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TeHIEeHITUN IOTPEOUTEIHLCKOT0 ITHOIIEHTPH3Ma,

aemMorpadudyeckue paKkTopsl U IpeanoyTreHue
OTe4yeCTBeHHOM npoaykuuu B Hurepuu

O.P. oHuu', A.M. OnanHue', Y.I.3. Canamn’

TocynapcTBeHHbIN yHUBEpCUTET WTaTa [enbta, r. Abpaka, Hurepus

AHHoTauusA. [loTpebuTenbCKuii STHOLEHTPU3M — 3TO COLMANbHO-NCMXONOrMYeCcKasn KOHLENLMA, COrMacHO KOTOPOW NoKynaTenu
OTAQIOT NPEANoYTEHNE OTEYECTBEHHDBIM, @ HE MMOPTHLIM TOBapaMm. PacTylasa nubepanv3auma MMPOBOI TOProBNY NPUBOAMT K
YCUNEHWIO AEMMUHIOBbIX TEHAEHLWI A8 BCEX MHOCTPAHHbIX TOBAPOB, MOCTaBNAeMbIX B HUurepmio. 310 CHxaeT NpoAau NpoaykK-
LM OTe4YeCTBEHHOrO NPOM3BOACTBA U, KaK ClIefCTBIE, HEeraTVBHO CKa3blBaeTCA Ha SKOHOMMKe CTpaHbl. B ctaTbe paccmaTpuBaet-
CA BANAHWE coumanbHo-aemorpaduuecknx GakTopoB U TeHAEHLUIA NOTPeBUTENBCKOrO STHOLIEHTPM3MA Ha peLleHne NoKynaTe-
neii 0 NPNOGPETEHUN OTEUECTBEHHbIX M3LeNUii (Ha NpUMepe pbiHKa 06yBM 1 CyMOK). MeTogonormyeckas 0CHOBa UCCNIeA0BaHNA
npefcTaBieHa Teopmeil CoLmnanbHoM MAEHTUYHOCTU. MHpopMaLmoHHyto 6a3y cocTaBunu AaHHble onpoca 391 pecnoHpeHTa 13
wecTn ropopaos wrata ensta (Hurepus). OT60p pecnoHAEHTOB OCYLLECTBAANCA C MOMOLLbIO METOLOB CTPATUGULMPOBAHHON
BbIBOPKM U MPOCTOrO CiyyaiiHoro ot6opa. [na aHanm3a NofyYeHHbIX JaHHbIX UCMONb30BanCA onucaTenbHbIl U MHbepeHLUranb-
HbI CTaTUCTUYECKNIA aHaNN3, BKTIOYAIOLLMIA YaCTOTHOE pacnpefeneHne, MHOXeCTBEHHYIO perpeccuio u AUCNepCcrOoHHbI aHanm3
ANOVA. CornacHo pe3ynbTaTaM MHOXECTBEHHOW perpeccuu, Ha BbIbop NoKynaTenAamMy OTe4eCTBEHHOTO NPOAYKTa NONOXUTENb-
HOe CTaTUCTUYECKUN 3HAUMMOE BIAHWE 0Ka3biBaloT TEHAEHL MM NOTPEOUTENBCKOrO STHOLEHTPK3MA M YPOBEHb 06pa3oBaHus, He-
raTMBHOE — pa3mep foxofa. IMCNepCMOHHbIN aHanM3 nokasar, YTo MyXUUH, NOXMAbIX FPaXAaH, Nofeil ¢ BbiCLLMM obpa3oBaHU-
€M 1 NNL, MMEIOLLMX BbICOKMNIA [OXOA, OTANYAET NOBbILEHHbIA YPOBEHb STHOLEHTPU3Ma B OTHOLLEHUW OTeYeCTBEHHbIX TOBapOB.
ABTOpPbI MOJYEPKMBAIOT, UTO ANA COXPAaHEHWA KOHKYPEHTHOrO NPEnMYyLLEeCTBa Hag MHOCTPAHHbIMI NPOU3BOANTENAMUN MECTHbIe
KOMMaHWK JOSKHbI YUYMTbIBaTh CreldrKy noTpebrTenbCkoro STHOLEHTPY3Ma B CBOUX MAaPKETUHIOBbIX CTPaTErusAXx.
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INTRODUCTION

