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1. Introduction

In a globalized world, consumers are confrontechvétwide range of products and
services from which they can choose. Free tradeeagents with disappearance of tariff and
non-tariff barriers increased the supply of impdrfgoducts competing with domestic food
on national markets.

The product’'s country-of-origin (COO) became an ami@nt cue for international
marketing research and has been the subject aestamhce almost six decades (Verlegh and
Steenkamp, 1999; Vida and Dmitrovat al, 2009) Research findings reveal that COO
functions as a product attribute that triggersedéht psychological processes when forming
purchase behaviors (Papadopoulos and Heslop, ¥ak&gaard and Ger 1998; Fournedr
al., 1998). Obermiller and Spangenberg (1989) deeel@theoretical framework identifying
three types of processes: cognitive, affective aodnative. Based on this distinction, the
product’'s COO signals overall quality performancegdhitive process), evokes emotional
responses related to the country origin (affecpvecess) and triggers social and personal
norms (normative process). This framework is cdastswith the majority of the COO
literature, and will be used to structure the pneséudy.

Consumers confronted with a variety of productsnfrdifferent origins often express a
tendency to prefer their own country’s productsr{®gh and Steenkamp; 1999, Verlegjtal.,
2007). This “domestic product preference” is mostferred to as the socio-psychological
construct of consumer ethnocentrism (CE) descrilbivegperceived morality of purchasing
domesticvs foreign products (Shimp and Sharma, 1987). Timeeeptualization of consumer
ethnocentrism is based on a form of “protectiongdrthe consumer level” and “represents the
belief that it is inappropriate to buy foreign puots, and that consumers should support
domestic companies through the purchase of domestiducts.” (Verlegh 2007, p.362).
Verlegh points out that economic concerns are lm®bhly motive to prefer domestic country
products over foreign products. Many studies hasarened the country of origin of products
in relation to national identity, which results @motional attachment to home country
products (Netemeyer, 1991; Klein, 1998, 2002).

Most of the COQO literature is concerned with thecpase of durable products, other than
food. Much fewer studies have examined the COQoofl fproducts in relation to domestic
food purchase bias (Eriksson, 2011; Ellisbrl.,2010; Knight, 2007; von Alvenslebemal.,
1993; Xieet al, 2015). Consumers on the food market are affelbjedchany factors when
forming the purchase decision induced by the cquftorigin information. Beside economic
reasons and social affiliations, consumers areicpdattly concerned with quality-related
issues when preferring domestic versus foreign fomdiucts (Luslket al, 2006). The COO
labels on food products have the potential to spenrception of quality. In particular, the
domestic country indication relates quality to tti@atal methods of production and induces
perceptions of trust and confidence (von Alvenshedteal.,, 1993).

2. Theoretical Background and Testable Hypotheses

The issue whether consumers are favourably biaseartls national and regionarsus
foreign-made products has been examined in marmestuAs mentioned in Section 1, the
prevailing explanation for the bias against foreggaducts and in favour of domestic ones is
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based on consumer ethnocentrism (CE) (Shimp anthtahd 987; Verlegh and Steenkamp,
1999; Balabanis and Diamantopoulos, 2004). Shimgp $harma (1987) transformed the

sociological construct of ethnocentrism into ecomomthnocentrism. They developed a
multi-item scale to capture consumer ethnocengmoléncies (CETSCALE) and showed that
consumer ethnocentrism is an important individeakl construct that allows a better

understanding of consumers’ preference for domestc imported products, even when the
latter are cheaper and their quality is evidentjtdr (Balabanis and Diamantopoulos, 2001;
Vida and Dmitrovic, 2009). Shimp and Sharma (198@ue that “from the perspective of

ethnocentric consumers, purchasing imported predaatrrong, because it hurts the domestic
economy, causes loss of jobs, and is plainly uigiatt. According to Phau and Prendergast
(2000) consumers are positively biased towards thven countries products when they have
a strong sense of patriotism and national pridedibmestic economy is threatened by foreign
goods and there is unfamiliarity with foreign proths Consumer nationalism appears to
influence the purchase decision both through qualtaluation and through affective factors

regarding the purchase itself (Papadopoulos antbples993). Patriots are more likely to see
it as a part of their duty to their country to prcit its economy and support domestic
producers (Han, 1988).

