~ A Service of
’. b Leibniz-Informationszentrum

.j B I l I Wirtschaft
) o o o Leibniz Information Centre
Make YOUT PUbllCCltlonS VZSlble. h for Economics ' '

Muchandiona, Charity; Kakava, Nicholas Zivengwa; Makanyeza, Charles

Article
The effect of consumer ethnocentrism on the acceptance
of imported grocery products in Harare, Zimbabwe

Cogent Business & Management

Provided in Cooperation with:
Taylor & Francis Group

Suggested Citation: Muchandiona, Charity; Kakava, Nicholas Zivengwa; Makanyeza, Charles (2021) :
The effect of consumer ethnocentrism on the acceptance of imported grocery products in Harare,
Zimbabwe, Cogent Business & Management, ISSN 2331-1975, Taylor & Francis, Abingdon, Vol. 8,
Iss. 1, pp. 1-19,

https://doi.org/10.1080/23311975.2021.1963167

This Version is available at:
https://hdl.handle.net/10419/245109

Standard-Nutzungsbedingungen: Terms of use:

Die Dokumente auf EconStor durfen zu eigenen wissenschaftlichen Documents in EconStor may be saved and copied for your personal
Zwecken und zum Privatgebrauch gespeichert und kopiert werden. and scholarly purposes.

Sie durfen die Dokumente nicht fiir 6ffentliche oder kommerzielle You are not to copy documents for public or commercial purposes, to
Zwecke vervielféltigen, 6ffentlich ausstellen, 6ffentlich zugénglich exhibit the documents publicly, to make them publicly available on the
machen, vertreiben oder anderweitig nutzen. internet, or to distribute or otherwise use the documents in public.
Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen If the documents have been made available under an Open Content
(insbesondere CC-Lizenzen) zur Verfiigung gestellt haben sollten, Licence (especially Creative Commons Licences), you may exercise
gelten abweichend von diesen Nutzungsbedingungen die in der dort further usage rights as specified in the indicated licence.

genannten Lizenz gewahrten Nutzungsrechte.

-. https://creativecommons.org/licenses/by/4.0/
Mitglied der
WWW.ECOMSTOR.EU K@M 3
. J . Leibniz-Gemeinschaft


https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.1080/23311975.2021.1963167%0A
https://hdl.handle.net/10419/245109
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/

# cogent (@) Tylor & francis
business & ]
management | Cogent Business & Management

ISSN: (Print) (Online) Journal homepage: https://www.tandfonline.com/loi/oabm20

The effect of consumer ethnocentrism on the
acceptance of imported grocery products in
Harare, Zimbabwe

Charity Muchandiona, Nicholas Z. Kakava & Charles Makanyeza |

To cite this article: Charity Muchandiona, Nicholas Z. Kakava & Charles Makanyeza | (2021)
The effect of consumer ethnocentrism on the acceptance of imported grocery products in Harare,
Zimbabwe, Cogent Business & Management, 8:1, 1963167, DOI: 10.1080/23311975.2021.1963167

To link to this article: https://doi.org/10.1080/23311975.2021.1963167

8 © 2021 The Author(s). This open access
article is distributed under a Creative
Commons Attribution (CC-BY) 4.0 license.

ﬁ Published online: 23 Aug 2021.

(&
Submit your article to this journal &

||I| Article views: 497

A
& View related articles &'

@ View Crossmark data ('

o)
2
B

3

Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journallnformation?journalCode=oabm?20


https://www.tandfonline.com/action/journalInformation?journalCode=oabm20
https://www.tandfonline.com/loi/oabm20
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/23311975.2021.1963167
https://doi.org/10.1080/23311975.2021.1963167
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2021.1963167
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2021.1963167
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2021.1963167&domain=pdf&date_stamp=2021-08-23
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2021.1963167&domain=pdf&date_stamp=2021-08-23

<k cogent

business &
mManagement

Consumer demographics Hila-d Consumer ethnocentrism
a. Gender a-
b. Age

c. Education |
d. Income H?

|

[ Consumer attitude towards ]

imported grocery products H4

H3

|

Consumer intention towards
imported grocery products

HS5

!

[ Actual purchase behaviour ]

towards imported grocery

The effect of consumer ethnocentrism on the
acceptance of imported grocery products in
Harare, Zimbabwe

Charity Muchandiona, Nicholas Z. Kakava and Charles Makanyeza

Cogent Business & Management (2021), 8: 1963167

cogent--0a 8 @@

Page 1 of 19


http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2021.1963167&domain=pdf
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2021.1963167&domain=pdf

Muchandiona et al., Cogent Business & Management (2021), 8: 1963167
https://doi.org/10.1080/23311975.2021.1963167

CrossMark

Received: 12 December 2020
Accepted: 26 July 2021

*Corresponding author: Charles
Makanyeza, Namibia Business School,
University of Namibia, Private Bag,
13301, Windhoek, NAMIBIA

