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Abstract: Ethnocentric behaviour of consumers is related to the attitude and intentions of consumers when
deciding upon purchasing a product, i.e., it is such a kind of behaviour which implies giving priority to pur-
chasing domestic rather than foreign products. The results of a large number of studies show that not all con-
sumers are equally ethnocentric. Therefore, it is of utmost significance to realize that consumers rely on various
signals and make different decisions depending on their inclinations towards consumer ethnocentrism. The
aim of this paper is to examine the influence and interaction of demographic characteristics of respondents in
Serbia on consumer ethnocentrism. Several statistical techniques that provided support during the testing of
research hypotheses have been applied in the preparation of this paper. We used nonparametric techniques
(Mann-Whitney U test and Kruskal-Wallis test). The results indicate that men are more ethnocentric than
women, as well as persons with lower level of education than those with higher level of education. Also, the
results have shown that respondents who achieve the highest level of income are not ethnocentric in the least.
In addition, it has been established that there is no statistically significant impact of the criteria of the year on
the level of consumer ethnocentrism. The research results provide useful information for marketers and man-
agers of companies that currently operate or are planning to enter Serbian market in the forthcoming period.
Another great benefit is reflected in the fact that these results draw the managers’ attention to the fact which
consumer groups are the most ethnocentric and thus allow the creation of high quality strategies. 
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1. Introduction 

Contemporary market operations and conditions dictated by the market require companies to carry out per-
manent monitoring of all variables that are of interest to their normal functioning, survival, and development.
Companies are facing the task of monitoring changes taking place on the market with the most significant
among them being those related to consumer behaviour.  Through their behaviour (purchases), consumers
verify and confirm a company’s efforts so it is essential to devote close attention to their research. In the era
of globalization and increasing competition, consumers around the world are provided with a large number
of both domestic and imported products and services. Therefore, it is of utmost importance to be familiar
with their attitudes towards imported goods and services, i.e., it is an imperative for all companies to observe
the level of consumer ethnocentrism.

Given that conceptualization and measurement of ethnocentrism (as observed from the aspect of sociology
and psychology) are irrelevant to the measurement of ethnocentrism in the context of consumption, Shimp
and Sharma (1987) introduced the construct of consumer ethnocentrism. The general definition of con-
sumer ethnocentrism refers to the phenomenon according to which consumers prefer local products or are
biased against imported ones (LeVine & Campbell, 1972).  Consumer ethnocentrism can be interpreted



through observing import as something bad, not only because it is unpatriotic, but because it is harmful to
the economy and leads to job loss (Kucukemiroglu, 1999). Shimp and Sharma (1987) noted that consumers
tend to favor domestic products from their home country even when they do not perceive them as superior.
In this way, ethnocentric consumers want to contribute to economic prosperity and thus the overall politi-
cal, social, and economic development of the country. It is often recognized that during periods of economic
crisis ethnocentric behaviour of consumers is recognized as socially acceptable and desirable (Marinkovic
et al., 2011). Ethnocentric consumers do not need any interventions by the state to act in such a manner
(Veljkovic, 2009). Ethnocentric consumers are also willing to ignore the amount of their expenditure in order
to purchase a product of domestic origin (Beslagic, 2015).

For years, numerous studies have been conducted with the aim to better grasp the behaviour of ethnocen-
tric consumers. An important contribution to the research of consumer behaviour lies in the development and
application of CETSCALE (Consumer Ethnocentric Tendency Scale) (Shimp & Sharma, 1987), designed to
measure the ethnocentric tendencies of consumers, i.e., the tendency of consumers to favour products from
their own country over those supplied from other countries. This multi-item scale has been utilized to ana-
lyze why some consumers prefer domestically produced goods over imported goods, even when the latter
are cheaper and their quality is evidently better (Chendo, 2013). The scale consists of 17 items, where re-
spondents mark their level of agreement via the seven-point Likert scale. Subsequent research carried out
by Netemeyer et al. (1991) firmly supported the psychometric characteristics and validity of the scale in 4
different countries: France, Germany, Japan and the USA. The Cronbach’s alpha coefficients ranged from
0.91 to 0.95. This provided strong support to the unidimensionality of CETSCALE, together with the estab-
lishment of internal consistency.