The globalisation strategy of businesses across the
world has resulted in increased competition among
domestic and multinational firms in both foreign and
domestic markets. Owing to the greater availability
of foreign brands, consumers in virtually all countries
face an ever-expanding choice of purchase options.
Globalisation is due to factors such as advances in in-
formation and communication technologies, world-
wide investment, production and marketing, increases
in world travel and the growth of global media [Mak-
san, Kovacic, Cerjak, 2019]. Thus, globalisation of the
world economy has created enormous market oppor-
tunities for countries and industries to exploit [Thomas,
Singh, Ambady, 2020]. Furthermore, limited growth
potentials of firms, saturation of national markets and
government incentives are also significant stimuli that
motivate firms to expand internationally. As stated by
Kaynak and Kara [2002], due to increasing globalisa-
tion of business environment, target consumers are
more than ever exposed to a massive array of import-
ed products and brands that they are selecting from.
As a result, consumer decision-making in global mar-
kets has become progressively more complex across
all product categories. Therefore, there is a need for
marketing practitioners to understand the dynamics
affecting consumers’ evaluations of imports over do-
mestic products in cross-national settings. In Nigeria,
globalisation of world trade and continuous trade lib-
eralization have encouraged dumping of all manner of
imported products into the country thereby making
marketing of homemade goods very difficult [Eleboda,
Abiala, 2020]. Furthermore, the preference of Nigerians
for imported products as well as their negative atti-
tudes towards made-in-Nigeria goods have worsened
the business outlook for local manufacturers in com-
parison to their foreign counterparts [Ezeh et al., 2017].
According to Okechuku and Onyemah [1999], Nigerian
consumers have a negative image of the ‘Made in Ni-
geria’ label, thereby rating it lower than labels from
more developed countries.

Sumner [1906] cited by Balabanis and Siamagka
[2017], introduced the concept of ethnocentrism as the
view of things in which one’s own group is the centre of
everything, and all the others are scaled with reference
to it. The term “consumer ethnocentrism” represents
the beliefs held by American consumers about the ap-
propriateness, indeed morality, of purchasing foreign-
made products instead of domestic goods [Shimp,
Sharma, 1987]. Ethnocentric consumers believe that
purchasing imported products is wrong because it af-
fects the domestic economy, leading to loss of jobs
and economic strangulation. Sharma, Shimp and Shin
[1995], however, noted that consumer ethnocentrism
might inevitably lead to over-valuation of domestic
products and underestimation of imported goods.

Marketing Strategy and Practice

Studies have found ethnocentrism as an impor-
tant predictor of consumers’ preferences for domestic
goods rather than imports, and a better predictor of
purchase intention than demographic variables. While
research conducted in economically advanced nations
have revealed that consumers tend to prefer domes-
tic products over imports [Siagmaka, Balabanis, 2015;
He, Wang, 2015], the reverse is the case in developing
nations, where consumers perceive foreign products
to be of superior quality compared to their domestic
counterparts [Teo, Mohamad, Ramayah, 2011; Al Gani-
deh, Al Taee, 2012]. Although marketing research show
that many Nigerians still prefer imported goods, Chen-
do [2013] reported that Nigerian consumers would
show a high preference for some domestic products if
their quality is comparable to imports. The study, there-
fore, addresses the following research questions: What
impact do consumers’ethnocentric tendencies have on
buying decision of domestic goods? Do demographic
variables exert any influence on consumer purchase
decision of domestic goods? What is the extent of Ni-
gerian consumers’ ethnocentric tendencies (CET)? How
do CET vary among different demographic groups?
The specific objectives are: to determine the effect of
consumers’ ethnocentric tendencies and demographic
variables on purchase decision of domestic goods;
to determine the extent of ethnocentric tendencies
among Nigerian consumers; and to examine the roles
of demographic factors in determining the level of CET.

LITERATURE REVIEW

Consumer ethnocentrism (CE) is a cultural dimen-
sion that influences buyers’ attitudes to products and
brands. It refers to consumers’ardent preference for do-
mestic products and obvious dislike for imports [Balab-
anis, Diamantopoulos, 2004]. The term “consumer eth-
nocentrism” was introduced as a distinctive economic
form of ethnocentrism, which has practical marketing
implications in the field of consumer behaviour. It is
the belief of the consumers about the appropriateness,
and indeed morality, of purchasing imported goods
instead of domestic products. Thus, CE provides an in-
dividual a sense of identity and a feeling of belonging-
ness that translates to what purchase is acceptable or
unacceptable to the in-group [Shimp, Sharma, 1987].
Consumers with high ethnocentric tendencies are
prone to biased judgements by being more inclined to
adopt the positive aspects of local-made products and
discount the virtues of foreign-made products [Fakhar-
manesh, Miyandehi, 2013; Balabanis, Siamagka, 2017].
Therefore, they tend to purchase local products due
to patriotism and nationalistic inclinations, even if the
quality is inferior to and the price is higher than that
of imports [Balabanis et al., 2001; Nadiri, Tumer, 2010;
Siagmaka, Balabanis, 2015].
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Empirical review on consumer ethnocentrism. Trade
barriers have been dismantled due to globalisation of
trade and economic liberalisation in many countries of
the world. However, many firms still face a major chal-
lenge in gaining consumer acceptance for their prod-
ucts in many foreign markets. A study by Jain and Jain
[2013] in India on the influence of ethnocentrism and
its antecedents on consumer purchase behaviour to-
wards foreign goods used 400 consumers drawn from
different socio-cultural backgrounds residing in Delhi.
Owing to non-response and filling errors, only 304
copies of the questionnaire were appropriately filled
out and used for further analysis. The results revealed
that Delhi consumers exhibited a moderate level of
CET and there were significant differences among so-
cio-demographic factors. The authors recommended
strategies for international marketers to gain entry
into new markets and acceptance for their products
among different consumer segments.