Contrary to nationalism and patriotism, culturalenpess is conceptualized as the
willingness to interact with people from other cués and experience some of their artefacts
(Sharmaet al, 1995). Some studies find a negative relationflgfween cultural openness
and consumer ethnocentrism (e.g. Shimp and Shat@t]; Sharma, 1995), while other
studies do not find any significant relationshiptvieen this construct and consumer
ethnocentrism (Balabanét al, 2001).

In times of globalization and migration, people eoacerned about their cultural identity.
For decades, European local and regional foodtinadi risked disappearing. The concept of
country of origin, included in the definition of éggraphical indication”, provides a
foundation for identities, diversity, tradition, cirauthenticity — individual and social, local
and national (Almlet al,, 2011).

Food can be used as a metaphor for otherness affiro cultural superiority. Based on
the aphorism “You eat what you are” (Brillat-Sawari825), the obverse of this is that you
identify yourself with others by eating the samiegls in the same way. National culinary
identity has to do with geographic boundaries agglanal identities (van Ittersum, 1999).
Some researchers assume that the identity ofitotgror region is more formed by its typical
foods than by the language or dialect (Petrini, 120Rarasecoli, 2005). As Lévi-Strauss
pointed out, “Cooking, it has never been suffider@mphasized, is with language a truly
universal form of human activity: if there is nocgy without a language, nor is there any
which does not cook in some manner at least somisadfood” (Lévi-Strauss, 1978 in
Counihan and von Esterik, 2008:36). Advertisemeartd public campaigns focus on the
threat of losing national identity and try to evakational sentiments, but also try to evoke
feelings of duties consumers have towards their edticn economies (Parasecoli, 2005).
Normative reasons to buy domestic food producty planajor role in places where local
agribusiness is threatened by foreign imports. L&araners and food companies still provide
a sense of independence and alimentary autonomyhancde, “buy domestic” campaigns
work really well when addressing food consumptibinus, it is expected that:

Hypothesis 1a: The more nationalistic and patriotic the indivijuthe higher his/her
consumer ethnocentric tendencies will be.
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Hypothesis 1b: The more nationalistic and patriotic the indiviughe higher his/her
valuation of domestic food quality will be.

Hypothesis 2a: Consumer ethnocentrism is positively related tasconer preference for
domestic food products.

Hypothesis 2b: Consumer ethnocentrism is positively related ® vwhaluation of domestic
food quality.

The country-of-origin information of food can be awerall indicator for other quality
attributes when other information is not availalldostly, it is quality perceived by the
consumer rather than ‘objective’ quality that iefices a consumer's decision process (Knight
et al, 2007; Sédenz-Navajast al., 2014). Objective quality is defined by the prodsi¢btal
amount of attributes including its origin, ingrewlie and all attributes that can be detected by
food analysis. Subjective quality is defined by soeal quality valuation; hence every
consumer has his/her own definition and requireno@nquality. Thereby socio- and psycho-
demographic factors as well as the cultural antbhéal contexts of consumers play a role in
forming their expectations on product quality issumased on individual needs. The most
important food quality attributes are certainly asated with taste and safety including the
production processes and usage performance ofdldeigt (Bachl, 2011; Ortegst al, 2014).
Parrot (2002) made the distinction between nortla@chsouthern food cultures, implying that
northern food cultures are characterized by ‘ed#fici production, whereas southern food
culture, which distinctively perceive food consuioptas hedonic (Gomez and Torelli, 2015),
strongly refer to ‘terroir’, meaning tradition araitisanal production and associate healthy
food with typical and their own region products I&sdrieri and Brunori, 2003). These
conclusions are further confirmed by the authorthefEU trust in food study (Kjaernesal,
2007), who claim that German consumers connect trugood with feeling secure and
confident about a product while Italian consumensnect trust with familiarity. This leads us
to two further hypotheses:

Hypothesis 3a: The perception of food quality depends on culimarjures and thus differs
from country to country.

Hypothesis 3b: Domestic food quality evaluation is positivelyatd to domestic purchase
behaviour.

In contrast, the construct of ‘openness to othdtumes’ represents the consumer who
tends to try new products. They show higher ris&remce and thus are more trustful against
new products:

Hypothesis 4a: Openness to other cultures is negatively relaiesbhsumer ethnocentric
tendencies.

Hypothesis 4b: Openness to other cultures is negatively relatetbtoestic food quality
evaluation.