E-mail: cmakanyeza@yahoo.co.uk;
cmakanyeza@unam.na

Reviewing editor:
Morteza Akbari, University of Tehran,
Tehran, Iran (Islamic Republic Of)

Additional information is available at
the end of the article

cogent--0a

MARKETING | RESEARCH ARTICLE

<k cogent

business &
mManagement

The effect of consumer ethnocentrism on the
acceptance of imported grocery products in Harare,
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Abstract: The study investigated the effect of consumer ethnocentrism on the
acceptance of imported grocery products in Harare, Zimbabwe. Using a cross-sectional
survey of 505 consumers, independent-samples T-test, analysis of variance and
structural equation modelling were used to test research hypotheses. Results show
that gender, age and education significantly influence consumer ethnocentrism.
Income was found to have an insignificant influence on consumer ethnocentrism.
Results also show that consumer ethnocentrism had a negative effect on consumer
attitude towards imported grocery products. Consumer attitude was found to have
a positive effect on consumer intention to buy imported grocery products. Similarly,
consumer ethnocentrism was found to negatively influence consumer’s intention to
purchase imported grocery products while consumer’s intention was found to posi-
tively influence consumer’s actual purchase behaviour towards imported grocery pro-
ducts. These findings have theoretical and practical implications.
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PUBLIC INTEREST STATEMENT

Consumers play a vital role in the economic sys-
tem of a country. They are the ones who pay to
consume the goods and services produced.
Consumers play a very significant role in driving
the sales of a business. A sound understanding of
consumer behaviour is therefore imperative as it
provides insights to marketers on crafting effec-
tive marketing strategies. This study explored the
effect of consumer ethnocentrism on the accep-
tance of imported grocery products in Harare,
Zimbabwe. The study established a negative
effect of consumer ethnocentrism on the accep-
tance of imported grocery products. As such,
marketers intending to enter the Zimbabwean
grocery products market should seriously consider
possible ways of dealing with the acceptability of
foreign grocery products.
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1. Introduction

Globalisation has intensified the movement of various grocery products across national bound-
aries. As such, international trade has gained momentum thereby exposing consumers worldwide
to various products (Makanyeza & du Toit, 2017). Increased globalisation has resulted in intense
competitive pressure in the retail sector the world over (Das Nair, 2018). Nickanor et al. (2020) posit
that African markets are increasingly opening up for foreign grocery products in a bid to meet the
increasing demands of their growing populations.

The need to survive in this intense competitive atmosphere has motivated firms to increase their
attention towards understanding consumer behaviour, paying special attention to consumer
ethnocentrism (Casado-Aranda et al., 2020; Vuong and Giao 2020; Zeren et al. 2020).
A complete understanding of consumer behaviour is of paramount importance because it helps
marketers in designing effective marketing strategies (Makanyeza & du Toit, 2017). Consumer
ethnocentrism refers to the beliefs held by consumers on whether it is appropriate or not to buy
foreign-made products (Akbarov, 2021; Das & Mukherjee, 2019; Karoui & Khemakhem, 2019; Shimp
& Sharma, 1987). Balabanis and Siamagka (2017) posit that consumer ethnocentrism resembles
a biased preference for local products at the expense of foreign alternatives.

According to Mlambo (2017), Zimbabwe was once the most industrialised state in sub-Saharan
Africa after South Africa and was a chief exporter of manufactured products to its neighbouring
countries. Since the beginning of the new millennium, Zimbabwe’s economy has been on
a downward trajectory, characterised by chronic unemployment, high inflation and rising national
debt levels (Makaye & Mapuva, 2017; Mlambo, 2017). This has resulted in imports flooding the
retail market thereby negatively affecting the country’s balance of payment (BOP) (African
Development Bank Group, 2018). The proliferation of imported grocery products like rice, cooking
oil, pasta, cereals, dairy, frozen foods, meat and toiletries among other products in the
Zimbabwean grocery market has become worrisome. In the global environment, governments
can set inward-looking policies to promote local business). In 2011, the government of Zimbabwe
launched the “buy Zimbabwe” campaign in a bid to resuscitate the performance of the local
companies through spearheading the production and consumption of domestic products (Ndlovu
et al,, 2017). The government of Zimbabwe tried to regulate the grocery supply side. However, little
attention was accorded to the consumers’ voice.

Several studies have been conducted on consumer ethnocentrism in both developed and devel-
oping countries (Balabanis & Siamagka, 2017; Casado-Aranda et al., 2020; Karoui & Khemakhem,
2019; Maison & Maliszewski, 2016; Makanyeza & du Toit, 2017; C. Pentz et al,, 2017; Shimp &
Sharma, 1987; Vuong and Khanh Giao 2020). However, the study of consumer ethnocentrism in
the Southern African Development Community (SADC) region is still in its infancy. There are
relatively few studies that have focused on consumer ethnocentrism and its influence on con-
sumer behaviour. More so, these few studies that have been conducted in the SADC region have
recommended that further studies on consumer ethnocentrism be conducted in this region to
have a better understanding of this concept (C. D. Pentz et al.,, 2014; John & Brady, 2011a, 2011b;
Makanyeza & du Toit, 2017). The main reasons for calls for further consumer ethnocentrism
studies include the fact that consumer ethnocentrism varies from country to country and over
time. It also varies with the product category. Consumer ethnocentrism cannot be generalised
across product categories and from country to country. Consumer tastes and preferences need
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constant monitoring since they tend to change over time and consumers are dynamic (Akbarov,
2021).