Studying the influence of demographic factors on
consumer ethnocentrism in Pakistan, Aziz et al. [2014]
collected primary data from 427 consumers using a
self-administered questionnaire. The findings showed
that men, the elderly, low-income earners and people
with a high level of education appear to have higher
ethnocentric tendencies; while women, young peo-
ple, high-income earners and consumers with lower
educational status exhibit decreased levels of ethno-
centrism. Therefore, international marketers need to
consider consumer general socio-psychological fac-
tors and cultural affinities apart from the market size
as they formulate and implement their marketing
policies.

Lopez and Zunjur [2016] examined the influence
of consumer ethnocentrism on purchase intention of
foreign products in Pune, India. Using survey method,
a pre-tested questionnaire was administered to 148
respondents in different locations in Pune city (Pune
Camp, Kothrud, Aundh and Pimpri Chinchwad) to ob-
tain a representative sample. However, due to incom-
plete information and non-response, data analysis was
based on information obtained from 103 respondents.
The findings showed a negative and significant corre-
lation between consumer ethnocentrism and foreign
product purchase intention. Thus, consumers in Pune,
India exhibited high ethnocentric tendency towards
locally made goods and dislike for foreign products.

Bada and Onuoha [2018] studied the southwest re-
gion of Nigeria which is home to many businesses and
industries involved in both local goods production
and importation. The research involved 196 (109 males
and 87 females) undergraduates aged 20-40 from two
public universities in Nigeria. The study aimed to in-
vestigate the impact of customer loyalty, consumer
animosity and purchase intention on consumer eth-
nocentrism. The results indicated that the three con-

structs exhibited significant (p < 0.01) association with
CET. Among the demographic variables considered,
gender had no significant impact on consumer prefer-
ence for domestic products.

Kvasina, Crnjak-Karanovic and Tucak [2018] inter-
viewed 420 respondents living in the Split-Dalmatia
County, Croatia using a questionnaire based on the
CETSCALE measurement. The findings revealed that
higher educational status was significantly correlated
with higher ethnocentric tendencies, but age had an
indirect association with consumer ethnocentrism,
contrary to previous research.

Ejiofor, Anayo and Otika [2019] studied customer’
ethnocentrism and purchase intention of local wheat
flour using data obtained from the interview of 210
registered bakers in Anambra State, Nigeria in 2017.
Data were analysed using Pearson moment correla-
tion coefficient and multiple linear regression tech-
nique. The findings showed that price and availability
of goods were the major determinants of purchase
intention, but not ethnocentrism as consumer patri-
otism had no significant influence on consumers pur-
chase decision of home-grown wheat. Based on the
findings, the authors concluded that consumer ethno-
centrism can be employed in local wheat processing
to determine and predict consumer purchase inten-
tions of wheat flour. However, it is expected that local
producers should make their products readily avail-
able and try to manage the cost of production to be
competitive as foreign equivalents if they must enjoy
the patronage of bakers.

Kiriri [2019] carried out a study on consumer eth-
nocentrism and attitudes towards local products in
Kenya. Using 315 respondents drawn from adult cus-
tomers who live in Nairobi, the results indicated that
Kenyan consumers were not ethnocentric, although
they were concerned about the negative impact of
imported goods on the domestic economy, especial-
ly on unemployment. The author concluded that Ken-
yans had no special preference for domestic goods
compared to imported ones and hence displayed
xenocentrism, coupled with a minimal level of dis-
like for foreign goods. Furthermore, the respondents
have a low evaluation of Kenyan-made products in
terms of durability, quality, technological advance-
ment and value for money. Patriotism of Kenyans to-
wards domestic goods was low because they do not
support restrictions on the availability of imports in
the Kenyan market.

In their study on the effect of ethnocentrism and at-
titude towards foreign brands purchase decision of au-
tomobiles in India, Thomas, Singh and Ambady [2020]
used data drawn from a sample of 108 consumers. Data
were analysed using exploratory factor analysis, CART
technique and regression analysis. The findings imply
that ethnocentrism influences consumers’ attitudes,



which, in turn, affect their decision to purchase Indian-
made cars. The results of the study have practical impli-
cations for both domestic and international marketers
operating in the Indian market: the authors suggest
that domestic companies should employ patriotic and
nationalistic advertisement campaign by highlighting
the‘Made in India’ label, while foreign marketers focus
should be on technical qualities of their products rath
er than on the country-of-origin mantra.