3. Study Design

The hypotheses stated above imply a set of caelsgionships between the variables that
contribute to the choice to purchase domestic fmoducts rather than foreign ones. These
causal relationships are visually summarized iufadL.

| NATIONALITY | | SOCIO-DEMOGRAPHICS

FERRRNENANER

PATRIOTISM ETHNOCENTRISM

§ OPENNESS " DOMESTIC

E TO OTHER N\ QUALITY —

= & % F E
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Figure 1. Modelling causal relationships in domegiurchase behavior

As shown by the figure, both Domestic Quality Eaion and Consumer Ethnocentrism
are assumed to have a positive influence on thisidado prefer domestic food products in
purchase choices. The construct of Nationalismiiteem has an indirect impact on the
decision: the relation is mediated by Consumer &tbntrism and Domestic Quality
Evaluation. Similarly but negatively loaded, is ttanstruct of Openness to Other Cultures: it
is assumed to have a negative impact on Consunimgro&gntrism and Domestic Quality
Evaluation and thus a negative indirect influenge tbe domestic purchase decision.
Openness and the Nationalism/Patriotism constraoilate negatively. Distrust correlates
negatively with Openness and positively with Nasilism and Patriotism. The relation
between Distrust and Domestic Purchase Behaviomesliated by Domestic Quality
Evaluation.

The decision-making process to purchase domestmppesed to foreign food and its
motivations depend on consumers’ socio-demograndson the national context they live
in. That is, the interdependences of affectivemadive and cognitive processing mechanisms
are moderated by nationality and socio-demograypdui@ables.
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4. Empirical Setting

This study tests the hypotheses presented in Se@iby drawing on comparative
evidence for three quite different countries: Gempadtaly and Serbia. These countries differ
not only in history and culture, demographicallyl@conomically, but to a large extent also
in consumer habits. The preference for domestid fm@ducts is proven and agreed upon in
all significant studies and for all countries, agliwas in our own evidence. That this
preference may have very different reasons in ewemyntry and especially may differ
depending on gender, class and age, can be maatebglecomparing the three countries in
our sample. The concepts discussed in the pregectsons play different roles in consumers'
choice in the three countries, which can partlyelplained by placing the findings in a
historical and socio-cultural context.

In ltaly, consumers prefer food that they consierrural, traditional, typical, and above
all, familiar. High standards in taste are perceias very difficult to fulfil for foreign food
products. Thus, attributes such dmitita” and tradition work well in advertisement and
marketing strategies, even for products resultirgnf highly engineered and processed
operations. A history of occupation by foreign posvenight be another reason for aversion to
foreign food products.

Due to many factors, German consumers are moreedmwithe consumption of foreign
food and cuisine than most of their European neagha Previous studies show that, when
dining out, Germans choose foreign restaurantsnfane often than Italians and nationals of
all other European countries (Frank, 2004). Du&#&many’s long history as immigration
country, foreign restaurants opened in Germany naathier and in much greater numbers
than in Italy and especially Serbia.

Instead, Serbia is very much at the nation-statleling stage, being a very young nation-
state that exists in today's borders only since52@hd still featuring borders that are
challenged by Kosovo’s declaration of independeriCieerefore in Serbia the role of
nationalism and patriotism in the making of a matieeeds to be taken into consideration.
Also, in recent years, the mainly domestic productnd consumption of former Yugoslavia
declined constantly and suffered overwhelming cditipe from a globalised market
economy. A regionalisation and ethnic charactapmadf food habits became part of strong
opposition against the elimination of local andioegl specificities.

5. Measurement

The latent constructs included in the causal modrlbe operationalized using a variety
of scales. These scales containing four to sixif@sin(measurable) variables (items) were
drawn from the literature and have been shown tpdyehometrically sound. All scale items
were measured on a five-point Likert format (1=stly disagree, 5=strongly agree).

1 Germany has a population of over 81 million and-gapita GDP of US$ 41,514; Italy has almost 61
million inhabitants and per-capita GDP of US$ 38,04hile Serbia is the smallest country with 7,1liom
inhabitants and per-capita GDP of US$ 6,081.

11



Domestic Purchase Behavior. Adopted from previous research, the constructdmmestic
purchase intension was operationalized using Gramd Olsen‘s (1998) scale of consumer
helping behavior. The four items have been moditedit the food product theme and
express “purchase behavior in favor of domestid$om that consumers take the time to
identify the domestic origin of either products dménds or retail outlets that stock them”
(Dmitrovic and Vida, 2009:5).