2. Theoretical Framework of the Research

The success of a marketing model depends on the ability of researchers to identify the variables that cause
people to behave differently in the market (Kucukemiroglu, 1999). Demographic dimensions are widely ac-
cepted, easily quantified and consumers are effortlessly classified on such basis (Kucukemiroglu, 1999).
Despite the importance of consumer ethnocentrism on the one hand and demographic characteristics on
the other hand, numerous researchers (Caruana, 1996; Pharr, 2005; Shankarmahesh, 2006) have pointed
out that the existing literature dealing with consumer ethnocentrism and the effect of age, gender, and in-
come on consumer ethnocentrism is unclear and conflicting, and represents a research gap. Earlier stud-
ies claimed that there was no consensus about how age, gender, and income affected consumer
ethnocentrism (Josiassen et al., 2011). Based on theoretical conceptions of authors who have dealt with this
topic in the past, this paper will include a formulation of an appropriate research hypothesis. The basic re-
search hypothesis is: H0: Socio-demographic characteristics of respondents are the key determinants of
consumer ethnocentrism.

The literature on consumer ethnocentrism and the impact of age on the level of consumer ethnocentrism ac-
tually shows that there are several various influences. Shankarmahesh (2006) lists six studies showing that
older consumers are more ethnocentric than the younger ones, together with two studies whose results
showed that younger consumers are more ethnocentric than older ones. Several additional studies (Mittal
& Tsiros, 1995) also indicated that younger consumers were more ethnocentric. The results of a research
conducted in India (Garg & Jain, 2016) implied that younger consumers (aged between 18 and 30) were
more ethnocentric in comparison to other age groups. The student population (aged between 18 and 25)
in the Republic of Serbia generally manifests a moderate level of consumer ethnocentrism, however, with a
tendency of increasing in comparison to previous research (Kragulj et al., 2017). On the other hand, Ban-
nister and Saunders (1978) studied the case of consumers from Great Britain and concluded that the re-
spondents’ attitudes towards products from their own country became more favorable as the age of
respondents increased. That is, older respondents were more likely to prefer products from their home coun-
try in comparison to younger respondents. Also, the results of a survey conducted in Moldova demonstrated
that older respondents (aged between 46 and 55) showed far more ethnocentric tendencies in comparison
with respondents from the 18-25 age category (Cazacu, 2016).  Research of this phenomenon on the terri-
tory of Serbia in 2015 also showed that older consumers had more ethnocentric tendencies (Gasevic et al.,
2015). Also, research results of the level of respondents’ consumer ethnocentrism, who are between 18 and
30 years old, on four markets in the Western Balkans (Slovenia, Croatia, and Macedonia) and China have
shown that these respondents, regardless of cultural differences, show a low level of consumer ethnocen-
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trism (Raskovic et al., 2016). The assertion that older consumers tend to be more ethnocentric when pur-
chasing products is confirmed by a positive relationship between age and conservatism (Sharma et al.,
1995), and age and dogmatism (Anderson & Cunningham, 1972) where both of the above sociological con-
cepts are deemed as preconditions for consumer ethnocentrism. Based on the aforementioned considera-
tions, the first hypothesis of this research is defined: H1: Older consumers are more ethnocentrically oriented
in comparison to younger consumers.

There are certain incompliances with regard to the impact of gender as a factor that determines consumer
ethnocentrism. Тhe studies that were conducted in Malaysia revealed that Malay married women tended to
show higher ethnocentric tendencies in comparison to men (Othman et al., 2008). Women are more likely to
manifest behaviour that is socially desirable and in line with expectations of a socially important group, and
they are more conservative (Han & Terpstra, 1988) when compared to men. Conservatism and conformity
(Sharma et al., 1995) are the predecessors of consumer ethnocentrism. Other researchers who were involved
in the research of consumer ethnocentrism confirmed that male consumers tended to be less ethnocentric
compared to women (Balabanis et al., 2001; Good & Huddleston, 1995; Sharma et al., 1995). Also there is a
number of studies where no statistically significant effect of gender differences has been found (Caruana,
1996) and, again, some other studies show that men are more ethnocentric than women (Bannister & Saun-
ders, 1978). The research of this phenomenon in Serbia in 2015 showed that men were more ethnocentric
(Marinkovic et al., 2011, Gasevic et al., 2015, Grubor & Đokic, 2015). Schooler (1971) and Dornoff et al. (1974)
stated that women had a more favourable assessment of products coming from abroad in comparison to men.
Based on the previous statements, and primarily relying on the results of the research in Serbia, the follow-
ing hypothesis is defined: H2: Men are more ethnocentric in comparison to women.