RESEARCH METHODOLOGY

Researchers have developed conceptual frameworks
to study CE, the causes and possible consequenc-
es [Sharma, Shimp, Shin, 1995; Javalgi et al.,, 2005;
Shankarmahesh, 2006]. Thus, the conceptual model
for this study is modified from the works of Javalgi et
al. [2005] and Shankarmahesh [2006] who argue that
consumer ethnocentric tendencies do not develop in
isolation, but rather it is shaped by an array of socio-
psychological, economic and demographic anteced-
ents. In Figure, domestic goods purchase decision is
the dependent variable, to which five demographic
variables (age, gender, income and marital status, edu-
cational level) and CET are related. However, the model
requires the determination of CET of the sampled pop-
ulation. The computed CET values were then regressed
on domestic goods purchase decision alongside the
demographic variables.

Dsg;';srent Independent Variables
v
A 4 Consumers' Ethnocentric
Domestic h Tendencies
Goods T
;erigfs: ) Demographic Factors
Age.
Gender.
Education.
Income.
Marital status

Conceptual model for the study’
KonyenmyanoHas modensb uccnedosaHus

Research hypotheses

The following hypotheses formulated in their null
forms were tested in the study.

H1: Consumers’ ethnocentric tendencies have no
significant impact on purchase decision of domestic
goods.

H2: Demographic variables have no significant in-
fluence on domestic goods purchase decision.

H3: Nigerian consumers are not ethnocentric with
regard to the purchase of domestic products.

'Source: Modified from Javalgi et al. [2005] and Shankarmahesh
[2006].
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H4: Consumer ethnocentrism does not vary with
demographic characteristics.

A research design is the strategy for a study and the
plan by which the strategy is to be carried out, and it
specifies the methods and procedures for the collec-
tion, measurement, and analysis of data. In other words,
it is a detailed plan for the collection, measurement,
and analysis of data generated to answer the research
questions posed in the study [Sekaran, Bougie, 2016].
This study adopted descriptive and causal designs as a
structured questionnaire was administered to a cross-
section of consumers of shoes and bags among the
populace in urban centres of Delta State, Nigeria, from
whom data were generated. Data were used to estab-
lish a causal relationship between the dependent vari-
able and independent variables.

A structured questionnaire is the instrument for
data collection and is comprised of three sections,
A, B, and C. Section A dwelt on the socio-economic
factors of the respondents (7 questions); Section B is
the modified 10-item CETSCALE assessed on a 5-point
Likert scale with sores ranging from 10 to 50; while
Section C covers domestic purchase decision construct
(5 questions). Questionnaire items were adapted from
previous studies [Shimp, Sharma, 1987]. The respond-
ents were requested to mark their perceived choice/
response in Sections B and C on a 5-point Likert-type
scale, where (1) strongly disagree, (2) disagree, (3) un-
decided, (4) agree, and (5) strongly agree.

The target population of respondents is unknown;
therefore, the formula for calculating sample size for
large population with unknown variance was used to
arrive at a representative sample [Cochran, 1984].

2pq
e*

Ne = (1)

where ng is sample size; Z = 1.96 (the area under the nor-

mal curve corresponding to 95 % confidence level); p (un-

known variance in a large population assumed to be 0.5);

q =1 -p (the estimated proportion of an attribute that is

absent in the population); e (the level of precision at 5 %).
Arising from equation (1):

_ (1.9600.5(0.5)  0.9604
Mo = ""(0057 ~ 00025

= 384.16~385. (2)

Multi-stage sampling procedure was adopted to
draw a sample of 391 respondents. At the first stage,
2 towns were purposively selected from each of the
three senatorial districts to give 6 towns from which
sample elements were chosen. At the second stage,
450 copies of the research instrument were admin-
istered randomly at the rate of 75 per each of the six
towns (Asaba, Agbor, Warri, Ozoro, Ughelli, and Sapele).
Out of the 450 copies of the questinnaire administered,
401 were returned, giving a response rate of 89.1 %.
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However, only 391 that were appropriately filled were
used for statistical analyses as 10 copies were discard-
ed due to missing data. The survey was conducted be-
tween Tst August and 15th December, 2020.

Data generated from the survey were subjected
to descriptive and inferential statistical analyses to
achieve stated objectives and test the hypotheses. The
reliability and internal consistency of the constructs
were determined by Cronbach’s coefficient alpha on
a threshold of 0.7 [Nunnally, Bernstein, 1994; Hair et
al., 2014] while construct validity was established by
significant Pearson correlation coefficients between
construct statements and overall construct scores.
Normality test was also conducted on the data to en-
sure that the assumption of normal distribution was
not violated in order to carry out regression analysis
to determine the impact of the independent variables
on the dependent variable. IBM SPSS Statistics 22.0 for
Windows was used to analyse the data.