€ Mostly, | try to buy Italian/Serbian/German madeducts.
€ Mostly, | try to buy brands from Italian/Serbiant@&n companies.
€ | take the time to look on labels so | can buyidialSerbian/German food.

€ | shop first at retail stores.

Domestic Quality Evaluation. Domestic food quality evaluation as a cognitivee ds
conceptualized as consumer judgments of intringaity attributes of domestic food based
on Parameswaran and Pisharodi's general produitiuaés scale (2002).

@ ltalian/Serbian/German food is better.

€ ltalian/Serbian/German food satisfies my taste.
@ ltalian/Serbian/German food is secure.

€ Good value for the money.

Consumer Ethnocentrism. A reduced and version of the CETSCALE propose&Hiynp and
Sharma (1987) was used. Adjusted for food-relatesids, consumers express their
agreements about beliefs concerning their dutyippaert their national or domestic economy
by rejecting imported food products.

€ ltalians/Serbians/Germans should not buy foreigrmpets, because this hurts
Italian/Serbian/German business and causes unemeplay

€ Only those products that are unavailable in Itagrf@any/Serbia should be imported.
€ Buy ltalian/Serbian/German food products. Keepylaeérmany/Serbia working.

€ A real ltalian/Serbian/German should always buldtdSerbian/German - made
products.

€ We should purchase products manufactured in Itagf@ny/Serbia instead of letting
other countries get rich of us.

Nationalism/Patriotism. Patriotic and nationalistic attitudes are measusadg scales from
Kosterman and Feshbach (1989) and Sampson and Q98Rh).
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*

| love my country.

*

| am proud to be Italian/Serbian/German.

€ The first duty of every young Italian/Serbian/Gemisto honor the national history
and heritage.

€ Foreigners should not be permitted to come intg/lBermany/Serbia if they compete
with our own workers.

Openness to Other Cultures. “Cultural Openness” is based on the cosmopolitatesby Jane
and Etgar (1977) and Cannon (1994).

€ | like to travel to different places.

€ | like to have contact with people from differenitares.
€ | often feel like an “outsider” in my community.

€ | enjoy experimenting with many different kindsfobds.
€ | like immersing myself in different cultural enginments.

€ Foreigners often leave me comfortable.
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6. Data Collection

The questionnaires were translated by native spgakethe country's language (i.e.
Italian, Serbian and German). Items containingomati references (i.e. Italian, Serbian and
German) were adjusted respectively. A mixed-modeesumethod was executed, online and
face-to-face interviews. Once the online questimenaas established, a link to the webpage
was distributed via email and social networks. Aiddally to the online survey, face-to-face
interviews were executed. To reach more potentiatl fconsumers, live interviews on daily
food market spots and mall intercepts were conducte

At the start of 2011, interviews were held in biggéies of Serbia. With the help of
native speaking interviewers, 222 Serbian consumwerg surveyed. In May 2011, surveys
were conducted in Italy. The Italian sample cossadt 259 observations and is divided in
northern and southern parts. Starting in Decem@gt 2the survey was executed in Germany.
The German sample consists of 238 observationssatidided in two geographical parts (e.g.
East- and West-Germany).

Table 1. Sample characteristics

Germany Italy Serbia Total
Sample size 238 259 222 719
Gender %
Male 39,9 42,5 38,7
Female 60,1 57,5 61,3
Age %
14-34 58 58,7 59,5
35-90 42 41,3 40,5
Education %
Non-graduated 34,9 33,2 47,7
Graduated 65,1 66,8 52,3
Income/month %
Under € 2000 47,1 59,1 36 Under € 300
€2001-3000 21,4 22,0 39,9 € 301-450
€3001-... 31,5 18,9 241 €451-2500
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7. Analysis

Table 2 provides descriptive information about ¢bastructs of interest (scale item-split
descriptive information can be found in append@n average, Italian consumers feature
greater domestic food purchase bias than GermahsSarbs. The domestic quality is also
more highly valued in Italy than in both GermanydaBerbia. Notable are the low
measurement results for consumer ethnocentrismpatribtism in Germany in contrast to
those in Serbia and Italy. All three countries @eathigh and similar sample means for
openness to other cultures. Interestingly, Serlo@msumers feature the highest means for

both nationalism and openness.

Table 2. Descriptive statistics

ITALY SERBIA GERMANY
N=259 N=222 N=238
Mean Std. DeV: |Mean |Std. DeV. |Mean |Std. DeV.