Consequently, the question of consumer ethnocentrism with regards to groceries in Zimbabwe
remains unanswered given government policies like “Look East Policy” and the “Zimbabwe is Open
for Business” mantra. Consumer ethnocentrism needs further study as it applies to grocery
products in developing economies such as Zimbabwe. Although similar studies were conducted
on consumer ethnocentrism in Zimbabwe, the focus was only on one product category i.e.,
imported poultry meat products (Makanyeza, 2014; Makanyeza and du Toit 2016, 2017). This
makes it pertinent to conduct this study to understand whether or not the influence of consumer
ethnocentrism on consumer behaviour varies with the product category and over some time as
consumer preferences change. Likewise, a study of this magnitude was imperative to enhance the
understanding of consumer ethnocentrism. Therefore, this study strengthens the existing body of
consumer ethnocentrism knowledge by investigating the effect of consumer ethnocentrism on the
acceptance of imported grocery products in Harare, Zimbabwe. The study focuses on a basket of
grocery products instead of one product category. The findings of this study provide insights to
marketers on designing effective marketing strategies.

The objectives of this study were: (i) to determine the effect of consumer demographics (gender,
age, education and income) on consumer ethnocentrism; (ii) to establish the effect of consumer
ethnocentrism on consumer attitude towards imported grocery products; (iii) to determine the
effect of consumer attitude on consumer intention to buy imported grocery products; (iv) to
determine the effect of consumer ethnocentrism on consumer intention towards imported grocery
products; and (v) to determine the effect of consumer intention on actual purchase behaviour
towards imported grocery products.

2. Consumer ethnocentrism

Balabanis and Siamagka (2017) define consumer ethnocentrism as the beliefs held by consumers
about the suitability and morality of purchasing domestic products at the same time rejecting
foreign-made products. That is consumer ethnocentrism is the tendency of consumers to prefer
locally produced products to foreign products. In the same vein, Agarwal (2020) describe con-
sumer ethnocentrism as a tendency for people to favour locally made products. Ningsih et al.
(2019) view consumer ethnocentrism as the inclination of consumers to view and assume one’s
cultural group as the best. De Nisco et al. (2016) assert that consumers who have strong ethno-
centric beliefs tend to evaluate foreign products negatively than those who are less ethnocentric.
Consumers who have strong ethnocentric tendencies avoid purchasing foreign-made products
although they are of superior quality to local products (De Nisco et al., 2016). Karunaratne and
Wanninayake (2019) posit that consumer ethnocentric appeals can predict consumers’ inclinations
to purchase locally made products instead of imports.

3. Consumer attitude, intention and purchase behavior

Consumer attitude can be defined as an individual’s internal assessment of an object such as
a branded product (Akroush & Al-Debei, 2015; Ningsih et al., 2019; Salem, 2016). Zhang et al.
(2021) define consumer attitude as a psychological tendency that is expressed by evaluating
a particular object with some degree of favour or disfavour. Consumer attitude reveals the
psychological predisposition of consumers to like or dislike products (Hung et al.,, 2016). Aprile
et al. (2016) posit that consumers who show negative attitudes toward imported products tend to
exhibit the highest willingness to buy locally made products.

Consumer attitude is a multidimensional concept involving a constant interface of emotions,
behaviour and beliefs (Ladero, Casquet, and Singh 2015). Zhang et al. (2021) put forth that the
basic model of consumer attitude is called the tri-component or the ABC model encompassing
three components, namely affect (emotions), beliefs (cognition) and conation (behavioural inten-
tion). The cognitive element represents consumers’ beliefs, individual’s information and knowledge
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about an object (Ladero, Casquet, and Singh 2015). The affective element of consumer attitude
reflects an individual’s feelings and emotions with regards to an attitude object (Buchanan et al.,
2016).

Conation refers to the behavioural intention which can be termed consumer intention or
purchase intention. The conative element can be regarded as one’s willingness to buy a certain
product or an intention to behave in a certain way (Makanyeza & du Toit, 2017). Salem (2016)
views consumer intention as a course of action that one anticipates to follow. Consumer intention
is a consumer’s conscious plan to purchase or repurchase a product (Makanyeza et al., 2021).