In literature, there is no consensus regarding whether an increase in income has a positive or a negative ef-
fect on consumer ethnocentrism. While several studies (Caruana, 1996; Sharma et al., 1995) indicated a
negative relationship between income and consumer ethnocentrism, some studies  (Han & Terpstra, 1988)
suggested that income had no effect, while other (Tan & Farley, 1987) indicated a positive relationship be-
tween income and consumer ethnocentrism. Citing the example of the Czech Republic, Balabanis et al.
(2001) indicated that consumers with higher income tended to be more ethnocentric than consumers with
lower income. A conceptual argument in favor of the claim that consumers with higher income are less eth-
nocentric states that consumers earning higher income are more cosmopolitan and travel more. Both of
these constructs precede consumer ethnocentrism (Balabanis et al., 2001). The research hypothesis re-
garding the impact of income on the level of consumer ethnocentrism has the following form: H3: Con-
sumers with lower income tend to be more ethnocentrically oriented in comparison with  consumers with
higher income. According to Cutura (2006), gender and income of households did not turn out to be sig-
nificant, as there is neither difference in the level of ethnocentric tendencies with subjects by gender nor level
of income. However, age and education appeared as important characteristics affecting levels of ethno-
centric tendencies. The results showed that older subjects, as well as those with lower levels of education,
had significantly higher levels of ethnocentric tendencies.

In terms of education level, certain authors (Olsen et al., 1993) stated that persons who were more materi-
alistic and less educated manifested a higher degree of consumer ethnocentrism (Nishina, 1990). Studies
of consumer ethnocentrism generally have found that scores on the CETSCALE are related inversely to ed-
ucation and income (Cicic et al., 2003). Grubor and Djokic (2015) state that respondents who graduated from
college are less ethnocentric than those with secondary education. In addition, the research by Gasevic et
al. (2015) confirmed that the level of consumer ethnocentrism lowers with an increased level of education.
Based on aforementioned results, the H4 hypothesis states: Consumers with higher education level tend to
be less ethnocentrically oriented in comparison with consumers with lower education level.

3. Other Factors that Determine the Ethnocentric Behaviour of Consumers

Numerous studies have shown that not all consumers are equally ethnocentric. For example, those who
tend to be more ethnocentric are people who are less open culturally (Shimp & Sharma, 1987) and less
global minded (Balabanis et al., 2001). Also, consumers who are greater patriots and more conservative, as
well as who are collectivist-oriented in comparison with individualists are more ethnocentric (Sharma et al.,
1995).  
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Studying the phenomenon of consumer ethnocentrism frequently includes the analysis and effect of cos-
mopolitan behaviour. Cosmopolitan individuals are not affected by prejudice regarding their own culture
and their orientations “go beyond any individual cultural setting” (Cannon & Yaprak, 2002). Consumers be-
come motivated to be more cosmopolitan oriented with the increase in their social status and cultural ca-
pacity (Thompson & Tambyah, 1999).

Consumer ethnocentrism analyzes the impact of membership in a certain group on individual behaviour. For
example, if a German consumer prefers cars from his/her own country due to the perception that the Ger-
mans are meticulous, detailed, with high labor standards, or because he/she had had a satisfactory previ-
ous experience with using similar German products, then the main reason of giving preference to domestic
products lies in the relationship between a product and country image. This in itself does not mean that the
consumer is ethnocentric and it cannot be expected that the consumer will tend to prefer other unrelated
German products in the future. On the other hand, when consumers prefer domestic products for moral
reasons such as protection of domestic jobs against competition, then consumer ethnocentrism is consid-
ered as the main reason. In this case, it is expected that the consumer will tend to prefer other domestic prod-
ucts. From an ethnocentric consumer point of view, the product has the function of the classification criterion
of domestic versus imported products. Therefore, the country of origin data have a significant diagnostic
value for ethnocentric consumers. Consumer ethnocentrism launches a motivational process of seeking in-
formation about the country of origin (Cutura & B. Malic, 2016).