Domestic Purchase Behavio@#4 items) 14,71 3,314 11,28 3,872 12,55 3,554
Domestic Quality Evaluatidr(4 items) 15,15 2.880 13,20 3,719 12,08 3,431
Consumer EthnocentrisSr(s items) 14,49 5860 15,05 6,155 10,02 4,496
Nationalism/Patriotisth(4 items) 12,98 4,006 12,54 4,474 912 4,106
Openness to Other Cultufe§ items) 21,93 3,363 22,95 2,791 22,32 2,878

? standard deviation

!scores on this scale range from 4 to 20
% scores on this scale range from 4 to 20
3scores on this scale range from 5 to 25
“scores on this scale range from 4 to 20

®scores on this scale range from 5 to 25

Rather than contrasting the three countries in seompatriotism, openness and other
socio-psychological variables, this study aims xangine the interplay and interdependence
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of affective, normative and cognitive processeschdo test the hypothesized model depicted
in Figure 1. Hence, structural equation modelingNI$ is used (scale item-split descriptive

information can be found in appendix). To test $lsere’s internal consistency, Cronbach's
alpha reliability measures and item-to-total catiehs are obtained. Validity measure

purifications were tested using confirmatory factmalysis. After adjusting the Openness
construct by eliminating one misfitting item, alkkades reveal acceptable reliability and

validity measures.

The hypothesized model was evaluated separatelyedmh of the three countries
investigated. All global fit index values are iregiate ranges. The raf{g/df ranges from 1,6
to 1,8; the RMSEA revealed acceptable fit rangmagnf 0,052 to 0,055 and the comparative
fit index (CFI) ranges from 0,937 to 0,942.

7.1. ltaly

_oa 46

_26 _38

46 29

43

Figure 2. Italian Sample Estimates

SEM results for the Italian sample show the regoessaveights of the maximum
likelihood estimation, indicating the strength asticections of relations between constructs.
Values ranging from zero to one, whereas only ttestaedardized estimates with significant
impact & 0.2 and x 0.05), are depicted in the causal models.

As illustrated by Figure 2, when purchasing doneekiod products, Italian consumers
are motivated by both their valuation of domestiod quality (QEV) and their belief in the
moral duty to support the domestic food economy)(TEe influence of CE on the domestic
purchase bias (PURCH) is much smaller comparech¢oirifluence of QEV, but is still
significant. The impact of CE on PURCH is higheremhmediated by QEV. Also mediated
by QEV is the indirect influence of nationalisticcapatriotic attitudes (NAT) on the purchase
decision in favor of domestic food. Both affectidanensions, openness to other cultures
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(OPEN) and NAT, have impacts on CE.

Open consumers show less ethnocentric tendenciesieas neither negative nor positive
influences are measured for OPEN on QEV. The ommngenstruct correlates negatively
with NAT, i.e. open consumers show less nationeltriotic tendencies and vice versa.
Albeit Italian consumers are slightly motivated dgnsumer ethnocentrism, the main direct
motive for a domestic preference is based on tladitguevaluation.

7.2. Serbia

/ ! .45
-.21

.25

.51
.39
63

Figure 3. Serbian Sample Estimates

In the Serbian sample, as shown by Figure 3, coesuare motivated by quality issues
to buy domestic food. But they also prefer domesiiel regardless of the quality, directly out
of the moral belief in supporting the domestic faazbnomy (CE). This belief has also a
positive impact on the QEV, and hence mediatesnitiieect influence of CE on the domestic
purchase intention. Nationalism/patriotism hasrarg} positive impact on the CE, whereas
CE is a mediator of the influence between NAT adREH. Open attitudes have no negative
impact on neither CE nor on QEV. In the Serbian@anmbeing more open and ethnocentric
at the same time seems to be no contradiction.



7.3. Germany
- 25 -3

Figure 4. German Sample Estimates
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As shown by Figure 4, German consumers prefer tfaional food due to quality issues.
CE has a strong indirect impact on the purchasesidecfor domestic food, but is mediated
by the QEV. NAT attitude has a substantial impaciGE and correlates negatively with the
openness construct. More open consumers showdassimer ethnocentric tendencies, hence
OPEN is a negative antecedent of CE. The affeactorsstructs (NAT and OPEN) have no
positive or negative impact on the quality valuatiof German food. The relation with a
domestic behavior is mediated by both CE and QHM, lzence is of lower priority than it
appears to be the case in Italy and Serbia.

