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Introduction
Globalisation has resulted in increased movement of goods and services across national 
boundaries. Consequently, consumers all over the world have had more access to various products 
from other countries than ever before. This development has paved the way for increased global 
competition among firms (Chowdhury 2013; Tsai, Yoo & Lee 2013). The global poultry industry 
has not been spared from this phenomenon. The sector has witnessed a massive movement of 
products across national boundaries. Consumers are now faced with a variety of products – 
domestic and foreign – from which to make a choice. Likewise, the global poultry sector has 
become very competitive (Jez, Beaumont & Magdelaine 2011). The need to survive in this 
international competitive environment has spurred firms to increase their focus towards 
understanding the behaviour of consumers in target markets, paying particular attention to 
consumer ethnocentrism (Chowdhury 2013; Tsai et al. 2013). An understanding of the behaviour 
of consumers in foreign markets is particularly important in that it helps marketers to design 
effective marketing strategies.

Consumer ethnocentrism is referred to as the beliefs of consumers about whether it is appropriate 
and moral or not to purchase foreign made products (Pennanen, Luomala & Solovjova 2017; Shimp 
& Sharma 1987). It is largely agreed in international marketing literature that consumer ethnocentrism 
negatively influences consumer attitude and purchase intention towards imported products 
(Balabanis & Siamagka 2017). As such, the success of international business in a particular foreign 

Orientation: The study focused on the application of a model of consumer ethnocentrism in 
Zimbabwe, a developing country.

Research purpose: The study sought to determine the effect of consumer ethnocentrism on 
consumer attitude, to determine the effect of consumer attitude on purchase intention and to 
establish the moderating effects of gender, age, education, income, ethnic grouping and city of 
residence on the effect of consumer ethnocentrism on consumer attitude.

Motivation for the study: Research on consumer ethnocentrism in developing countries is 
still in its infancy. There is a need to conduct more research on consumer ethnocentrism in 
developing countries in order to enhance an understanding of this important construct in 
international marketing.

Research design, approach and method: The study uses a cross section of 289 consumers from 
Harare and Bulawayo, the two largest cities in Zimbabwe. Structural equation modelling and 
moderated regression analysis were conducted to test the research hypotheses.

Main findings: The study found that consumer ethnocentrism has a negative effect on 
consumer attitude, and consumer attitude has a positive effect on purchase intention. None of 
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countries instead of exporting.
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market essentially depends on the extent to which consumers 
are ethnocentric, that is, how foreign made products are 
accepted in a foreign market. Accordingly, consumer 
ethnocentrism is particularly important in international 
marketing as it influences the extent to which consumers 
accept foreign made products (Savitha & Dhivya 2017).

The construct of consumer ethnocentrism has received 
considerable attention among marketing practitioners 
and  researchers (Bandara & Miloslava 2012; Chowdhury 
2013). However, research on consumer ethnocentrism in 
developing countries is still in its infancy. As such, there is a 
need to conduct more research on consumer ethnocentrism 
in developing countries in order to enhance an understanding 
of this important construct in international marketing 
practice and research (Chowdhury 2013). Developing and 
emerging economies offer great international business 
opportunities (Pentz, Terblanche & Boshoff 2013, 2017).

This study was a logical progression from the study by 
Makanyeza and Du Toit (2016) that assessed the reliability, 
validity and dimensionality of the Consumer Ethnocentric 
Tendencies Scale (CETSCALE; see Shimp & Sharma 1987) 
in  a developing market. Thus, the present study sought to 
contribute to the existing literature on consumer behaviour 
and international marketing by applying a consumer 
ethnocentrism model in Zimbabwe, a developing country. 
The model integrates consumer ethnocentrism, attitude, 
purchase intention and consumers’ demographic variables. 
There is a shortage of studies that have addressed the effect 
of consumers’ demographics on the relationship between 
consumer ethnocentrism and consumer attitude. The bulk of 
studies that have attempted to do so have only focused on 
the influence of consumers’ demographics on consumer 
ethnocentrism (Balabanis, Mueller & Melewar 2002; Bawa 
2004; De Ruyter, Van Birgelen & Wetzels 1998; Hamelin, 
Ellouzi & Canterbury 2011; Jain & Jain 2013; Javalgi et al. 
2005; Kamaruddin, Mokhlis & Othman 2002; Mangnale, 
Potluri & Degufu 2011; Orth & Firbasová 2003; Supphellen & 
Ritternburg 2001; Teo, Mohamad & Ramayah 2011; Thelen, 
Ford & Honeycutt 2006; Vida & Damjan 2001).