While consumer ethnocentrism, national identity and economic nationalism jointly reflect the level of “dis-
crimination against foreign products” (Baughn & Yaprak, 1996), the main reason for this discriminatory be-
haviour is the preference of domestic products rather than negativism towards any country individually.
Therefore, it is anticipated that such discrimination may affect all foreign products. Consumer animosity, in-
troduced by Klein et al. (1998), on the other hand, refers to consumer negativism towards a particular coun-
try due to war, economic or political reasons. Ethnocentrism, as well as associated constructs of animosity
and affinity, have a strong impact on consumer attitudes and their purchase behaviour (Auruskeviciene et
al., 2012).

Nationalistic emotions influence attitudes towards products and intentions to purchase. Consumer nation-
alism affects the cognitive evaluation of products and therefore the intention to purchase. This entails that
those individuals who have nationalistic intentions perceive the quality of domestic products as higher in
comparison to foreign ones (Han, 1989). A significant effect of nationalism and national identity on the level
of consumer ethnocentrism in Bosnia and Herzegovina was confirmed by Vida et al. (2008). In the sample
of 580 urban consumers, they found that ethnic affiliation has a direct effect on both consumer ethnocen-
trism and on domestic purchase bias. Bosnians seem to be the most ethnocentric consumers in Bosnia
and Herzegovina, followed by Serbs and then Croats. Ethnic affiliation of consumers has a direct effect on
both consumer ethnocentrism and on domestic purchase behaviour (Dmitrovic & Vida, 2009). Research re-
sults from 2012 also confirmed that ethnicity is an important factor in the context of B&H society for overall
consumer orientation, towards both the domestic and the imported products. Bosnians are ethnocentric, with
a tendency to purchase local products, and evaluate them better. The Croats, on average, are non-ethno-
centric and polycentric at the same time, showing a great tendency towards imported products. On the
other hand, Serbs have, on average, low ethnocentric tendencies without any signs of polycentrism, which
is expected in the case of consumers with low ethnocentric tendencies, who are, in a way, unicentric or ori-
ented towards Serbian products (Cutura, 2012). Furthermore, regarding the influence of nationality on the
level of consumer ethnocentrism, the results of a survey among students in Sarajevo in 2016 indicate that,
on average, Bosnian students tend be more ethnocentric consumers than Turkish students (Becic, 2016).

Research has shown that non-ethnocentric consumers in Turkey tend to express much more favourable be-
liefs, attitudes and intentions with regard to imported products than is the case with ethnocentric consumers
(Kucukemiroglu, 1999). Ethnocentric tendencies among Korean consumers play an important role in deci-
sion-making with regard to a certain product that is a significant source of workplaces and revenue for the
local economy (Sharma et al., 1992). Also, when an imported product is perceived as less necessary, eth-
nocentric tendencies may play a more important role in making purchase decisions (Kucukemiroglu, 1999).
Highly ethnocentric consumers often make biased judgments and over-evaluate domestic products unrea-
sonably in comparison with foreign products (Bećić, 2016). Results of a research conducted in Moldova in-
dicated that consumers tended to sustain the local producers in order to help enhance the country’s
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economy. But if they could not find local products of good quality, they bought imported products. Also, if
the local products were more expensive, then many respondents preferred the imported goods (Cazacu,
2016).

4. Research Methodology

This paper emerged as the result of a research conducted between April 15th, 2016 and June 13th, 2016. The
questionnaire method was used for data collection. The sampling method was random. A questionnaire
was created and sent electronically to respondents for completion. The questionnaire was sent to 210 e-mail
addresses. The response rate was 80%, i.e., 168 respondents sent their replies. Primary data were collected
from respondents who belong to various age and gender groups and with different levels of income and ed-
ucation. The sample characteristics are presented in Table 1.

The questionnaire consisted of two parts. The first part of the questionnaire included questions regarding
the demographic and socioeconomic characteristics of respondents. These data were used for testing the
research hypotheses. The Mann-Whitney U test provided an answer to the question whether men and
women differ in the level of consumer ethnocentrism. Also, this test was used to obtain an answer to the
question whether there was a difference in the level of consumer ethnocentrism among the people of dif-
ferent age groups and levels of education. The Kruskal-Wallis test was applied to determine whether and how
the level of the respondents’ income influences consumer ethnocentrism.

