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Abstract:  

This research seeks to identify the relationship between perceived service 

quality and customer satisfaction by mediating loyalty to national products, as 

well as the modified role of Ethnocentrism in this relationship by applying to the 

Egyptian Football League as one of the national products that are popular and 

widely accepted, by comparing the results of this relationship with The English 

Football League as a foreign product, where the study aimed to identify whether 

there is a relationship between Ethnocentrism of the customer and satisfaction 

with the product, as well as the extent of the relationship between loyalty to 

national products and satisfaction with the product, in addition to studying the 

extent, strength and impact of Ethnocentrism as a variable. Modified in the 

relationship between perceived service quality and customer satisfaction for both 

the national product and the foreign product, and the results showed the negative 

effect of the customer’s Ethnocentrism on loyalty towards the national product 

and the perceived quality of service, and that loyalty to national products is an 

effective motive in increasing satisfaction with the national product, Also, the 

results showed a low level of satisfaction with the national product, and also 

showed that loyalty to the national product is not effective as a mediating variable 

in the relationship between the quality of services and perceived customer 

satisfaction. As well as Ethnocentrism as a modified variable, that does not affect 

the relationship between perceived service quality and customer satisfaction with 

the national product. The study recommended paying attention to raising the level 

of the quality of national products to increase customer satisfaction, as the quality 

level of products should be raised before implementing marketing strategies 

focusing on patriotism and the customer's Ethnocentrism.

 

Keywords: Ethnocentrism, Loyalty to national products, perceived service 
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