7.4. Food Quality Evaluation

Food quality is the dominant motivation for purangsdomestic food. All three samples
show, regardless of the underlying processing nasitaand influences, a significant impact
of QEV on PURCH. This fact stresses the importancexamine perceptions of quality and
its national differences. The scale items measuhedatent variable QEV consist of different
statements regarding food quality attributes:
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Italian/Serbian/German Italian/Serbian/German Italian/Serbian/German Good value for the
food is better food satisfies my taste food is secure money
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Figure 5. Domestic Quality Evaluation

Italian consumers rate their national food the bgjhbeing especially convinced by the
taste attributes. Serbian consumers also like thational food due to taste attributes, but
show a higher price sensitivity. German food gyakvaluations (scale mean 12.80)
compared to Italy (scale mean 15.15) and Serbalgsoean 13.20) reveal the lowest scores.
In relation to other quality items, Germans likeithfood out of the value for the money,
value involving taste parameters as well.

Depending on several socio-demographic variablesiional contexts, the study aims to
emphasize the diversity of consumer behavior pateControlled for gender, age, income
and education differences, results reveal differstrictural models for every socio-
demographic sub-group connected to the three cpwaimples. Regional differences were
captured for Italy and Germany.
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8. Summary and discussion

Table 3 summarizes the results of this study.dishclearly that motivations for domestic
food purchase intention differ across consumer ggauth different characteristics.

Table 3. Summary of Hypotheses

Hypotheses

Italy

Serbia

Germany

H 1a: The more nationalistic and
patriotic the individual, the higher

Supported for all

Supported for all

Supported for all

his/her consumer ethnocentric sub-groups sub-groups sub-groups
tendencies will be.

H 1b: The more nationalistic and Supported for

patriotic the individual, the higher Supported for all | higher income Not supported
his/her domestic food quality sub-groups and older

evaluation will be. consumers

H 2a: Consumer ethnocentrism is
positively related to consumer
preferences for domestic food
products.

Supported for
Southern, over
35y., higher
income

Supported for all
sub-groups

Not supported

H 2b: Consumer ethnocentrism is
positively related to domestic food
quality evaluation.

Supported for all
sub-groups

Supported for all
sub-groups

Supported for all
sub-groups

H 3a: The perception of food quality

differs from country to country.

depends on culinary cultures and thuys

Supported for all
sub-groups

Supported for all
sub-groups

Supported for all
sub-groups

H 3b: Domestic food quality
evaluation is positively related to

Supported for all

Supported for all

Supported for all

quality evaluation.

domestic purchase behaviour. sub-groups sub-groups sub-groups

H 4a: Openness to other cultures is | Supported except Supported for
negatively related to consumer for graduated Not supported female, younger,
ethnocentric tendencies. women non-graduated
H 4b: Openness to other cultures is

negatively related to domestic food | Not supported Not supported Not supported

The forming of product preferences based on theatcgpwf origin is determined by the
culture-historical and socio-psychological contextee consumers are living in. The
consumer’s individual processing mechanisms detegrthie emotional attachment to his/her
own country, moral beliefs and expected utility uegments, which affect purchasing
domestic food products. The countries chosen ton@e&these processing mechanisms offer
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diversified research settings where individual fammhsumptions reflect national culinary
cultures and their underlying sociological and p®jogical factors. As described earlier,
each country features unique characteristics ofwmers which lead to distinct motivations
for purchase intentions. Results from the struttaguation modeling (SEM) illustrate that
motivations regarding food quality and consumenedentrism for domestic food purchase
are not following a single explanatory model buarfge across consumer groups depending
on their respective social environments. The cquofrorigin (COOQO) label is used as an
informational cue to predict the quality of a protduBut preferences for domestic products,
identifiable by the COO label as well, are commastplained by the normative construct of
consumer ethnocentrism (e.g., Papadopoulos andopie$b93; Verlegh and Steenkamp,
1999). The results of this work demonstrate thadfts a more complex product category
than others formerly researched in other studidds Tan be explained by the deeper
psychological processes at work as antecedentthéocommonly accepted motivations to
buy domestic.