The second part of the questionnaire was designed to measure respondents’ consumer ethnocentric ten-
dencies. The original measurement of consumer ethnocentrism (CETSCALE) which contained 17 items de-
veloped by Shimp and Sharma (1987) was adopted and adapted to determine the level of consumer
ethnocentrism in Serbia. Participants were requested to rate the items on a five-point Likert scale (1 =
strongly disagree and 5 = strongly agree). The structure of the questionnaire was particularly adapted from
the works of Teo, Mohamad and Ramayah (2011) in Malaysia, Mangnale, Potluri and Degufu (2011) in
Ethiopia and Chendo (2013) in Nigeria. The five-point Likert scale was used during the implementation of
the research conducted by Garg and Jain (2016) in India, with the exception that these authors applied an
adapted CETSCALE with 10 statements. Based on the above statements we formed a new dependent vari-
able. The reliability and internal consistency of this scale were also measured using the Cronbach’s alpha
coefficient. 

Table 1: Sample characteristics (n=168)
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Gender Number of respondents 
(n=168) 

Percentage (%) 

Men 58 34.5 
Women 110 66.5 

Age   
19-28 years 62 36.9 
29-48 years 92 54.8 
49-58 years 8 4.8 
Over 58 years 6 3.6 

Professional qualifications   
Secondary school 74 44.0 
College education 12 7.1 
University education 36 21.4 
M.Sc./PhD 46 27.4 

Income level   
Up to 25 000 RSD 54 32.1 
Between 25 000 and 40 000 RSD 28 16.7 
Between 40 000 and 60 000 RSD 50 29.8 
Between 60 000 and 85 000 RSD 26 15.5 
More than 85 000 RSD 10 6.0 



By analysing the data, it was found that females were the prevailing segment in the sample, in comparison
with males. It was also evident that the largest number of respondents belonged to the 29-48 years of age
category. When it comes to the level of education of the respondents, it was noted that the sample did not
include any respondents with lower education level. The largest number of respondents are those who have
completed secondary school. The data on income level showed that the majority of respondents realized
income of up to 25 000 RSD. There was also a large number of respondents with a monthly income amount-
ing to the average net salary in Serbia. The average net salary per employee paid in August 2017 is 47220
RSD (http://www.stat.gov.rs, 2017). The smallest number of respondents were classified in the category that
generated an income higher than RSD 85 000.

5. Research Results

The scale of consumer ethnocentrism (CETSCALE) applied in this research has an internal consistency for
measuring the ethnocentric tendencies of Serbian consumers. The resulting value of Cronbach’s Alpha co-
efficient of 0.956 can be considered a reasonably high reliability coefficient which implies that the research
results are representative and that a reliable research model was applied. Based on this, it can be assumed
that all 17 items used are measuring the same construct (ethnocentrism) and, therefore, a summative meas-
ure can be used to represent the ethnocentrism score of the respondents (Chendo, 2013). In addition, the
validity of the consumer ethnocentrism concept in the case of consumers in Bosnia and Herzegovina was
proven through the high reliability of CETSCALE as a measurement instrument, with Cronbach’s Alpha co-
efficient of 0.95 (Cutura, 2006).

Table 2: The adapted 17-item CETSCALE

68

Dragana Gašević, Dragana Tomašević, Marija Vranješ 2017/22(3)

Item 
Cronbach's 
Alpha if item 
deleted  

Mean 
 

Median 

1. Serbian people should always buy Serbian-made 
products instead of imports. 

0.954 3.761 4.000 

2. Only those products that are unavailable in Serbia 
should be imported. 

0.954 4.047 5.000 

3. Buy Serbian-made products. Keep Serbia working. 0.954 4.238 5.000 

4. Serbian products first, last and foremost. 0.953 3.559 4.000 

5. Purchasing foreign-made products is un-Serbian. 0.954 2.654 3.000 
6. It is not right to purchase foreign products, because it 

puts Serbians out of jobs. 
0.952 3.381 3.000 

7. A real Serbian should always buy Serbian-made 
products. 

0.951 3.095 3.000 

8. We should purchase products manufactured in Serbia 
instead of letting other countries get rich off us. 

0.953 3.654 4.000 

9. It is always best to purchase Serbian products. 0.953 3.357 3.500 
10. There should be very little trading or purchasing of 

goods from other countries unless out of necessity. 
0.953 3.142 3.000 

11. Serbians should not buy foreign products, because this 
hurts Serbian business and causes unemployment. 

0.952 3.321 3.000 

12. Curbs should be put on all imports. 0.954 3.500 4.000 
13. It may cost me more in the long-run, but I prefer to 

support Serbian products. 
0.953 3.381 3.000 

14. Foreigners should not be allowed to put their products 
on our markets. 

0.954 2.464 3.000 

15. Foreign products should be taxed by higher taxes 
heavily to reduce their entry in Serbia. 

0.955 3.119 3.000 

16. We should buy from foreign countries only those 
products that we cannot obtain within our own country. 

0.952 3.607 4.000 

17. Serbian consumers who purchase products made in 
other countries are responsible for putting their fellow 
Serbians out of work. 