Behaviour is one’s noticeable response to a given situation about a given target (Wee et al., 2014).
Purchase behaviour is a stage in the consumer decision making process where the consumer makes
a purchase (Schiffman et al,, 2014). A clear understanding of purchase behaviour is essential and it
enables marketers to identify the appropriate marketing strategy (Rana & Paul, 2017).

4. Consumer demographics

Various studies have been conducted to determine the influence of consumer demographic
variables on consumer ethnocentrism (Agarwal, 2020; Hall & Sevim, 2015; Lopez & Zunjur, 2016).
As such, a sound understanding of demographic variables is crucial in consumer behaviour studies
(Akbarov, 2021; Das & Saha, 2017; Makanyeza & du Toit, 2017; Nguyen, 2017). The effect of
consumer ethnocentrism towards imported grocery products varies from individual to individual
depending on demographic and socio-economic factors (Agarwal 2020). Gender, age, education
and income are the most commonly measured demographic variables in consumer ethnocentrism
researches (Akbarov, 2021; Hall & Sevim, 2015; Seitz & Roosen, 2015).

4.1. Gender

Gender refers to a set of features distinguishing males from females (Kwok et al., 2016). Theobald
et al. (2017) define gender as the socially constructed roles, behaviours, activities and character-
istics that a society considers appropriate for men and women. Kwok et al. (2016) conceive that
males and females can differ in personalities, attitudes and activities which can influence con-
sumer behaviour. Mati¢ (2013) posits that women are more conservative about upholding social
harmony, and positive feelings among the general public.

4.2. Age

Hall and Sevim (2015) put forth that older consumers tend to exhibit higher levels of ethnocentric
tendencies than their young counterparts. Agarwal (2020) established that age is significantly
positively related to consumer ethnocentric tendencies. Vadhanavisala (2015) posits that the
positive relationship between age and consumer ethnocentrism is based on an increased cosmo-
politan lifestyle among the younger population.

4.3. Education

Previous researches indicate that individuals become less conservative as their education levels
increase and this increases their biases towards foreign products and brands (C. D. Pentz et al,,
2014; Vadhanavisala, 2015). Mati¢ (2013) puts forth that less-educated consumers tend to have
a stronger sense of awareness of belonging thus favouring domestic over imported products.

4.4. Income

There is a correlation between income and consumer purchase behaviour (Hall & Sevim, 2015).
Higher-income levels provide consumers with more travel opportunities thereby exposing them to
various foreign products (Hall & Sevim, 2015). C. D. Pentz et al. (2014) perceive that the underlying
rationale for this phenomenon is that as consumers achieve higher income levels, they tend to
become less conservative and patriotic, thus are likely to favour imports over local products.
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5. Development of research hypotheses and research model

Shankarmahesh (2006) suggest that gender affects consumer ethnocentrism. In a study conducted in
Turkey, females were found to be more consumer ethnocentric than males (Balabanis et al., 2001). In
the same vein, C. D. Pentz et al. (2014) established that white South African women exhibit greater
ethnocentric tendencies than white South African men. There is a general agreement among various
scholars that women have higher ethnocentric scores than their male counterparts (Bruning, 1997;
C. D. Pentz et al,, 2014; Han & Terpstra, 1988; Sharma et al., 1995; Vida & Fairhurst, 1999a). However,
Ramsaran-Fowdar (2010) found results conflicting with other scholars whereby Mauritian males were
found to be more consumer ethnocentric as compared to their female counterparts. In a study
conducted in India, Jain and Jain (2013) established that consumer ethnocentrism was not influenced
by gender. Based on this discussion, it was, therefore, hypothesised that:

H1a: Consumer ethnocentrism is higher in female than male consumers.

Hamelin et al. (2011) found a positive relationship between age and consumer ethnocentrism in
a study conducted in Morocco. Similarly, Balabanis et al. (2001) found older consumers to be more
ethnocentric in Turkey compared to their young counterparts. In a study conducted in India by Jain
and Jain (2013), a positive relationship was established between age and consumer ethnocentrism.
Bizumic (2019) found that consumer ethnocentrism is strongly correlated with age and older people
were found to be more consumer ethnocentric than younger consumers. In support of this, Agarwal
(2020) established that age has a significant positive effect on consumer ethnocentric tendencies.
Other various studies have shown that older people are more consumer ethnocentric than younger
people (Das & Saha, 2017; De Ruyter et al., 1998; C. D. Pentz et al., 2014; Ramsaran-Fowdar, 2010;
Sharma et al., 1995). In light of this discussion, it was hypothesised that:

H1b: Age has a positive effect on consumer ethnocentrism.

Several studies confirm a negative relationship between educational level and consumer
ethnocentrism (Caruana, 1996; Klein & Ettensoe, 1999; De Ruyter et al., 1998; Sharma et al,
1995). In support of this, Javalgi et al. (2005) assert that there is a negative relationship between
consumers’ educational level and consumer ethnocentrism. Das and Saha (2017) maintain that
the level of education is a significant predictor of consumer ethnocentrism. However, C. D. Pentz
et al. (2014) found contradicting results whereby white South Africans’ educational level did not
influence consumer ethnocentrism. Similarly, in a study conducted in Indig, Jain and Jain (2013)
found no significant relationship between educational level and consumer ethnocentrism. In light
of the foregoing discussion, it was, therefore, hypothesised that:

H1c: Education has a negative effect on consumer ethnocentrism.