RESULTS AND DISCUSSION

The socio-economic characteristics of respondents
indicated that males were 44.8 %, while females
constituted 55.2 %. About 90 % of the consumers
are within the economically active age group with
a mean age of 41 years; 45.5 % of them are married,
32.5 % are single, while others are divorced or wid-
owed (Table 1). The educational level of respondents
was reasonably high as 71.6 % of them had diploma,
bachelor degrees or postgraduate degree certifi-
cates. The analysis further revealed that public and
private sector employees comprised 48.3 %, while
self-employed individuals accounted for 37.1 %. In-
come distribution is negatively skewed with income
of the majority (55.2 %) ranging from ¥20,000.00 to
N 60,050.00 (US$57.14-171.57) and a mean monthly
income of ¥70,201.39 (US$200.58).

The reliability and internal consistency of the con-
structs were assessed by Cronbach’s alpha. According
to Sekaran and Bougie [2016], the Cronbach’s alpha is
the most cited measure of reliability for a multi-item
scale with an acceptable cut-off point that is greater
than or equal to 0.70. The Cronbach’s alpha values are
0.826 for domestic goods purchase decision; 0.825 for
CET; and 0.829 for the research instrument. All values
exceeded the minimum acceptable threshold of 0.7
[Nunnally, Bernstein, 1994; Hair et al., 2014]. Construct
validity for CETSCALE and purchase decision were
examined using correlation analyses. The correla-
tion coefficient between all CETSCALE items and the
overall construct ranged from 0.134 to 0.471, while
the correlation coefficient between domestic goods
purchase decision construct and specified scale items
ranged between 0.27 and 0.41. All of them were statis-
tically significant, confirming construct validity among
the measurement scales.

Table 1 - Socio-economic characteristics of sampled consumers
(n=391)

Tabnuya 1 - CoyuanbHO-3KOHOMUYeCKUe XapakmepucmuKu
8bibopku (n=391)

o u
c -~
Parameter % g § 3
& e ==
X Male 175 448
()]
v Female 216 55.2 (Female)
a 25-34 117 29.9
v 5 |35-44 140 35.8
=)
< & | 45-54 g4 | 215 | Hlveer
55-64 50 12.8
Single 127 325
T4 Married 178 455
5 E Divorced 39 10.0 (Married)
= v | Widow 23 5.9
Widower 24 6.1
c Primary school (1) 42 10.7
2 < | Secondary school (2) 69 17.6 (HND /
O 3| Polytechnic/NCE (3) 115 29.4 First
é —'| HND / First Degree (4) 130 333 Degree)
Masters / Ph.D. (5) 35 9.0
20,000.00-60,050.00 216 55.2
g,\ 60,051.00-100,101.00 76 194
S #. 1 100,102.00-140,152.00 60 154 |¥§70,201.39
£ 140,153.00-180,203.00 21 54
180,204.00-220,254.00 18 4.6
Artisan 39 10.0
E Trader 55 14.1
; @ | Teacher 50 12.8 (Civil
2 E Civil servant 72 184 servant)
g—"" Self-employed 51 13.0
wi Private-sector employed 67 171
Retiree 57 14.6

Source: Computed from survey data, 2020.

The multiple regression analysis showed an adjust-
ed R? value of 0.61 indicating that 61 % of the variance
in purchase decision is explained jointly by all the inde-
pendent variables, age, sex, marital status, educational
status, income and consumers’ ethnocentric tenden-
cies (Table 2).

The Durbin-Watson statistic, an indicator of se-
rial correlation of errors is 1.64, and falls within the ac-
ceptable level [Ndubisi, Koo, 2006]. Furthermore, the
ANOVA panel shows that the regression model is sig-
nificant (Fg 384y = 102.269, p < 0.01), indicating that the
model fits the data well. Besides, there was no prob-
lem of multicolinearity among the variables as the
variance inflation factor (VIF) values ranged between
1.007 and 1.222, far less than the acceptable threshold
of 10 [Hair et al., 2014]. The results further indicated
that educational status, income and CET significantly
affected buying decision: while educational status and
CET were positive, income exerted an inverse effect.
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Table 2 - Regression results of determinants of domestic goods purchase decision
Tabnuya 2 - Pesynemamel pe2peccUuoHHO020 aHAAU3a 0emepMUHAHM peleHus 0 NOKYNKe mosapos MECIMH020 Npou380dcmsa

