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be able to compare the results of consumer ethnocentrism from socio-psychological 
perspectives as well as from biological perspectives.

Conclusion

Drawing on the theoretical strands of Shimp and Sharma (1987) and the personality 
trait relationships established by Altemeyer (2002), Richins (1987), Cleveland and 
Laroche (2007) and Yoo and Donthu (2002), this paper has attempted to discuss 
the importance of analyzing the relationship between consumer ethnocentrism and 
brand loyalty towards local brands based on the Theory of Reasoned Action. Although 
previous research has examined consumer ethnocentrism, little has been revealed 
about the relationship between brand loyalty and consumer ethnocentrism. Therefore, 
this paper proves helpful in elucidating this relationship. This paper postulates that 
consumer ethnocentrism can be effectively utilized to enhance brand loyalty towards 
local brands in the FMCG industry subject to the personality traits of the consumer. 
The context of this research provides additional information to academia on how the 
dynamics between consumer ethnocentrism and brand loyalty can manifest within the 
context of a developing country in the South Asian region.
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