0.952 2.940 3.000 



As may be noted from Table 2, the most pronounced level of consumer ethnocentrism of consumers in Ser-
bia is present in terms of the impact of ethnocentric behaviour on employment (arithmetic mean is 4.238),
while the lowest level is present in the statement relating to behaviour regarding the restriction on the im-
port of foreign products (arithmetic mean is 2.464). Research results of this phenomenon in Serbia from
2015, are almost identical. Namely, the most favourable attitude of the respondents is for the item stating that
by purchasing Serbian products, Serbian jobs are preserved (arithmetic mean 4.55) whereas the least fa-
vorable attitude was for the item stating that the entire import should be limited (arithmetic mean 1.60) (Ga-
sevic et al., 2015). The same results were obtained from a survey conducted in Bosnia and Herzegovina in
early 2014 (Beslagic, 2015). Furthermore, results of a survey on consumer ethnocentrism in Bosnia and
Herzegovina in 2003 revealed that the result at CETSCALE was, on average, 4.6 and therefore, we can con-
clude that Bosnian consumers are highly ethnocentric (4.5 and more points at Likert scale mean that the con-
sumers are highly ethnocentrically oriented, while less than 4.5 at the same scale mean that they have low
level of ethnocentricity) (Čićić et al., 2003). Although the total result of CETSCALE shows that Bosnian con-
sumers are highly ethnocentrically oriented, the above-mentioned results indicate that they, however, do
not mind possessing foreign products, and that they have nothing against import in general (Čićić et al.,
2003). In addition, this table presents the values of Cronbach’s Alpha coefficients for each statement indi-
vidually. This means that the table shows how the removal of each item from the scale may impact coeffi-
cient alpha. In case any of the numbers in column Cronbach’s Alpha is higher than the final value of alpha,
this item should be removed from the scale. (Pallant, 2011).

Nonparametric techniques are specific as their hypotheses are not as strict as those of parametric tech-
niques, and they are more suitable for smaller samples or when the collected data have been measured only
on ordinal scales (Pallant, 2011). In accordance with the above reasons and given the nature of the avail-
able data, non-parametric techniques were applied in this research (Mann-Whitney Test and Kruskal Wallis
Test). The Mann-Whitney test was used to obtain information on how the gender, age, and different levels of
education characteristics of the respondents affected the level of consumer ethnocentrism. The Kruskal Wal-
lis Test was applied in order to answer the question whether there was a difference in the level of consumer
ethnocentrism among people who have different income levels.

When it comes to the impact of gender characteristics the results of the MW test show that p = 0.031< 0.05
we have concluded that the obtained result is statistically significant (not random) i.e., there are differences
in the level of consumer ethnocentrism between men and women. Male respondents express a higher level
of consumer ethnocentrism (Md = 3.7059, n = 58) compared to female respondents (Md = 3.3529, n =
110). Based on these results, it can be concluded that H2 hypothesis is confirmed.

When it comes to the impact of age differences on the level of consumer ethnocentrism, the results of MW
test show that p = 0.883>0.05, and we have concluded that the obtained results are not statistically signif-
icant, i.e., there are no differences in the level of consumer ethnocentrism between two groups of respon-
dents that are the largest in the sample (group aged 29-48, n = 92 and group aged 19-28 years, n = 62).
In that case, the calculation of the median is not performed (Pallant, 2011). It is concluded that the H1 hy-
pothesis does not confirm the statement that older consumers express more ethnocentric behaviour in com-
parison to younger age categories.

The results of MW test concerning the influence of education level show that the level of significance is p =
0.012<0.05, so it can be concluded that the results obtained are not random, i.e., that they are statistically
significant and that there is a difference in the level of consumer ethnocentrism among respondents with dif-
ferent education levels. The results of the comparison of the two groups of respondents show that a lower de-
gree of consumer ethnocentrism is shown by respondents who have completed higher education levels
(university education + master/ magister/doctoral: Md = 3.2353, n = 82), and respondents with lower level
of professional qualifications are more inclined to buy local products than foreign respondents (secondary
school education + college education: Md = 3.6471, n = 86). The obtained results indicate that H4 hypoth-
esis is confirmed, i.e., that people with higher education level have a lower level of consumer ethnocentrism.

