domestic 

product assessment as the domestic 

product judgment variable statistically 

plays as moderating variable on the 

relationship between world-mindedness 

toward a willingness to buy a foreign 

product: Korean noodles. 

 

Conclusions and Implications 

The research is a replication model from 

study done by (Topçu & Kaplan, 2015) 

using Korean instant noodles as the 

research object have tested four 

hypotheses with conclusions as follow; 

The first hypothesis, H1: Consumer 

ethnocentrism negatively influences 

willingness to buy foreign product: 

Korean noodle is not supported. The 

second hypotheses H2: World-

mindedness positively influences 

willingness to buy foreign product: 

Korean noodle is not supported. The third 

hypothesis is H3: Domestic product 

judgement has a moderating effect on 

relationship between consumer 

ethnocentrism and willingness to buy 

foreign product: Korean noodle is not 

supported, and the last hypothesis is H4: 

Domestic product judgement has a 

moderating effect on relationship 

between world-mindedness and 

willingness to buy foreign product: 

Korean noodle is statistically supported.  

The managerial implications of this 

research might be necessary to take into 

consideration for both local and foreign 
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instant noodles manufacturers. Firstly, it is 

optional to put Consumer ethnocentrism 

and world-mindedness as priority 

variables in determining the intention to 

buy instant noodles. For this product 

category, these two factors were 

statistically not proven to influence the 

intention to purchase directly and 

positively. However, Indonesian retailers 

must continue to innovate, create new and 

attractive products, and develop attractive 

flavors; thus, consumers will be more 

interested in local products. At the same 

time, importers can pay more attention to 

adjust to Indonesian consumers' 

preferences and obey the regulation to 

declare Halal certified as labeling and 

continue to import foreign products 

because of the growing interest in Korean 

instant noodles.  

Secondly, related to variable world-

mindedness toward intention to purchase 

Korean instant noodles, the respondents 

scored the question of "someone's quality 

of life would improve if more Korean 

instant noodles were available." It means 

that the respondents only partially agree 

about that statement. In this case, 

Indonesian retailers must continue 

developing and creating local products to 

be the best choice for consumers and 

improve consumers' perception of their 

quality of life. At the same time, importers 

are also more careful in choosing products 

to import, such as flavor, interest, and 

attention of their target market to 

encourage their purchase intention and 

consumer interest. 

Lastly, this study finds that the lowest 

indicator of domestic product judgment 

stated that people would be careful in 

buying Korean instant noodle products 

because several likely contain non-halal 

ingredients. Indonesian retailers must pay 

more attention to the composition of their 

products. However, most of the 

respondents in this study place little 

importance on the halal label. As the 

majority Muslim-based country, 

Indonesian manufacturers understand 

clearly that the product must pass the 

Halal certification. In contrast, importers 

or foreign manufacturers must ensure that 

the instant noodle sold in the market has 

the Halal label for consumer assurance 

which will influence their intention to 

purchase. 

 

Limitations and Future Research 

Direction 

This research has several gaps to improve 

for future research directions. Firstly, as 

this research mainly investigates specific 

variables of Consumer Ethnocentrism, 

World-mindedness, and moderation 

variable of domestic product judgment 

toward the willingness to buy a foreign 

product, there might be other factors that 

the research needs to be taken into 

consideration. Other variables which 

might be highly likely to influence the 

intention to buy imported noodles, for 

instance, the marketing mix, Uncertainty 

Avoidance by Hofstede's Cultural 

Dimensions, other components of Country 

of Origins (namely: Country Image, 

Product image by country, Stereotype), 

Brand Image, Brand Trust, Involvement 

and or Product Familiarity (Ahidin et al., 

2019; ALSHAMMARI et al., 2018; 

Humisar et al., 2021; Kiriri, 2019; Klein et 

al., 1998; Ogawa & Cuandra, 2022; 

Prakoso et al., 2019; Yang et al., 2016). 

 Secondly, the subcultural context 

and sample context can be analyzed using 

multigroup analysis. Therefore, the results 

can show if different groups will have 

different reactions toward a willingness to 

buy Korean instant noodles (e.g., a group 

who considers Halal necessary and 

another group who considers halal not 

necessary). Alternatively, select the 

respondents with additional criteria 

whether they are fond of Hallyu waves 
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fans over every product category from 

South Korea. 

 Lastly, the degree of product 

involvement might be changed; instead of 

using instant noodles, future research 

should use other manufactured products 

with a higher degree of consumer 

involvement to influence the intention to 

purchase a foreign product. 
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