A negative association between income level and consumer ethnocentrism was noted in
various studies (Bruning, 1997; Sharma et al., 1995; Supphellen & Rittenburg, 2001). C. D. Pentz
et al. (2014) found a negative relationship between income and consumer ethnocentrism for white
South African consumers. However, in a study conducted in Slovenia income did not significantly
influence consumer ethnocentrism (Vida & Damjan, 2001). It was, therefore, posited that:

H1d: Income has a negative effect on consumer ethnocentrism.

Several studies have established that consumer ethnocentrism leads to negative consumer
attitude towards imported products (Bandara & Miloslava, 2012; John & Brady, 2011a; Makanyeza
and du Toit 2016; C. Pentz et al,, 2017; Shankarmahesh, 2006; Sharma et al., 1995; Vida & Damjan,
2001). In a study conducted in Zimbabwe, consumer ethnocentrism was found to negatively
influence consumer attitude towards imported poultry meat products (Makanyeza & du Toit,
2017). Drawing insights from the foregoing discussion, it was plausible to hypothesise that:
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H2: Consumer ethnocentrism has a negative effect on consumer attitude towards imported
grocery products.

The consensus among scholars is that consumer attitude towards a product has a positive
influence on consumer intention to purchase that particular product (Makanyeza & du Toit, 2017;
Ondang, 2015; Rana & Paul, 2017; Schiffman et al.,, 2014; Teng & Wang, 2015). In the same vein,
consumer attitude was shown to have a strong positive relationship with consumer intention in
Croatia (Jeger et al., 2014). A study conducted by Tsang et al. (2011) in Taiwan established that
consumer attitude positively correlates to consumer intention to receive mobile advertisements.
This is consistent with the Theory of Planned Behaviour (TPB) which entails that consumer attitude
is a key determinant of consumer intentions (Ajzen, 1985; Salem, 2016; Teng & Wang, 2015).
Akbarov (2021) established that consumer attitude has a positive effect on consumer intention to
purchase genetically modified foods. It was, therefore, hypothesised that:

H3: Consumer attitude has a positive effect on consumer intention to buy imported grocery
products.

A study conducted in Malaysia revealed that consumer ethnocentrism is the most important
determinant of consumer purchase intention (Tabassi, 2012). Klein et al. (1998) found a direct
negative relationship between consumer ethnocentrism and consumer intention to purchase
foreign products. Similarly, Nguyen et al. (2008) established that a negative relationship exists
between consumer ethnocentrism and consumer intention to purchase imported products in
Vietnam. It was, therefore, plausible to hypothesise that:

H4: Consumer ethnocentrism has a negative effect on consumer intention to purchase imported
grocery products.

The relationship between consumer intention and actual purchase behaviour was found to be
positive and significant (Wee et al,, 2014). This is consistent with the Theory of Reasoned Action
which suggests that consumer intention determines the performance of a specific behaviour
(Ajzen, 1985; Quevedo-Silva et al., 2016; Teng & Wang, 2015). Various studies reported a positive
and significant correlation between consumer intention and actual purchase behaviour (Ardekani
et al,, 2020; Follows & Jobber, 2000; Morwitz & Schmittlein, 1992; Wee et al., 2014). Based on the
preceding discussion, it was, therefore, hypothesised that:

H5: Consumer intention has a positive effect on actual purchase behaviour towards imported
grocery products.

Based on the preceding discussion on the hypothesised relationships, the research model is
presented in Figure 1.

6. Research methodology

6.1. Questionnaire design and measures

Data were collected using a structured questionnaire. The questionnaire consisted of five sections.
The first section focused on consumer ethnocentrism. The second section focused on consumer
attitude towards imported grocery products. This section mainly required respondents to indicate
their feelings, emotions and beliefs concerning imported groceries. Consumer intention towards
imported grocery products comprised the third section of the questionnaire. Respondents were
required to indicate their behavioural intentions and willingness towards purchasing imported
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Figure 1. Research model. . .
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groceries. The fourth section required respondents to rate their actual purchase behaviour towards
imported grocery products. The fifth and last section of the instrument focused on the demo-
graphic information of the respondents. This section considered respondents’ gender, age, educa-
tional level and income level. Sources of items used in instrument design are presented in Table 1.
The items were modified to suit the study at hand. Five-point Likert scale questions were used to
measure consumers’ responses. Response points were as follows: 1- strongly disagree; 2- disagree;
3- neither agree nor disagree; 4- agree; 5- strongly agree.

