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Abstract: The aim of the research, the results of which are presented in this paper, is to research the consumer preferences of the Moravica
District towards the consumption of domestic and foreign products. As globalization alters market conditions, creates new sources of
competition, it is impossible not to think about protecting domestic products and the impact of the increased import of foreign products on
the preferences of domestic consumers. Liberalization, as a regulator of market, certainly influences the need to create mechanisms for the
protection of domestic production, and the changed consumer preferences are an important factor in monitoring and defining new protection
measures so that domestic producers of the Republic of Serbia are ready, primarily for the European market. For this reason, we decided to
investigate what consumer ethnocentrism is like in the central part of the Republic of Serbia, in the Moravica District. As the results show,
the challenges posed by globalization have greatly influenced consumer attitudes and changes in attitudes towards ethnocentrism.
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1. Introduction

Consumer behavior is extremely difficult to define, considering
that there are numerous factors having a direct or indirect impact on
the consumer. In the globalization era, this impact is extremely
powerful. The globalization implies a free flow of goods and
services, which can significantly affect the competitiveness of
domestic products of nation-states facing the stumbling economies
undergoing revitalization. The propensity of domestic consumers
towards ethnocentrism, that is, the dominance of domestic culture
and the propensity of consumers to buy domestic products over
foreign ones, can be a significant factor in maintaining domestic
producers. On the other hand, it can be an extremely aggravating
circumstance for foreign producers in product marketing due to
consumer attitudes that buying imported products is a source of
economic distress for the nation. Sociologist Ludwig Gumplowitz
pointed to the concept of ethnocentrism as early as 1879.
Gumplowitz's understanding of ethnocentrism was similar
togeocentrism and anthropocentrism, with particular emphasis on
one ethnic group (Bizumic, 2014). Some studies indicate that the
degree of ethnocentrism is much higher in the rural and central
regions of nation states. This information instigated us to carry out
this research in central Serbia.

2. Prerequisites and means for solving the problem

Globalization has affected all spheres of society, but its
influence is particularly apparent from a technological and
economic standpoint. When it comes to Serbia, imports of goods are
higher than exports, which results in the increased use of foreign
brands over domestic ones. (www.pks.rs) Based on these results, a
strategy that will protect the domestic economy to the best extent
will be created. Yormirzoev, Teuber, Li, found that “It has been
argued that domestic purchasing bias may be particularly
pronounced in emerging economies and societies subject to major
economic or political changes (Dmitrovic et al., 2009). In such a
situation, consumers' concern for their ethnic and cultural identities
may become even more pronounced - normative and affective
dimensions are likely to play a significant role in consumer
behavioral responses (Dmitrovic et al., 2009).”(7, pp. 6).

In Serbia, as a country that has been stack in transition for
years, with an apparent aspiration for European Union integration,
positions differ. In the Balkans, there is still the view that German
products are of proven quality and that price justifies quality. Uyar,
A. (2018) states in his research the reasons for this phenomenon “In
order to punish Germany, which had been defeated as a result of
World War 1, and to ensure that its products could be sold more
difficulty in the European market, the Allied Powers made it
mandatory to mark the expression "Made in Germany" on products
originated in Germany. This turned out to be a favorite of Germany
in the following years as products of German origin began to be
perceived as more valuable on the market over time (Senir, 2014:
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52-53).” (6, 1121-1143). Another result of the research conducted
by Ujar produced a conclusion ,,When Turkish consumers are to
choose between import and domestic
products, they decide according to product quality, price and brand
rather than origin“.(6,1121-1143) The starting point and
prerequisite for taking domestic product protection measures is to
examine the attitudes and preferences of consumers. Based on these
results, a strategy will be created that will best protect the domestic
economy.

3. Solutions

The research was carried out in order to determine the
preferences of consumers of the Moravica District towards domestic
and foreign products. By applyingthe method of survey, the
research was carried out in the period from July to August 2019.
The created questionnaire used in the research process was of a
closed type. By convenient sampling, the questionnaire was
distributed to the respondents electronically, via e-mail, in 24
wholesale companies, which is 80% of wholesale companies in the
Moravica Region. In total,18 companies responded, accounting for
60% of the total number of respondents, thus making this
questionnaire statistically valid. Data analysis was carried out in
SPSS statistical software.In order to test the statistical hypotheses,
descriptive statistical and reliability analysis were applied and the
statistics of the Hi-square test. The results are presented in tabular
and graphical form.

X (0): Domestic consumers prefer foreign over domestic
products.

Respondents who replied to the questionnaire and participated
in the survey were: AgrofinaCacak, Vasovic fish market Cacak,
Juko company Cacak, Harizma pro team Cacak, KafatexCacak,
TGKCacak, KiM Gornji Milanovac, Dallmayr Serbia Gornji
Milanovac, Kumovi doo Gornji Milanovac, Maksim Gornji
Milanovac, Maksim Gornji Milanovac , MV Petrovic
Velprolvanjica, Principal DUO Cacak, BarkaCacak, MD Product
Cacak, Delta DMD Cacak, MakrobellaCacak, Zeta SZTR Gornji
Milanovac, Dicalvanjica.