A. Model Summary®
Model | R R2 Adjusted g2 |, Std-Error Change Statistics Durbin-
of the Estimate | R2Change | FChange | dft | df2 |Sig.FChange | Watson
1 0.782 0.62 0.61 0.496 0.615 102.27 6 384 0.000 1.64
B. ANOVAP
Model Sum of Squares df Mean Square F Sig.
Regression 150.7 6 25.11 102.27 0.001b***
1 Residual 94.3 384 0.25
Total 2449 390
C. Coefficients®
Model Unstandardized Coefficients | Standardized Coefficients ) Sig. Collinearity Statistics
B Std. Error Beta Tolerance VIF
1 (Constant) 1.028 0.322 3.195 0.002
Age -0.004 0.002 -0.046 -1.413 0.159 0.951 1.052
Sex 0.022 0.068 0.010 0.320 0.749 0.945 1.058
Marital status -0.038 0.025 -0.048 -1.526 0.128 0.993 1.007
Education level 0.139 0.023 0.199 5.986 0.0071%*** 0.904 1.106
Income -3.760E-6 0.000 -0.423 -12.205 0.0071%*** 0.835 1.197
CET 0.741 0.063 0.415 11.848 0.0071%*** 0.818 1.222

a. Predictors: (Constant), Age, Sex, Maritstatus, Leveleduc, Income, CET.
b. Dependeent Variable: Consumer purchase decision. *** (p < 0.01); ** (p < 0.05).

Source: Computed from survey data, 2020.

The standardized beta coefficients show that income,
CET and educational level are the major predictors of
domestic goods purchase decision in that order. This
implies that a unit increase in CET and educational
level of the respondents will cause a 0.415 and 0.199
increase respectively in purchase decision of shoes
and bags, while a unit increase in income will depress
purchase decision by 0.423.

Consumers with a high level of ethnocentric ten-
dencies exhibit greater preference for domestic prod-
ucts, which is one of the reasons why they would buy
Nigerian-made products. This finding is in agreement
with that of Renko, Karanovic and Matic [2012] who
established that consumer ethnocentrism was found
to have a positive and significant influence on attitude
and purchase intention of local brands. Other studies
that support our findings are those of Ozden and Eser
[2019] in Turkey, and Karoui and Khemakhemb [2019]
who found that consumer ethnocentrism affects
positively and significantly the willingness of Tunisian
consumers to buy domestic products. Hence, H1 is re-
jected and it is concluded that consumers’ ethnocen-
tric tendencies have a significant impact on domestic
products purchase decision.

Educational level and income were the only de-
mographic variables that affected purchase decision
for domestic products. Highly educated individuals
tend to purchase certain products due to their in-

trinsic value and this will ultimately affect domestic
goods purchase decision. The results of the study are
consistent with the findings of Luu [2019] in Vietnam
where a unit increase in higher educational status
resulted in a 0.34 likelihood of buying domestic ap-
parels by highly educated consumers than their less
educated counterparts. However, consumption by
high-income earners is usually affected by their sta-
tus symbol and many would rather buy foreign shoes
and bags which they rate to be of higher quality than
locally manufactured products. The negative impact
of income on purchase decision can be attributed to
this, because as their disposable income increases,
their purchase of imported products increase com-
pared to domestic goods. Moreover, the negative re-
sponse of income to buying decision of locally made
products is high as a unit rise in income reduced the
probability of buying decision by 0.423. Thus, H2 is
rejected for educational level and income as both
variables exerted significant effects on purchase
decision; but it cannot be rejected for age, sex and
marital status.

Consumer Ethnocentric Tendencies and Demo-
graphic Factors

The descriptive statistical analysis revealed that con-
sumers in Delta State, Nigeria are ethnocentric with
a mean CET value of 4.02. Therefore, H3 is rejected, and
the alternative accepted that Nigerians are ethnocen-
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tric with respect to the purchase decision of shoes and
bags. Consumers within the age bracket of 55-64 ex-
hibited the highest level of CET with an average of 4.18,
while the youngest consumers had the least value of
3.95. Males also show higher CET (4.07) than women
(3.79). Ethnocentric tendencies appear to increase with
the educational level as Masters/Ph.D. degree holders
showed more preference for domestic goods with an
average CET value of 4.2, while primary school leavers
showed the least value (CET = 3.88). Similarly, high-
income earners were found to exhibit greater ethno-

centric tendencies than consumers in the low-income
group (Table 3). This implies that wealthier consumers
showed greater preference for Nigerian-made prod-
ucts than low-income earners.

The ANOVA results revealed that significant differ-
ences (p < 0.01) exist in the age, educational status
and income level of consumers, except type of em-
ployment (Table 4). Consequently, Tukey HSD Post-hoc
tests were conducted on each of the demographic fac-
tors in order to identify the groups where significant
differences occurred (Table 5).