6.2. Sampling and data collection

The target population for the study comprised consumers in Harare, Zimbabwe. Data were col-
lected from a sample of 600 consumers using a cross-sectional survey design. Harare was selected
because it is Zimbabwe’s largest city and provides the largest pool of consumers in the country.
Consumers were randomly intercepted as they came out of ten major supermarkets in the central
business district in Harare. The structured questionnaire was interviewer-administered. Out of the
600 questionnaires distributed, 505 were returned and usable.

The demographic profile of the sample is presented in Table 2. It can be observed in Table 2 that
females (54.7%) slightly dominated the sample as compared to their male (45.3%) counterparts. The
majority (85.2%) of the consumers surveyed fell into the age group 20 to 49 years. The results indicate
that the bulk (73.1%) of the respondents had attained tertiary education. In terms of income, the
majority (79.20%) of the surveyed consumers earned less than RTGS $1,499 per month.

7. Analysis and results
7.1. Scale validation
Measurement model fit indices, standardised factor loadings, individual item reliabilities (squared

multiple correlations), critical ratios, composite reliability and average variance extracted were
used to assess convergent validity. Results presented in Table 3 show that convergent validity was
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Table 2. Sample profile

Demographic profile of the Frequency Percentage
sample

Gender

Male 229 45.3%
Female 276 54.7%
Age

19 years or below 22 4.4%
20-29 years 168 33.3%
30-39 years 154 30.5%
40-49 years 108 21.4%
50-59 years 49 9.7%
60 years and above 4 0.8%
Level of Education

Primary 16 3.2%
Secondary 120 23.8%
Tertiary 369 73.1%
Income level

RTGS $499 or below 91 18.0%
RTGS $500 -RTGS $999 196 38.8%
RTGS $1 000-RTGSS1 499 113 22.4%
RTGS $1 500 -RTGSS1 999 61 12.1%
RTGSS2 000 and above Lt 8.7%

achieved. The measurement model was estimated using the Maximum Likelihood Estimation (MLE)
to achieve more robust parameter estimates. Measurement model fit indices considered consist of
CMIN/DF (x2/Df), Goodness of fit index (GFI), Adjusted GFI (AGFI), Normed Fit Index (NFI), Tucker-
Lewis Index (TLI), Comparative fit index (CFI) and Root mean square error of approximation
(RMSEA). Table 3 shows that the initial measurement model had less acceptable fit indices. To
improve the model, items with poor (<0.4) squared multiple correlations (SMC), namely CET2, CET3,

Table 3. Measurement model fit indices

Fit indices Initial Modified Recommended Sources
measurement measurement values
model model

X2/DF 3.032 2.171 <3.000 Kline (1998)

GFI .873 917 >0.900 Reisinger and
Mavondo (2007)

AGFI .829 910 >0.900 Reisinger and
Mavondo (2007)

NFI .873 .920 >0.900 Reisinger and
Mavondo (2007)

TLI .886 933 >0.900 Reisinger and
Mavondo (2007)

CFI 910 948 >0.900 Reisinger and
Mavondo (2007)

RMSEA .063 .047 <0.070 Hooper et al. (2008)
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Table 4. Items, A, SMCs, CRs and CRa

Constructs Items A SMC CR CRa
Consumer CET1 0.758 0.574 - 0.912
‘(*Ctg%oce”t”sm CET4 0.692 0.479 16,276
CETS 0.754 0.569 16.082***
CET6 0.730 0.533 14.757***
CET7 0.753 0.567 15.937***
CET8 0.735 0.540 16.296***
CET9 0.639 0.409 13.711***
CET11 0.676 0.457 14.708***
CET12 0.680 0.463 13.955***
CET17 0.714 0.510 15.613***
Consumer CAI2 0.707 0.500 - 0.852
attitude CAI3 0.704 0.495 13,6427
towards
imported CAI4 0.718 0.515 13.850***
grocery ok
products (CAT) CAI5 0.876 0.767 15.563
CAI6 0.642 0.412 13.768***
Consumer ClI 0.793 0.599 - 0.897
Intention cI2 0.774 0.628 18.011**
towards
imported CII3 0.792 0.628 18.334***
grocery .
products (CII) Cli4 0.772 0.596 17.775
CII5 0.794 0.630 17.280***
Cl16 0.778 0.606 17.575***
Actual purchase | API1 0.882 0.778 - 0.893
behaviour API2 0.842 0.708 23.282+
towards
imported API4 0.850 0.723 23.581***
grocery
products (API)

CR is fixed; *** p < 0.001.

CET10, CET13, CET14, CET15, CET16, CAI1 and API3 were deleted (Bagozzi & Yi, 1988). The modified
measurement model subsequently exhibited acceptable fit indices as illustrated in Table 3.

Kline (1998) posit that for a model to be accepted; x2/DF should be less than 3, and GFI,

AGFI, NFI, TLI and CFI should be close to 1 while RMSEA should be less than 0.07 (Hooper et al.,
2008).