4. Results and discussion
Table 1. - Distribution of wholesale facilities by location

Sediste veletrgovinskog objekta

Cumulative
Frequency | Percent | Valid Percent Percent
Wabd  Cacak 11 a1.1 a1.1 o1.1
GomjiMilanovac 5 27.8 27.8 889
lvanjica 2 1.1 1.1 100.0
Taotal 18 10000 10010

Table 2. - Modus, median and arithmetic mean by number of

employees in wholesale facilities
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Most of the wholesale stores that participated in this research are
operating in the territory of the Municipality of Cacak (Graph 1).
Which can be concluded from Table 1 and Graph 1.
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Graph 1. - Distribution of wholesale facilities by location

A0

Percent

[ ]

T
od Sodo 100

ﬂoli\l o-a:o'uo'.e -\sec\ld 100
Number of retail stores
Graph 2. - Number of retail stores supplying the surveyed

wholesalers

Table 3. Number of responses and percentage participation in the
sample by number of employees

Number of workers in a wholesale facility

Cumulative
Frequency | Percent | Valid Percent Percent
Wald  mangod 5l 3 18,7 18,7 19.7
od 50 do 100 13 72.2 72.2 829
od 100 do 200 2 11.1 11.1 100.0
Total 18 100.0 100.0

Based on the results in Tables 2 and 3, it can be concluded that
the median is in sample 2, the mode is also 2, while the arithmetic
mean is 1.94. On the other hand, if one considers more closely the
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number of employees of wholesale companies that participated in
the survey, as many as 72.2% of the companies surveyed employ
between 50 and 100 workers. That is, 43.33% of the total number of
wholesalers operating in the Moravica District.

Graph 2 shows that most wholesale stores supply between 20
and 50 retail outlets. Only two respondents supply more than 100,
which have their own brand. Supply is made on the territory of the
whole Republic of Serbia. Thus, 27.8% of respondents supply up to
20 retail stores, 55.6% supply between 20 and 50, only 5.6%
between 50 and 100, while the rest, which makes 11.1% supply
over 100 retail stores.
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Graph 3. - Representation of foreign products in the retail chain
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Graph 4. Representation of domestic products in the retail chain

Graph 3 represents the percentage of foreign products in the
surveyed retail chains. As a percentage, most companies have
between 30% and 60% of foreign products in their range,
accounting for 61.1% of the total sample. Then, only 5.6% have up
to 10% of foreign products, 22.2% between 10% and 30%, and the
rest, or 11.1%, between 60% and 80%.

The percentage share of domestic products (Graph 4) in the
range varies from respondents to respondents. 5.6% of respondents
have less than 10% and 10% to 30% of domestic products in the
range. Then, in 61.1% of respondents, the share of domestic
products is between 30% and 60% of the total range. 16.7% of
respondents and from 60% to 80%, while the rest, 11.1% have over
80% of domestic products in the range.
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Table 4. - Relationship between foreign products and domestic

consumer choices
Case Processing Summary

Cazes
Valid Missing Total
M Percent M Percent M Percent
Representsbon of foreign
#;ld:n?t':::';:;ﬂ;;gﬂ 18| 100.0% ol 00w 18| 100.0%
domesticconsumers

Table 5. - Relationship between foreign products and domestic
consumer choices

Representation of foreign products in the retail chain * The most common choice of domestic
consumers Crosstabulation

The most commen choibe of domesiic consumers
Consumers
only ¢are about
the price, until
they pay
domestic products of | sttention to the
pottery fareign ongin of the
products consumers product
Foreign trade lezs than 109 Count 1 0 0
representation in the Expected Count
chain of 3 A &
od 10% do 20%  Count 3 a
Expected Count
4 24
od 30% do 6%  Count ) )
Expected Count
31 2 8.7
od 60% do BD%  Count a F 9
Expected Count
L) 2 2
ol Count
5 2
Expected Count
5.0 20 0

The given criterion in the previous table is p > 2, since it
satisfies the previous condition, it can be concluded that domestic
consumers prefer foreigners over domestic products.

Table 6. - Hi-squared ratio Relationship between foreign products
and domestic consumer choices
Chi-Square Tests

Asymptotic
Significance (2-
Walus df sided)
Fearson Chi-Sguas I [ 0D
Likelihood Ratio 21,232 L] A0z
Linsar-by-Linssr Associzton 31T i (52
M of Walid Cases 1B

Based on the data obtained, it can be concluded that domestic
consumers prefer foreign products over those produced in the
territory of the Republic of Serbia. This is also a confirmed starting
assumption (hypothesis) set in the paper.

5. Conclusion

Consumer behavior is constantly changing due to the many
consequences of globalization. From an economic point of view,
consumer preferences can have a significant impact on the national
economy. Due to the arrival of a large number of companies into
the domestic market, there have been changes in attitudes and
consumer requirements. Customer requirements are becoming more
complex. Compared to the traditional business, consumers have
become increasingly interested in the range of after-sales services.
Confirmation of the hypothesis set out in this research paves the
pathfor further search for factors that have led to changes in the
preferences of domestic consumers of the Moravica District.
External factors and their increased impact are the result of global
changes. Hence, we were not concerned with measuring
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ethnocentrism on various adopted scales (the so-called NATID
scales, the National Identity Impact Scale, or GENE, the Gudykunst
Scale and the Singelis Scale, then the most famous and most used
CET scales (CET-Consumer Ethnocentric Tendency Scale). We
have identified changes in preferences and the measurement of
ethnocentrism and the impact of demographic factors on it will be a
challenge and an additional motive for conducting new research in
this area. The results of the research confirm that globalization
significantly influences the consumer profile in the Moravica
region. The following question needs to be answered: how to
protect domestic products and the economy, as well as what
marketing activities need to be used in order to complement the
mechanisms to protect and oincrease the competitiveness of
domestic producers, both domestically and globally?
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