The objectives of the study are threefold. The first objective 
sought to determine the effect of consumer ethnocentrism 
on consumer attitude towards imported poultry meat 
products. The second objective was to determine the effect 
of  consumer attitude on purchase intention towards 
imported poultry meat products. The third objective was to 
establish the moderating effects of consumers’ demographics 
(gender,  age, education, income, ethnic grouping and city 
of  residence) on the effect of consumer ethnocentrism on 
consumer attitude.

Imported poultry meat products and Zimbabwe were 
chosen because of developments in the poultry sector in that 
country. In this study, the term poultry products refers to 
fresh packaged whole chicken or chicken cuts, and processed 
and packaged chicken cuts. There has been a marked 
increase of imported poultry meat products into Zimbabwe. 

The  products are predominantly from Brazil, South Africa 
and the USA. This trend started in 2009 soon after Zimbabwe 
had adopted a multicurrency system (Irvine’s 2012). While 
this has intensified competition within the local market, 
consumers experienced an increased range of products from 
which to choose. The need to have a good understanding of 
the behaviour of consumers with regard to imported 
products in such an environment is therefore imperative.

Literature review
Consumer ethnocentrism
Marketers have always been concerned with the influence of 
the foreignness of a product on consumers’ product choices 
(Balabanis & Siamagka 2017). Shimp and Sharma (1987) 
introduced the concept of consumer ethnocentrism, adapting 
it from Sumner’s (1906) general concept of ethnocentrism. 
Consumer ethnocentrism refers to the beliefs of consumers 
about the appropriateness and morality of purchasing foreign 
made products (Shimp & Sharma 1987). It is concerned 
with  biases that individuals have towards locally made or 
locally produced products. Consumer ethnocentrism makes 
consumers believe in the superiority of locally made products 
and to believe in the inferiority of foreign made products 
(Pennanen et al. 2017). Consumers who are ethnocentric view 
purchasing foreign products as inappropriate. They argue 
that doing so is unpatriotic, hurts the domestic economy 
and also results in locals losing their jobs. By contrast, non-
ethnocentric consumers are likely to consider the actual 
product attributes or other emotional associations such as 
nostalgic attachment to a brand or love for the brand 
(Chowdhury 2013). Thus, consumer ethnocentrism reflects 
an individual’s sense of identity and motivates the feeling 
of  belongingness. As a result, consumer ethnocentrism 
informs consumers of acceptable or unacceptable purchase 
behaviour within a group (Shimp & Sharma 1987).

Consumer attitude and purchase intention
Consumer attitude refers to an inclination to behave in a 
consistently favourable or unfavourable manner towards a 
given object (Schiffman, Kanuk & Kumar 2010; Solomon 
2010). The word ‘object’ represents such things as products, 
product categories, brands, places, stores or promotions 
(Schiffman et al. 2010). Similarly, consumer attitude is 
concerned with the general evaluation or judgement that 
people make with respect to products, brands, places or 
stores. Consumers who like a product are said to have 
favourable attitudes towards that particular product, while 
those who dislike a product have unfavourable attitudes 
towards the product (Solomon 2010).

The basic model of consumer attitude is the tri-component 
model. This model stipulates that attitude encompasses 
three  components, namely cognition, affect and conation 
(Solomon 2010). Cognition describes the beliefs of consumers. 
Consumers believe that consuming a particular product is 
likely to result in a defined outcome. Thus, consumer beliefs 
are representative of the attributes that consumers ascribe to 
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that product. Affect is concerned with consumers’ feelings or 
emotions towards a brand or product. As such, the affective 
component is often referred to as the ‘overall brand evaluation’. 
This implies that, among the three components, only affect 
comprehensively explains consumer attitude. Consumer 
beliefs are multidimensional in the sense that they explain 
various attributes that consumers ascribe to an object. On the 
other hand, consumer feelings are one-dimensional because 
they depict the consumer’s general inclination towards the 
product or brand. Therefore, consumer beliefs are relevant to 
the extent that they explain product or brand evaluations, 
which in turn are the basic determinants of behavioural 
intentions. This implies that brand beliefs inform brand 
evaluations. Conation refers to the intention to buy, that is, 
behavioural intention or purchase intention. It represents the 
tendency of consumers to behave in a certain way regarding a 
particular object. In some cases, the purchase intention may 
represent the behaviour itself. However, consumers may 
purchase products regardless of their feelings or emotional 
attachment to the products (Schiffman et al. 2010).