Table 5. Mean (M), standard deviation (SD), AVEs and SICs

Construct M SD CET CAI CII API
CET 3.290 1.353 0.510

CAI 3.282 1.289 0.118 0.538

CII 2.999 1.317 0.244 0.343 0.593

API 2.999 1.317 0.011 0.109 0.269 0.736

Diagonal elements in bold represent AVEs.
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Table 4 presents standardised factor loadings (A), SMC, critical ratios (CRs) and composite reliabilities
(CRo) used to determine convergent validity. All SMCs were above the minimum cut-off point of 0.4 as
set by Bagozzi and Yi (1988) while CRa for all the constructs surpassed the minimum cut-off point of
0.7 (Kim et al.,, 2013; Segars, 1997). Results presented in Table 4 indicate that all A for the items were
above the required minimum benchmark of 0.6 as proposed by Bagozzi and Yi (1988). CRs were
satisfactorily large (CR>2) and significant at p < 0.001 (Reisinger & Mavondo, 2007).

To assess discriminant validity, average variance extracted (AVEs) were compared against
squared inter-construct correlations (SICs). AVEs were greater than their corresponding SICs
(Fornell & Larcker, 1981). Moreover, Table 5 shows that all AVEs for all the measured constructs
were higher than the required minimum of 0.5 (Fornell & Larcker, 1981). Two conditions must be
satisfied when assessing discriminant validity (Dadzie et al., 2012; Kim et al., 2013). Firstly, AVE for
each latent construct should be greater than the corresponding SICs. Secondly, each AVE should
be greater than 0.5. Therefore, the conditions for discriminant validity were achieved.

7.2. Testing research hypotheses

Hla was tested using an Independent-Samples T-test. C. D. Pentz et al. (2014) posit that an
independent sample t-test is used to assess the statistical significance of the difference between
two sample means. Results of the test of differences between means indicate that there is
a significant difference (pX0.01) in consumer ethnocentrism between men (M = 3.117, SD =
1.013) and women (M = 3.433, SD = 0.991) [t = —3.524; df = 481.859]. This implies that women
are more consumer ethnocentric than their male counterparts. Thus, Hla was supported.

One-Way Analysis of Variance (ANOVA) was used to test H1b, Hlc, and H1d. Results show that
the mean scores for consumer ethnocentrism increased with age (19 years or below M = 2.881,
SD =0.775; 20-29 years M = 3.076, SD = 1.035; 30-39 years M = 3.294, SD = 0.994; 40-49 years M =
3.455, SD = 0.952; 50-59 years M = 3.749, SD = 1.002; 60 years and above M = 4.250, SD = 0.342; F =
5.785, p < 0.001, DF = 5). This shows that as consumers get old, they become more consumer
ethnocentric as compared to their younger counterparts. Therefore, H1b was supported.

In terms of education, results show that the mean scores for consumer ethnocentrism
decreased with consumers’ level of education (primary education M = 3.781, SD = 1.122; secondary
education M = 3.573, SD = 0.902; tertiary education M = 3.176, SD = 1.019; F = 9.212, p < 0.001,
DF =2). This implies that as people become more educated; the less consumer ethnocentric they
become. Therefore, Hlc was supported.

Results show that there were no significant differences in the mean scores of consumer ethnocentr-
ism due to income (RTGS $499 or below M = 3.241, SD = 0.937; RTGS $500-RTGS $999 M = 3.366, SD =
0.956; RTGS $1000-RTGS$1499 M = 3.394, SD = 1.042; RTGS $1500-RTGS$1999 M = 3.144, SD = 1.055;
RTGS$2000 and above M = 2.986, SD = 1.207; F = 1.947, p = 0.101, DF = 4). Therefore, H1d was not
supported.

Table 6. Results of hypotheses test

Hypothesis Path Standardised Critical Ratio Supported (Yes/
estimate No)

H2 CET-CAI -.343 —6.462*** Yes

H3 CAI-CII 499 9.443*** Yes

Hé4 CET-CIL -.325 —6.894*** Yes

H5 CII-API .501 10.015*** Yes

*** 1 < 0.001.
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H2, H3, H4 and H5 were tested using structural equation modelling in AMOS. Maximum Likelihood
Estimation was used. The structural model displayed acceptable fit (x2/DF = 2.063; GF =0.916;
AGFI =0.921; NFI =0.933; TLI =0.932; CFI =0.949; RMSEA =0.046). Results presented in Table 6 show
that consumer ethnocentrism has a negative effect on consumer attitude towards imported grocery
products; consumer attitude has a positive effect on consumer intention towards imported grocery
products; consumer ethnocentrism has a negative effect on consumer intention towards imported
grocery products, and consumer intention has a positive effect on actual purchase behaviour towards
imported grocery products. Therefore, H2, H3, H4 and H5 were supported.