According to the findings, the level of consumennetcentrism reflected in consumer
preference patterns has the largest impact fori@edonsumers. This is not surprising, since
consumer ethnocentrism appears to be positivelyanted by nationalistic tendencies. These
results mirror previous research (e.g., BalabamisRiamtopoulos, 2001; Vida and Dmitrovic,
2009) by demonstrating that the more nationaliaticindividual consumer is, the higher
his/her ethnocentric tendencies are. In all coastrand social classes it appeared that
ethnocentrism leads to higher valuations of domeftod quality and thus indirectly to
domestic purchase intentions. In the Serbian datepke, the perceived duty to support the
local food producers, heightened by nationalisgelihgs, seems to be an even stronger
motivation to buy domestic food than quality issuesSerbia, along all gender, generation
and social classes, CE is directly influencing thechase decision, although this effect
changes in strength. Nationalist and patrioticifgmsl in Serbia are both a reason for and a
result of the recent history, the building of a e®@ign nation-state that includes the
reconstruction of a national identity. Food and tMsaconstructed as “Ours” and “Theirs”
plays an important role. Food serves as a postliestification marker, which is a similarity
with Italy. Likewise, a stronger consumer ethnoderitnpact on the food purchase decision
prevails for South Italian consumers. The moralydatsupport domestic food producers is a
strong motivation for consumers whose networks raugs one belongs to are important
social aspects. Uncertainties are stronger in 8esigvhere public policies tend to fail and
members of the society rely more on social netwaksg group norms and traditional
behavior than on guidance from public authoritiésnce, a sense of loyalty to one’s in-group
triggers consumer ethnocentric tendencies, whiatmonsi the results in the study. Together
with Serbian consumers, Southern Italians of thiergeneration with higher income are
directly influenced by CE in their purchase decisiorocess and thus express CE as an
important motivation for the domestic food bias.cbmtrast, in Northern Italy and Germany,
CE has no direct influence on the purchase decisiodomestic food, but indirectly through
quality valuation.

Cognitive valuations trigger the domestic food prehce. Albeit German consumers
express high sensitivity to quality issues whercpasing domestic food, for them the value-
for-the-money of food still is the most importambguct attribute. This implies that the price
of products remains the crucial argument for Gerfioaals. Italian consumers prefer Italian
food products out of its taste in the first plaQeiality attributes related to taste are the most
important assets of typical domestic food. At thene time, a habitudinal purchase decision
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in favor of typical, traditional food products iket best strategy to avoid perceived risks
related to food safety and other quality attributesian consumers show that the cognitive
process of domestic quality evaluations is podiivefluenced by nationalistic and patriotic
antecedents. Also for Serbian consumers, the degritie of the domestic food origin seems
to be influenced by affective antecedents, espgdiat wealthier and older consumers. The
rational choice based on informational processestrangly biased by emotional processes
based on the attachment to the one’s own countith B Serbia, and even to a greater extent
in Italy, one of the most important aspects is thipicitd” and the traditional ways of
producing which enhance a quality evaluation.

Depending on the target group, the openness cahsappears to be of varying
importance when examining motivations for domestod preferences. The degree of
‘openness’, fostered by travelling and experienagh foreigners, is assumed to lessen
motivations for domestic food preferences. In [tahainly male consumer with no graduate
education seem to be more influenced by experieihegshad in the past with other (culinary)
cultures. Also in Germany, young consumers witlgramluate education are more affected by
their degree of openness and express lower scoreSH. In the Serbian sample, instead,
openness to other cultures barely diminishes theedtic purchase intention; hence, being
open and ethnocentric at the same time seemsro bentradiction in this sample.

9. Concluding remarks

In times of globalization and multilateral free dea agreements, “buy domestic”
campaigns are used as a non-tariff barrier to stighe national food sector. Agricultural
authorities inducing those campaigns try to evolsem@se of moral duty among consumers
and thus hope to influence consumer behavior iorfa¥ national food companies, without
implementing import tariffs or other restrictionsr fforeign marketers. The findings of the
present study provide insights on consumer pretegnwhich become relevant when
developing campaigns addressing consumers’ norenagliefs. Depending on the consumer
group, the causal relations between cognitive, atiia and affective processing mechanisms
indicate primal motivations and incentives for amdstic purchase of food, so that mottos and
theme for communication and promotion strategies loa adjusted to touch consumers’
incentives and hence be more effective.