In case of the influence of income level on consumer ethnocentric tendencies, the results of KW test show
that p = 0.036<0.05, which leads to the conclusion that there is statistically significant difference among the
groups, i.e., that there is a statistically significant influence of the income criterion on the level of consumer
ethnocentrism of the respondents. However, the obtained results show that the highest level is reported by
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respondents who earn an income between 25,000 and 40,000 dinars (Md = 4.0882, n = 28), and the least
ethnocentric respondents who earn an income from 40,000 to 60,000 dinars (Md = 3.2353, n = 50). It is in-
teresting that respondents who earn the highest income do not exhibit the lowest level of consumer ethno-
centrism. What is more, they are the second category that exhibits the highest level of consumer
ethnocentrism (respondents who earn an income between 60,000 and 85,000 dinars + respondents who
earn an income of over 85,000 dinars: Md = 3,5882, n = 36). Also, consumers with the lowest incomes (up
to 25,000 dinars) are not consumer ethnocentric the most (Md = 3529, n = 54). Based on the above, it can
be concluded that the H3 hypothesis is not confirmed, which indicates that consumers with lower levels of
income tend to be more ethnocentric compared to those who receive higher incomes.
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In this research, we have examined the differences in the level of consumer ethnocentrism among different demographic
segments. Conceptual hypotheses have been tested on a sample of 168 respondents in Serbia. The results indicate that
age differences are not a statistically significant factor of consumer ethnocentrism. This result is not in accordance with the
defined H1 hypothesis. Ethnocentric tendencies are more prevalent among men than women. This result is in accordance
with the results of the research of consumer ethnocentrism in the Republic of Serbia (Marinkovic et al., 2011, Gasevic et
al., 2015, Grubor & Djokic, 2015), which contributes to the confirmation of defined H2 hypothesis. It can be said that this
research contributes to studies on consumer ethnocentrism that indicate that female and male consumers have different
ethnocentric tendencies. The results have also demonstrated that income is a statistically significant factor that determines
the ethnocentric behaviour of respondents. However, the highest level of consumer ethnocentrism is not in the group of
respondents with the lowest incomes. In this way, hypothesis H3, according to which consumers with lower income are
more ethnocentric, has been disproved. Hypothesis H4, which refers to the level of education and the effect of this vari-
able on the priority purchase of products of domestic origin has been proven. The highest level of consumer ethnocen-
trism is expressed among those respondents who have the lowest level of education. The obtained result is in accordance
with research results of this phenomenon in the Republic of Serbia (Grubor & Djokic, 2015; Gasevic et al., 2015).

In general, the results indicate the importance of researching into the demographic characteristics of consumers. The key
benefit of including the demographic variables lies in the fact that they are smoothly measurable and as such are easily
used for marketing predictions. Therefore, the inclusion of demographic characteristics in studies of consumer behaviour
increases their managerial relevancy (Homburg & Giering, 2001).

The results of this research have several managerial implications. First of all, they provide managers with a detailed un-
derstanding of which groups of consumers in Serbia are the most ethnocentric. This market-related information is essen-
tial for companies and their segmentation, targeting and positioning strategies. Marketing managers do not perform their
tasks well if they do not take into account the tendency of domestic consumers to be ethnocentric. On the other hand, if
they assume that all domestic consumers are ethnocentric, they will most certainly create an inappropriate strategy. In gen-
eral, all results may assist in a better allocation of marketing resources. Resources can be used to emphasize or diminish
the origin, depending on whether the company is domestic or not. 

The limitation of this research is reflected in the fact that hypotheses are tested only within a certain context, i.e., they are
related only to consumers in the city of Novi Sad in Serbia. In addition, the sample size of respondents should be in-
creased and the sample structure must be taken into account, in the sense of proportional representation of respondents
from all categories. This limitation is also related to the manner of collecting the data on respondents. Using an electronic
questionnaire, we have eliminated the respondents who do not use computers, do not have an Internet access or are sim-
ply not informed about this method of data provision.

Discussion and Conclusion
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