It is generally agreed that consumer attitude influences 
what consumers do (Argyriou & Melewar 2011; Blackwell, 
Miniard & Engel 2006). Similarly, Akar and Topçu (2011) 
submit that a positive attitude towards a product or brand 
is  most likely to influence an individual to use it. This is 
consistent with the Theory of Planned Behaviour by Ajzen 
(1988). The Theory of Planned Behaviour suggests that 
intention to perform behaviour predicts the behaviour. Thus, 
a complete understanding of consumer attitude towards 
imported products is critical in four main ways. Firstly, such 
understanding enables segmentation of markets. Secondly, 
it enables the development of new product offerings. Thirdly, 
it informs the crafting of winning promotional strategies. 
Fourthly, consumer attitude can be used to predict the 
behaviour of consumers in the marketplace (Assael 2004; 
Wilcock et al. 2004).

Demographics
Chowdhury (2013) recognises that consumers’ demographic 
characteristics could play a vital role in influencing the 
behaviour of consumers. Demographic variables such as 
gender, age, education and income are some of the critical 
variables that are used to segment markets (Solomon 2010). 
As such, it is critical to understand how consumer behaviour 
is subject to demographic characteristics of the consumer 
(Chowdhury 2013; Schiffman et al. 2010).

Development of research 
hypotheses and research model
The general agreement in literature is that consumer 
ethnocentrism leads to negative consumer attitude towards 
foreign made products (Bandara & Miloslava 2012; Pentz 
et al. 2017; Schiffman et al. 2010; Shimp & Sharma 1987). Many 
studies in both developed and developing countries have 
reported that consumer ethnocentrism negatively influences 
consumer attitude towards foreign products (Durvasula & 

Lysonski 2006; Makanyeza & Du Toit 2016; Moon 2004; Pentz 
2011; Ranjbarian, Rojuee & Mirzaei 2010; Shankarmahesh 
2006; Supphellen & Ritternburg 2001; Vida & Damjan 2001). 
In this case, it was plausible to posit that:

H1:	 Consumer ethnocentrism has a negative effect on consumer 
attitude towards imported poultry meat products.

The consensus among scholars is that a favourable consumer 
attitude towards a product supports the intention to purchase 
the product (Argyriou & Melewar 2011; Blackwell et al. 2006; 
Savitha & Dhivya 2017; Schiffman et al. 2010). Consumer 
attitudes manifest through what consumers say or do 
(Schiffman et al. 2010). Therefore, consumers who like a 
product are said to have favourable attitudes towards that 
particular product, while those who dislike a product have 
unfavourable attitudes towards that product (Blackwell et al. 
2006). Similarly, Akar and Topçu (2011) found that an 
individual with a positive attitude towards a product or 
brand is more likely to use the product or brand. In the same 
vein, Argyriou and Melewar (2011) posit that positive 
consumer attitude drives consumers to buy a particular 
product or brand. Therefore, it was hypothesised that:

H2:	 Positive consumer attitude positively influences the purchase 
intention regarding imported poultry meat products.

Research reports mixed findings on the effects of 
demographics on consumer ethnocentrism (Jain & Jain 2013; 
Javalgi et al. 2005; Mangnale et al. 2011; Pennanen et al. 2017; 
Supphellen & Ritternburg 2001; Thelen et al. 2006; Vida & 
Damjan 2001) and that results differ from country to country 
(Balabanis et al. 2002). A study of food consumers in Russia 
established that the characteristics of consumers do not 
influence consumers’ ethnocentrism even though past 
research suggested otherwise (Pennanen et al. 2017). A study 
of Indian consumers by Jain and Jain (2013) found a positive 
relationship between age and consumer ethnocentrism. The 
same study reported that consumer ethnocentrism was not 
influenced by gender, education and income. In Morocco, a 
study found a positive association between age and consumer 
ethnocentrism while income was negatively correlated with 
consumer ethnocentrism (Hamelin et al. 2011). An Ethiopian 
study by Mangnale et al. (2011) reported that men were less 
ethnocentric than women. However, consumer ethnocentrism 
in Ethiopia was not influenced by age, education and income. 
In Russia, education and income were reported not to have 
a  significant influence on consumer ethnocentrism (Thelen 
et  al. 2006). A study of French consumers by Javalgi et al. 
(2005) found that women and older consumers were more 
ethnocentric than men and younger consumers, respectively. 
The study found no significant effects of education and 
income on consumer ethnocentrism in France. A study by 
Balabanis et al. (2002) of consumers in the Czech Republic 
and Turkey reported mixed findings. In Turkey, it was found 
that females and older consumers were more ethnocentric 
than their counterparts, while in the Czech Republic, the 
study found that gender and age did not influence consumer 
ethnocentrism. In both the Czech Republic and Turkey, 
education did not influence consumer ethnocentrism 
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(Balabanis et al. 2002). In Poland, age and income correlated, 
respectively, positively and negatively with consumer 
ethnocentrism while consumer ethnocentrism was not 
influenced by gender (Supphellen & Ritternburg 2001). In 
Slovenia, income and gender did not significantly influence 
consumer ethnocentrism (Vida & Damjan 2001). Therefore, 
the following hypotheses were posited:

H3a:	 The effect of consumer ethnocentrism on consumer attitude will 
be stronger for female than for male consumers.

H3b:	 The effect of consumer ethnocentrism on consumer attitude will 
be stronger for older than for younger consumers.

H3c:	 The effect of consumer ethnocentrism on consumer attitude 
will be stronger for less educated than for better-educated 
consumers.

H3d:	 The effect of consumer ethnocentrism on consumer attitude will 
be stronger for low-income than for high-income consumers.

A study of wealthy college students in a coastal port city in 
northern China reported interesting findings (Parker, Haytko 
& Hermans 2011). The study found that the wealthy students 
had low consumer ethnocentric tendencies and held little 
animosity towards products from the USA. This suggests 
that wealthy consumers are more likely to embrace imported 
products than their low-income counterparts. As such, 
consumers in Harare, the largest and capital city of Zimbabwe, 
were expected to be wealthier and less ethnocentric than 
consumers in Bulawayo, the second largest city in Zimbabwe. 
The majority of consumers in Harare and Bulawayo are of 
Shona and Ndebele origin, respectively. Consumers of Shona 
origin, by virtue of staying in Harare, were expected to be 
less ethnocentric than consumers in Bulawayo. Drawing 
insights from this discussion, it was conceivable to 
hypothesise that:

H3e:	 The effect of consumer ethnocentrism on consumer attitude will 
be stronger for Ndebele consumers than for Shona consumers.

H3f:	 The effect of consumer ethnocentrism on consumer attitude 
will be stronger for consumers in Bulawayo than for consumers 
Harare.

Based on the foregoing hypothesised relationships, the 
research model is shown in Figure 1.

Research methodology
Instrument design and measures
The questionnaire was divided into four sections, namely 
consumer ethnocentrism (ETHN), attitude (ATTI), purchase 
intention (INTN) and demographic characteristics of the 
respondents. Demographic variables included gender, age, 
education, income, ethnic grouping and city of residence.

Measurement of consumer ethnocentrism was based on Shimp 
and Sharma’s (1987) CETSCALE, which was adjusted to 14 
items following the findings by Makanyeza and Du Toit (2016) 
in Zimbabwe (see Appendix 1). All items for this scale were 
measured using a seven-point Likert-type scale. The scale was 
anchored by 1 = strongly disagree and 7 = strongly agree.

According to the tri-component attitude model, attitude is 
made up of three elements, namely beliefs, feelings and 
intention to purchase (Schiffman et al. 2010). However, 
consumer attitude has been measured differently from one 
study to the other. In some cases, the components of consumer 
attitude have been measured in isolation while in other cases 
they have been measured in combination (Bruner, Hensel & 
James 2005; Makanyeza & Du Toit 2016). In the present study, 
consumer attitude was operationalised as beliefs and feelings, 
while purchase intentions were measured on their own. This 
decision was based on previous related studies that treated 
purchase intention as a separate construct influenced by 
consumer attitude (Javalgi et al. 2005; Moon 2004; Pentz 2011; 
Ranjbarian et al. 2010; Shankarmahesh 2006; Supphellen & 
Ritternburg 2001; Vida & Damjan 2001). To this end, 10 items 
(5 each for beliefs and feelings) were used to measure consumer 
attitude (see Appendix 2), while 5 items were used to measure 
purchase intention (see Appendix 3). The items used to 
measure attitude and purchase intention were derived from 
Assael (2004), Brewer and Rojas (2008), Bruner et al. (2005), 
Groom (1990), Northcutt (2009), Schiffman et al. (2010) and 
Solomon (2002). The items for attitude and purchase intention 
were reworded to suit this study. Items for attitude and 
purchase intention were also measured using a seven-point 
Likert-type scale. The scale was also anchored by 1 = strongly 
disagree and 7 = strongly agree (see Appendices 2 and 3).