For international marketers, the foreign countneafin of food products can,
depending on the target group of consumers anduptocategory, possibly turn into a
competition barrier. In Serbia, consumer ethnocemtris a strong influence factor when
purchasing domestic food. Regarding the targetmaficonsumers, collaboration with local
food players might be a successful marketing opipdst to veil the foreign origin and to
suggest selling a national food product. For naidaod marketers, depending on the food
category and target group, patriotic themes andiyotoimages can be used to activate
patriotic and consumer ethnocentric attitudestdiy] above all, originality and tradition are
important food product features which suggest gaopglity should be considered in
marketing strategies. Especially in Italy it seeanprecondition for successful foreign food
products to meet sensorial standards of food ierora be competitive on the national food
market. German consumers appear to be less matit@ateuy domestic food out of affective
and normative reasons. They prefer German foodlynmst of quality reasons. But especially
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in Germany, other motivations and reasons to buyedbic food products might be more
relevant than those motives under study. In futasearch, depending on the country setting,
other latent constructs describing the influenceadlogical motivations should be included
in the theoretical framework.
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11. Appendix: Item score and scale statistics by country samples

1%

ITALY SERBIA GERMANY

DOMESTIC PURCHASE INTENTION

Mean | Std. Dev.| Mean Std. Deyv. MeJin Std. D
(d01_01) Mostly, | try to buy 4,10 962 339 1131 3,10 1,134
Italian/Serbian/German - made products.
(d01_02) Mostly, I try to buy brands from 394 938 3.10 1.345 297 1.253
Italian/Serbian/German companies. ' ' ' ’ ' ’
(d01_03) | take the time to look on labels so | can 353 1258 248 1461 359 1343
buy Italian/Serbian/German food. ' ’ ' ’ ' ’
(d01_04) I shop first at retail stores. 314 1352 231 1321 289 1198
Scale Statistics 1471 3314 11,28 3872 1255 3,554
DOMESTIC QUALITY EVALUATION
(d01_01) Italian/Serbian/German food is better.| 5 gg 1134 324 1259 318 1.009
(d01_02) Italian/Serbian/German food satisfies my4 g5 673 3.80 1.066 297 1.138
taste requirements. ' ' ' ’ ' ’
(d01_03) Italian/Serbian/German food is secure 343 1014 328 1143 314 1.068
(d01_04) Good value for the money. 322 1.045 288 1269 218 1171
Scale Statistics 1515 2,880 13,20 3,719 12,08 3,431
CONSUMER ETHNOCENTRISM
(d01_01) Italians/Serbians/Germans should not bu% 86 1435 281 1475 282 1.475
foreign products, because this hurts ' ’ ' ’ ' ’
Italian/Serbian/German business and causes
unemployment.
(d01_02) Only those products that are unavailable 326 1473 333 1488 226 1.309
in Italy/Germany/Serbia should be imported.
(d01_03) Buy Italian/Serbian/German food 339 1296 365 1326 136 0.844
products. Keep Italy/Germany/Serbia working.
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(d01_04) A real Italian/Serbian/German should

) - 2,43 1,405 2,29 1,500 1,40 0,845
always buy Italian/Serbian/German - made
products.
(do1_05) We s_hould purchase produ_ct_s 2,56 1441 297 1526 4.15 0,998
manufactured in Italy/Germany/Serbia instead of
letting other countries get rich of us.
Scale Statistics 1449 5860 1505 6,155 10,02 4,496
NATIONALISM/PATRIOTISM
(d01_01) I love my country. 398 1164 395 1217 249 1,383
(d01_02) | am proud to be Italian/Serbian/Germ an.3 60 1,347 336 1,506 251 1,352
(d0-1_03) The first duty qf every young . 3,59 1,399 327 1522 1.40 0,903
Italian/Serbian/German is to honor the national
history and heritage.
(dOl_Q4) Foreigners should ngt _be permitted to 1,82 1,261 195 1,356 4.66 0,693
come into Italy/Germany/Serbia if they compete
with our own workers.
Scale Statistics 12,98 4008 12,54 4474 912 4,106
OPENNESSTO OTHER CULTURES
(d01_01) I like to travel to different places. 456 0825 4.75 0684 466 0,693
(q01_02) | like to have contact with people from 4,64 0,781 482 0566 4.66 0,666
different cultures.
(q01_03) -I enjoy experimenting with many 418 1,099 4.49 0,906 453 0,845
different kinds of foods.
(do1_04) I_Iike immersing myself in different 412 1,097 467 0,696 4.16 0,792
cultural environments.
(d01_05) Foreigners often leave me comfortable 4.43 1,066 422 1,081 430 1,165
Scale Statistics 21,93 3,363 2295 2791 22,32 2,878
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