Table 3 — Mean CET and groups of demographic variables

Tabnuya 3 - CpedHee 3Ha4eHUe NOKA3amesns meHOeHYUU NompedumesbCcKo20 SMHOUeHMpPU3Ma u 0emopaguyeckux nepeMeHHbIX

Variable N Mean Std. Deviation Std. Error
25-34 118 3.9466 0.45440 0.04183
Age 35-44 140 3.9675 0.41058 0.03470
45-54 83 41346 0.42131 0.04624
55-64 50 41818 0.43840 0.06200
Gender Male 175 4.0733 0.43065 0.02393
Female 216 3.7861 0.39876 0.04872
Primary School 42 3.8817 0.42117 0.06499
Secondary School 69 3.9828 0.46850 0.05640
Educational level ND / NCE 115 3.9461 0.42330 0.03947
HND / First Degree 130 41113 0.41024 0.03598
Masters / Ph.D. 35 4.2086 0.44694 0.07555
20,000.00-60,050.00 216 3.9573 0.45715 0.03034
60,051.00-100,101.00 76 4.0059 0.40143 0.04163
Income level (¥) 100,102.00-140,152.00 60 4.2185 0.31349 0.04347
140,153.00-180,203.00 21 4.2573 0.42551 0.12830
180,204.00-220,254.00 18 4.5450 0.21448 0.07583
Artisan 39 3.9190 0.40650 0.06509
Trader 55 4.0300 0.42237 0.05695
Civil Servant 50 4.0644 0.41063 0.05807
Employment status Self-employed 72 3.9949 0.47195 0.05562
Private-Sector employee 51 3.9794 0.40559 0.05679
Teacher 67 4.0827 0.47909 0.05853
Retiree 57 4.0628 0.43547 0.05768

Source: Computed from survey data, 2020.

Table 4 — ANOVA results of demographic factors and consumers’ ethnocentric tendencies
Tabnuya 4 - Pesynemamel mecma ANOVA demoepagpuyeckux nokazamersel u meHOeHyuli nompebumesbCKko20 SMmHOUeHmMpuU3Ma

Variable Sum of Squares df Mean Square F Sig.

Between groups 3414 3 1.138 6.153 0.0071%***
Age Within groups 71.563 387 0.185

Total 74.976 390

Between groups 3.850 4 0.962 5.223 0.007%***
Educational level Within groups 71.127 386 0.184

Total 74.976 390

Between groups 5.776 4 1.444 8.055 0.0071%**
Income level Within groups 69.200 386 0.179

Total 74.976 390

Between groups 0.993 6 0.165 0.859 0.525
Employment status Within groups 73.984 384 0.193

Total 74.976 390

*** Significant (p < 0.01).

Source: Computed from survey data, 2020.
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Table 5 — Results of Tukey HSD post hoc tests of differences in CET among demographic groups
Tabnuya 5 - Pe3ynemamel anocmepuopHeix mecmos ¢ HSD-kpumepuem Toioku 0715 onpedesieHus paznuduli
8 MeHOeHYUAX NompebumesnbCKo20 SMHOUeHmMpuU3Ma mexoy demozpaguyeckumu 2pynnamu

Dependent Variable: Consumers’ Ethnocentric Tendencies
Tukey HSD

Variable Groups Mean Difference Std. Error Sig.
25-34 45-54 -0.18797** 0.06160 0.013
Age Grou 55-64 -0.23519%** 0.07256 0.007
9 P 35-44 45-54 -0.16708** 0.05957 0.027
55-64 -0.21430** 0.07085 0.014
Primary School HND/First Degree -0.22964** 0.07619 0.023
Educational level Masters/Ph.D. -0.32690*** 0.09824 0.008
ND/NCE HND/First Degree -0.16522%* 0.05495 0.023
Masters/Ph.D. -0.26248** 0.08287 0.014
#¥20,000.00-60,050.00 N 100,102.00-140,152.00 -0.26115*** 0.06509 0.001
I G N 180,204.00-220,254.00 -0.58769*** 0.15231 0.001
necomefrouP | %60,051.00-100,101.00 ¥100,102.00-140,152.00 ~0.21255** 0.07332 0.032
N 180,204.00-220,254.00 -0.53909%** 0.15600 0.005

*** Mean difference is significant (p < 0.01); ** Mean difference is significant (p < 0.05).

Source: Computed from survey data, 2020.