Sampling and data collection
The sample comprised 289 consumers who were surveyed 
in  Harare and Bulawayo. These are the first and second 
largest cities in Zimbabwe, respectively. An interviewer-
administered questionnaire was used. Consumers were 
intercepted as they walked out of main supermarkets. 
Table  1 presents a description of the sample.

As shown in Table 1, there were slightly more women (54.7%) 
than men (45.3%). The majority of the respondents (94.8%) 
were aged between 20 and 49. This suggests that consumers 
aged beyond 59 were underrepresented in the study. This is 
in line with the general population distribution in Zimbabwe 
which shows the majority (79%) of the population as aged 
between 21 and 59 (FinScope 2011). In terms of the highest 

Consumer
demographics
a. Gender
b. Age
c. Educa
on
d. Income
e. Ethnic grouping
f. City of residence

H3a-f

H1 H2

Purchase inten
on
towards imported

products

A�tude towards
imported products

Consumer
ethocentrism

Source: Authors’ own work

FIGURE 1: Research model.
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level of education attained, the sample was dominated by 
consumers with diplomas and bachelor’s degrees (65.1%). 
The majority of the respondents (71.3%) earned less than 
US$1000 per month. There were more people of Shona 
(80.6%) than of Ndebele (19.4%) origin. More respondents 
were from the city of Harare (59.2%) than from the city of 
Bulawayo (40.8%).

Analysis and results
Construct validity
Measurement model fit indices, composite reliability 
(CRα),  standardised factor loadings (λ), critical ratios, 
average  variance extracted (AVEs), squared inter-construct 
correlations (SICs) and Harman’s single factor test (see 
Podsakoff et al. 2003) were used to assess construct validity. 
Results showed that there was adequate construct validity.

The model fit indices considered were Chi-square/DF 
(χ2/DF), Goodness of Fit Index (GFI), Adjusted Goodness of 
Fit Index (AGFI), Normed Fit Index (NFI), Tucker–Lewis 
Index (TLI), Comparative Fit Index (CFI) and root mean 
square error of approximation (RMSEA). Results showed 
a fair fit of data to the measurement model (χ2/DF = 1.456; 
GFI = 0.898; AGFI = 0.879; NFI = 0.913; TLI = 0.938; CFI = 0.948; 
RMSEA = 0.049). Hooper, Coughlan and Mullen (2008) and 
Reisinger and Mavondo (2007) suggest that χ2/DF should be 

less than 3, and the values of GFI, AGFI, NFI, TLI and CFI 
should be close to 1 while RMSEA should range between 
0.05 and 0.10 for a model to be accepted. In order to improve 
the model fit, standardised factor loadings were assessed 
to  determine whether or not some items were below the 
cut-off point of 0.6 (Bagozzi & Yi 1988). Five items from 
the  CETSCALE (ETHN1, ETHN2, ETHN3, ETHN10 and 
ETHN13) and three items from the consumer attitude scale 
(ATTI5, ATTI7 and ATTI10) had standardised factor loadings 
less than 0.6. Hence, these items were eliminated from further 
analysis. The subsequent measurement model had a good fit 
(χ2/DF = 1.459; GFI = 0.931; AGFI = 0.918; NFI = 0.956; TLI = 
0.971; CFI = 0.983; RMSEA = 0.057).

As shown in Table 2, composite reliability coefficients (CRα) 
for the three constructs were above the minimum cut-off 
point of 0.7 (Nunnally 1978). All standardised factor loadings 
were significant (p < 0.001) and above the minimum cut-off 
point of 0.6 (Bagozzi & Yi 1988). All critical ratios were 
significant (p < 0.001) and large (> 2) (Segars 1997). All average 
variances extracted were above the minimum cut-off point of 
0.5 (Bagozzi & Yi 1988; Fornell & Larcker 1981; Segars 1997).