8. Discussion

The study sought to determine the effect of consumer demographics (gender, age, education and
income) on consumer ethnocentrism; to establish the effect of consumer ethnocentrism on consumer
attitude towards imported grocery products; to determine the effect of consumer attitude on consumer
intention to buy imported grocery products; to determine the effect of consumer ethnocentrism on
consumer intention towards imported grocery products; and to determine the effect of consumer
intention on actual purchase behaviour towards imported grocery products. The study found that
consumer ethnocentrism is higher in women than male consumers, younger consumers are less
ethnocentric as compared to older consumers and higher educated consumers tend to be less ethno-
centric than the less educated consumers. However, the findings show that consumers’ income does not
have a significant influence on the level of consumer ethnocentrism. The study also established that
consumer ethnocentrism has a negative effect on consumer attitude towards imported grocery pro-
ducts, consumer attitude has a positive effect on consumer intention towards imported grocery pro-
ducts, consumer ethnocentrism has a negative effect on consumer intention towards imported grocery
products and consumer intention has a positive effect on actual purchase behaviour towards imported
grocery products. By and large, the findings suggest that consumer ethnocentrism has a negative effect
on the acceptance of imported grocery products. This is consistent with Casado-Aranda et al. (2020) who
indicated that ethnocentric consumers tend to prefer domestic to foreign products.

In terms of demographic variables considered; gender, age and education were found to signifi-
cantly influence consumer ethnocentrism. This is consistent with previous studies (Bruning, 1997;
C. D. Pentz et al., 2014; Sharma et al.,, 1995; Supphellen & Rittenburg, 2001). However, the study
established that consumers’ income does not have a significant influence on the level of consumer
ethnocentrism. This contradicts the general understanding in literature which suggests that as con-
sumers’ income level increases, the less ethnocentric they become (Bandara & Miloslava, 2012; John &
Brady, 2011a; Shankarmahesh, 2006; Vida & Damjan, 2001). It is probable that consumers in
Zimbabwe, a developing country, might not have much choice on the foreignness or localness of
grocery products given their low incomes. This finding supports the views of Jain and Jain (2013) who
found that income does not influence consumer ethnocentrism in India.

The findings of this study have implications for theory, practice and future research.
9. Implications

9.1. Theoretical implications

Various studies have been conducted on consumer ethnocentrism both in developed and developing
countries. However, there is a dearth of studies that have examined the effect of consumer ethno-
centrism on the acceptance of imported grocery products in SADC countries like Zimbabwe. This study
was, therefore, conducted to close this knowledge gap and contribute to the extant literature. The
findings suggest that consumer ethnocentrism has a negative effect on the acceptance of imported
grocery products. This implies that, given an option, ethnocentric consumers will not buy imported
grocery products. Instead, they will buy locally made grocery products. This substantiates the theore-
tical underpinning that ethnocentric consumers tend to prefer domestic to foreign grocery products
(Casado-Aranda et al., 2020; Jeger et al., 2014; Ondang, 2015; Teng & Wang, 2015; Wee et al., 2014).
Similarly, the study shows that the effect of consumer ethnocentrism on consumer attitude, purchase
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intention and actual purchase behaviour seems to be consistent across product categories and
countries. Considering prior research on consumer ethnocentrism in Zimbabwe (Makanyeza &
Chikazhe, 2017; Makanyeza & du Toit,), the findings suggest that consumer ethnocentrism and its
influence on consumer behaviour is relatively stable in the Zimbabwean environment.

9.2. Practical implications

The need to get an understanding of the effect of consumer ethnocentrism on the acceptance of
imported grocery products was the motivating force behind this study. A thorough comprehension
of studies of this nature is imperative to marketers as it helps them in crafting appropriate
marketing strategies. One major takeaway from this study is the notion that consumer ethno-
centrism and its influence on consumer behaviour is relatively stable in the Zimbabwean environ-
ment. This brings some degree of predictability when it comes to designing marketing strategies
that address consumer ethnocentrism.

Gender, age and education were found to significantly influence consumer ethnocentrism. As
such, marketers are advised to consider these demographic variables when designing marketing
programmes. Marketers can segment their imported grocery product markets based on these
demographic factors.

The findings established a negative effect of consumer ethnocentrism on the acceptance of
imported grocery products. As such, marketers intending to enter the Zimbabwean grocery products
should seriously consider possible ways of dealing with the acceptability of foreign grocery products.
One such strategy is to consider collaborating with local Zimbabwean suppliers instead of going it
alone so that the imported grocery products can be viewed as a part of the local products. Local
grocery producers can also take advantage and emphasise localness when marketing their domes-
tically produced grocery products.

9.3. Limitations and implications on future research

The study was confined to Harare, the capital city of Zimbabwe. This is likely to raise generalisability
issues. It is, therefore, recommended that future research be conducted in other cities in Zimbabwe
and other emerging economies to improve the generalisation of the findings. Further research can be
done for specific grocery items to compare and contrast with the general grocery findings.
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