Analysis of the post-hoc comparison revealed
significant variation in CET between respondents
aged 25-34 and those aged 45-54 and 55-64 years;
and also between those aged 35-44, and 45-54 and
55-64 years. The results imply that older people
are more ethnocentric than younger persons due
to their conservative nature and are likely more pa-
triotic [Sharma, Shimp, Shin, 1995]. Consequently,
their attitudes towards domestic products become
more favourable with increasing age. This find-
ing is supported by the works of Pentz, Terblanche
and Boshoff [2014] in South Africa, Schnettler et al.
[2017] in Chile, and Rakic, Rakic and Stanojevic
[2018] in Serbia who reported the likelihood of eth-
nocentric tendency to increase with consumer’s age.
CET values were also significantly different with re-
spect to educational levels, as the CET of Masters/
Ph.D. degree holders was significantly different from
primary and secondary school leavers and ND/NCE'
holders. Highly educated individuals have a bet-
ter understanding of possible harm unwarranted
consumption of imports can cause to the domestic
economy by way of unemployment and balance of
payment deficit. Thus, they are more able to differ-
entiate between imported substandard goods and
certified locally manufactured quality products than
less educated individuals. This finding is in accord-
ance with the study of Nadiri and Tumer [2010] in
North Cyprus where consumers’ with postgradu-
ate degree showed higher ethnocentric tendencies
than those with lower levels of education. Kvasina,
Crnjak-Karanovic and Tucak [2018] also reported
that more educated people expressed greater CET

"ND/NCE is National Diploma/National Certificate of Education.

in Croatia. However, Wanninayake and Chovancova
[2012] found less educated individuals to be more
ethnocentric in a study in the Czech Republic.

Turkey post-hoc tests indicated that respondents
in (N¥20,000-60,050) income group exhibited lower
ethnocentric tendencies than those in (¥100,102-
140,152) and (N 180,204-220,254) groups. The impli-
cation is that high-income earners show higher eth-
nocentric tendencies than those with relatively lesser
income. This finding is consistent with the report of
Gasevic, Tomasevic and Vranjes [2017] in Serbia where
CET showed a direct association with the level of in-
come. The eventual purchase of domestic goods does
not necessarily depend on the income class of the indi-
vidual, but rather on the consumers’ evaluation of the
products. Thus, if majority of high-income earners have
adjudged locally manufactured shoes and bags more
durable and give value for money, their propensity to
purchase them will be higher. Furthermore, if domestic
goods are of comparable quality as imports, rational
consumers would prefer to buy the local products be-
cause it would reduce unemployment in the economy
[Acikdilli, Ziemnowicz, Bahhouth, 2018].

The independent sample t-test of differences in CET
between genders shows that males are more ethno-
centric than females (Table 6).

Although previous studies have reported that wom-
en are more conservative and more conformist than
men and thus are likely to exhibit greater ethnocentric
tendencies [Bawa, 2004], this study has found other-
wise. Many Nigerian women have an ardent preference
for foreign shoes and bags which they evaluate to be
of better quality and more durable, hence the low level
of CET is exhibited by them in this study. Furthermore,
many women perceive ownership of imported shoes
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Table 6 - Independent sample t-test of differences in CET between male and female respondents

Tabnuya 6 - Kpumeputi CmerooeHma npu onpedesieHuu pasnuyuii

8 meHaeHuu;ax nompe6umeanKoeo SMHoyeHmpu3ma c y4yemom nosaa pecnOHaeHmoe

Parameter Gender N Mean Std. Deviation [ Mean Difference t-value Sig (2-tailed)
Male 175 4.07 0.431 0.28715 5.03 0.0071%***
Ethnocentric tendency
Female 216 3.79 0.399

*** Mean difference is significant (p < 0.01).
Source: Computed from survey data, 2020.

and bags as a social symbol, and thus would rather buy
them instead of purchasing their domestic counter-
parts. This finding agrees with the reports of Aziz et al.
[2014] in Pakistan and Gasevic, Tomasevic and Vranjes

[2017]in Serbia. Arising from the results of ANOVA and

independent sample t-test, H4 is rejected as significant

variation in consumer ethnocentrism existed in age,
gender, educational level and income. However, em-
ployment status of consumers did not affect their level

of ethnocentric tendencies.

CONCLUSION

The study has examined the effects of demographic
factors and consumers’ethnocentric tendencies on the
purchase decision of Nigerian-made goods. The find-
ings showed that CET and educational status exerted
significant and positive effects on the decision to buy
domestically manufactured shoes and bags in Nigeria,
while consumer income had a negative impact. In the

age of globalisation and trade liberalisation, with huge
balance of trade deficits among developing nations,
the concept of consumer’s ethnocentrism could be
promoted to encourage import-substitution develop-
ment strategy. Given that the study has found demo-
graphic factors such as age, gender, educational status
and income as significant antecedents of consumers’
ethnocentrism, such variables can form the basis to tar-
get market segments which domestic producers can
use by associating their goods with national symbols
and using patriotic messages. Therefore, the authors
recommend that local manufacturers must factor the
concept of consumer ethnocentrism into their market-
ing strategies in order to maintain competitive advan-
tage over foreign competition with regard to specified
products. Domestic firms can achieve this by ensuring
that their products continually address consumers'’
core values of quality, reliability and durability. m
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