To assess discriminant validity, AVEs were compared with 
SICs. Results showed that there was discriminant validity 
among the constructs. As shown in Table 3, all AVEs were 

TABLE 1: Profile of the sample.
Description Frequency %

Gender
 Male 131 45.3
 Female 158 54.7
Age
 18–19 4 1.4
 20–24 54 18.7
 25–29 78 27.0
 30–39 86 29.8
 40–49 56 19.4
 50–59 11 3.8
Highest level of education
 Grade 7 1 0.3
 ZJC 17 5.9
 O-Level 21 7.3
 A-Level 32 11.1
 Diploma 91 31.5
 Bachelor’s 97 33.6
 Master’s 26 9.0
 Doctoral 4 1.4
Monthly gross income (USD)
 Less than 500 121 41.9
 500–999 85 29.4
 1000–1499 51 17.6
 1500–1999 15 5.2
 2000+ 17 5.9
Ethnic grouping
 Shona 233 80.6
 Ndebele 56 19.4
City of residence
 Harare 171 59.2
 Bulawayo 118 40.8

Source: Authors’ own work

TABLE 2: Item mean and standard deviation, standardised factor loading, critical 
ratio, composite reliability and average variance extracted.
Construct Item M SD λ CR CRα AVE

Consumer 
ethnocentrism

ETHN4 4.190 2.077 0.639 - 0.965 0.716
ETHN5 4.850 1.958 0.772 12.598*
ETHN6 4.670 1.970 0.833 13.104*
ETHN7 5.200 1.869 0.804 11.527*
ETHN8 5.030 1.886 0.833 11.750*
ETHN9 4.970 1.806 0.715 10.470*
ETHN11 4.170 1.985 0.668 9.817*
ETHN12 4.990 1.861 0.711 9.734*
ETHN14 4.560 1.938 0.775 11.129*

Consumer 
attitude

ATTI1 2.180 1.563 0.704 - 0.901 0.703
ATTI2 2.110 1.396 0.676 11.835*
ATTI3 2.380 1.566 0.778 11.438*
ATTI4 2.420 1.460 0.694 10.255*
ATTI6 2.440 1.406 0.781 10.989*
ATTI8 2.270 1.489 0.673 9.506*
ATTI9 2.690 1.639 0.750 10.343*

Purchase 
intention

INTN1 2.030 1.449 0.785 - 0.924 0.709
INTN2 1.970 1.348 0.761 17.850*
INTN3 2.120 1.492 0.780 13.882*
INTN4 2.400 1.592 0.873 14.723*
INTN5 2.150 1.443 0.834 14.988*

Source: Authors’ own work
M, mean; SD, standard deviation; λ, standardised factor loading; CR, critical ratio; CRα, 
composite reliability; AVE, average variance extracted. *, Denotes p < 0.001.

TABLE 3: Construct mean and standard deviation, average variance extracted 
and squared inter-construct correlation.
Construct M SD ETHN ATTI INTN

Consumer ethnocentrism (ETHN) 4.901 1.861 0.716 - -
Consumer attitude (ATTI) 2.356 1.503 0.182 0.703 -
Purchase intention (INTN) 2.134 1.465 0.247 0.682 0.709

Source: Authors’ own work
Diagonal elements in bold represent average variance extracted.
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greater than the corresponding SICs (Fornell & Larcker 
1981; Segars 1997).

Common method bias could be a problem where data were 
collected from a single informant using the same survey 
instrument (Heinrichs et al. 2016). As such, Harman’s single 
factor test was applied to determine whether there was a 
single factor accounting for more than 50% of the total 
variance. All items for the constructs were included in factor 
analysis but with the fixed number of factors set at 1. Results 
showed that only 40.929% of the variance was explained by 
the single factor. This suggests that common method bias 
was not present in this study (Wu 2013).

Testing hypotheses
Structural equation modelling was used to test H1 and H2. 
Results showed a good fit of data to the structural model: 
χ2/DF = 1.467; GFI = 0.943; AGFI = 0.921; NFI = 0.948; 
TLI  =  0.969; CFI = 0.979; RMSEA = 0.058 (Hooper et al. 
2008; Reisinger & Mavondo 2007). Results of H1 and 
H2 testing are presented in Table 4.

Results indicated in Table 4 show that, in this study, consumer 
ethnocentrism negatively influenced consumer attitude 
towards imported poultry meat products. Therefore, H1 
is  supported. Consumer attitude was found to influence 
purchase intention positively towards imported poultry 
meat products. H2 is, therefore, supported.

Moderated regression analysis was used to test H3a, H3b, 
H3c, H3d, H3e and H3f. In the regression model, consumer 
ethnocentrism, gender, age, education, income, ethnic 
grouping, city of residence and interaction terms, namely 
consumer ethnocentrism × gender, consumer ethnocentrism 
× age, consumer ethnocentrism × education, consumer 
ethnocentrism × income, consumer ethnocentrism × ethnicity 
and consumer ethnocentrism × city of residence, were used 
as predictors of consumer attitude. Results of the moderated 
multiple regression analysis are presented in Table 5.

Results indicated in Table 5 show that none of the interaction 
terms, namely consumer ethnocentrism × gender, consumer 
ethnocentrism × age, consumer ethnocentrism × education, 
consumer ethnocentrism × income, consumer ethnocentrism 
× ethnicity and consumer ethnocentrism × city of residence, 
significantly predicted consumer attitude (p > 0.05). This 
implies that, in this study, gender, age, education, income, 
ethnic grouping and city of residence did not moderate the 
effect of consumer ethnocentrism on consumer attitude 
towards imported poultry meat products. Therefore, H3a, 
H3b, H3c, H3d, H3e and H3f are not supported.

Discussion and implications
The study sought to determine the effect of consumer 
ethnocentrism on consumer attitude towards imported 
poultry meat products, to determine the effect of consumer 
attitude on purchase intention towards imported poultry 
meat products and to establish the moderating effects of 
consumers’ demographics (gender, age, education, income, 
ethnic grouping and city of residence) on the effect of 
consumer ethnocentrism on consumer attitude. The study 
found that consumer ethnocentrism negatively influenced 
consumer attitude towards imported poultry meat products 
and that consumer attitude had a positive effect on purchase 
intention towards imported poultry meat products. In this 
study, none of the demographic variables had a significant 
moderating effect on the relationship between consumer 
ethnocentrism and consumer attitude. These findings have 
implications for theory, management and future research.

Implications for theory
The study revealed that, in this study, consumer ethnocentrism 
negatively influenced consumer attitude towards foreign 
made products. This implies that ethnocentric consumers 
had unfavourable attitudes towards imported poultry meat 
products while less ethnocentric consumers had favourable 
attitudes towards imported poultry meat products. This 
finding extends the growing body of consumer behaviour 
and international marketing literature, which suggests that 
consumer ethnocentrism has a negative effect on consumer 
attitude towards imported products (Balabanis & Siamagka 
2017; Savitha & Dhivya 2017).

As hypothesised, consumer attitude positively influenced 
purchase intention towards imported poultry meat products. 

TABLE 5: Moderated regression analysis.
Variable Beta t

Consumer ethnocentrism -0.341 -5.866**
Gender -0.132 -2.346*
Age -0.132 -2.267*
Education -0.122 -1.947ns

Income 0.035 0.549ns

Ethnic grouping 0.062 0.919ns

City of residence -0.066 -0.977ns

Consumer ethnocentrism × Gender -0.021 -0.379ns

Consumer ethnocentrism × Age 0.014 0.238ns

Consumer ethnocentrism × Education -0.067 -1.068ns

Consumer ethnocentrism × Income -0.063 -1.045ns

Consumer ethnocentrism × Ethnicity -0.034 -0.488ns

Consumer ethnocentrism × City of 
residence

0.034 0.486ns

Source: Authors’ own work
*, Denotes p < 0.05; **, denotes p < 0.001; ns, denotes p > 0.05.
t, coefficient divided by its standard error.

TABLE 4: H1 and H2 test results.
Hypothesis Path Estimate Remark

H1 Consumer ethnocentrism → Consumer attitude -0.416* Supported
H2 Consumer attitude → Purchase intention 0.639* Supported

Source: Authors’ own work
Estimate, standardised estimate; *, Denotes p < 0.001.
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This implies that participating consumers with positive 
attitudes towards imported poultry meat products were 
likely to buy the products. This finding concurs with 
other  scholars that favourable consumer attitudes lead to 
favourable purchase intentions, which in turn lead to 
purchase behaviour (Akar & Topçu 2011; Argyriou & 
Melewar 2011).

A unique contribution of this study to the current body of 
consumer behaviour and international marketing knowledge 
was its quest to establish how consumers’ demographics 
influence the relationship between consumer ethnocentrism 
and consumer attitude. This area has not been given due 
attention in international marketing research and practice. 
The study found that gender, age, education, income, ethnic 
grouping and city of residence did not moderate the effect 
of  consumer ethnocentrism on consumer attitude. Failure 
of  demographics to influence this relationship suggests a 
homogenous buying behaviour for poultry products across 
demographic consumer segments in Zimbabwe.

Implications for management
Consumer ethnocentrism can be a barrier to international 
business if it is not adequately addressed. This study advises 
marketers who intend to expand into developing markets, 
such as Zimbabwe, to pay particular attention to consumer 
ethnocentrism and attitudes towards imported poultry 
meat  products. In foreign markets where consumers are 
ethnocentric, marketers need to be cautious because 
consumers in those markets are likely to have unfavourable 
attitudes towards imported products. Instead of employing 
exporting as a mode of entry into foreign markets where 
consumers are ethnocentric, marketers are advised to 
consider setting up manufacturing facilities in such 
countries,  entering into joint ventures and employing local 
people. Including these in-country initiatives in the local 
marketing messages could induce favourable attitudes and, 
consequently, acceptance of such products. Based on the 
findings of this study, it may not be necessary for marketers 
to pay particular attention to consumers’ demographics 
when planning marketing programmes in developing 
countries such as Zimbabwe.

Limitations and future research
Although it makes a contribution to knowledge and provides 
invaluable insights, this study had limitations which set 
the  agenda for future research. The study considered only 
one product category in one developing country. It will 
be  worthwhile in future to test the proposed consumer 
ethnocentrism model in other developing countries. Different 
product categories should also be considered. Age and 
ethnic  grouping were somewhat unevenly represented 
among their respective categories. As such, it is recommended 
that future research consider testing the effects of age and 
ethnic grouping on the relationship between consumer 
ethnocentrism and consumer attitude using samples with 
evenly represented categories of age and ethnic grouping. 

Addressing the limitations of this study could go a long 
way  in advancing the frontiers of knowledge in consumer 
behaviour and international marketing research.
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TABLE 1-A3: Items used to measure consumer purchase intention.
Item Code

I will definitely buy poultry meat imports the next time I buy. INTN1
I will spend more on imported poultry meat products the next time I buy poultry products. INTN2
I will recommend others to buy imported poultry meat products. INTN3
I would not mind buying imported poultry meat products next time. INTN4
I intend to buy imported poultry meat products when I make my next purchase. INTN5

Source: Adapted from Assael (2004), Brewer and Rojas (2008), Schiffman et al. (2010) and Solomon (2002)

TABLE 1-A2: Items used to measure consumer attitude.
Item Code

Imported poultry meat products taste good. ATTI1
Imported poultry meat products are healthy food. ATTI2
Imported poultry meat products have good quality. ATTI3
Imported poultry meat products are safe to consume. ATTI4
Imported poultry meat products provide value for money. ATTI5
Imported poultry meat products are good. ATTI6
Imported poultry meat products are appealing. ATTI7
Imported poultry meat products are excellent. ATTI8
Imported poultry meat products are favourable. ATTI9
Imported poultry meat products are preferred most. ATTI10

Source: Adapted from Assael (2004), Brewer and Rojas (2008), Groom (1990), Maltin et al. (2003), McCarthy et al. (2004), Northcutt (2009), Schiffman et al. (2010) and Solomon (2002)

TABLE 1-A1: Items used to measure consumer ethnocentrism in Zimbabwe.
Item Code

Zimbabwean people should always buy Zimbabwean-made poultry meat products instead of imports. ETHN1
Buy Zimbabwean-produced poultry meat products; keep Zimbabwe working. ETHN2
Zimbabwean poultry products first, last and foremost. ETHN3
Purchasing imported poultry meat products is un-Zimbabwean. ETHN4
It is not right to purchase imported poultry meat products because it puts Zimbabweans out of jobs. ETHN5
A real Zimbabwean should always buy Zimbabwean-produced poultry meat products. ETHN6
We should purchase poultry meat products made in Zimbabwe instead of letting other countries get rich off us. ETHN7
Zimbabweans should not buy imported poultry meat products because this hurts Zimbabwean business and causes unemployment. ETHN8
Curbs should be put on all imported poultry meat products. ETHN9
It may cost me in the long run, but I prefer to support Zimbabwean poultry meat products. ETHN10
Foreigners should not be allowed to put their poultry meat products on our markets. ETHN11
Imported poultry meat products should be taxed heavily to reduce their entry into Zimbabwe. ETHN12
We should buy from foreign countries only those poultry meat products that we cannot obtain within our country. ETHN13
Zimbabwean consumers who purchase poultry meat products made in other countries are responsible for putting their fellow Zimbabweans out of work. ETHN14

Source: Adapted from Shimp and Sharma (1987)
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