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Introduction

Consumers facing varying product offer from different countries of origin often prefer
products from their own country (Verlegh and Steenkamp, 1999, Verlegh et al., 2007).
Numerous studies examine the relationship between the product country of origin and
national identity, which results in emotional attachment to home country products
(Netemeier, 1991; Klein, 1998, 2002). In this regard, nationalism and patriotism, as
well as the concept of consumer ethnocentrism emerge. The relevant literature makes a
distinction between the concept of nationalism and the concept of patriotism. Generally,
both terms relate to positive identification with a particular nation. However, nationalism
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implies superiority and dominance of one nation over others. On the other hand, patriotism,
as a feeling of love for one’s own country, does not imply national domination (van der
Toorn, Nail, Liviatan & Jost, 2014). Patriotism is based on emotional attachment to one’s
own people, nationalism discriminates against members of other nations. Ethnocentrism
is the attitude in which one’s own group is in the center of everything, while all others
are judged and ranked in relation to it (Shankarmahesh, 2006). The main consequence
of consumer ethnocentrism is the consumer intention to buy local products, i.e. their
unwillingness to purchase foreign products. On the other hand, there are many reasons for
buying foreign products. By purchasing foreign products, consumers improve their status
as well as their image in society (Strizhakova et al, 2008).

Literature Review
Prestige

There are many reasons why consumers prefer global to local brands. One of the reasons
may be the higher perceived prestige of global brands (Kapferer, 1997). Holt etal. (2004)
point out that one of the major associations related to global brands is their prestige.
Global brands are, generally speaking, less accessible and more expensive than local
alternatives, which can contribute to the creation of their prestigious reputation (Batra
et al., 2000). Consumers themselves buy and use such products to improve their status
as well as social image (Strizhakova et al, 2008). Some consumers, in addition, buy
global brands to enhance their own image in terms of cosmopolitanism, sophistication,
and modernism (Friedman, 1990). According to Ergin & Akbai (2010), the concept
of brand prestige can mean different things to different consumers or consumers have
different perceptions of prestige for the same brand. As Wong and Zhou (2005) point
out, the perception of brand prestige has a greater impact on a purchasing intention
when a product is in a category of high social visibility. The aim of this paper is to
investigate whether this is the case with the purchase of food products.

Social prestige is reflected in consumer assessment of increased self-esteem and social
status due to the possession and use of products belonging to the category of global
brands (Steenkamp, Batra, & Alden, 2003). Numerous authors point out that one of
the main consumer motivators to purchase global brands is the desire to improve their
own status in society (Holt, 2002; Thompson & Tambyah, 1999). Many researchers
define brand prestige as a subjective judgement on a relatively high status of a brand-
related product (Stongkamp, Batra, & Alden, 2003; Truong, McColl, & Kitchen, 2009;
Monga & John, 2010). This judgment is often accompanied by emotional reactions
(Bagozzi, Gopinath, & Nier, 1999). Past studies provide empirical evidence to prove
it (Holt, Quelch, & Taylor, 2004; Nan & Belk, 2004; Ger, 1999). This connection is
especially emphasized in developing countries as consumers perceive brands from
Western countries as symbols of prestige and status (Coulter et al., 2003; Batra et al.,
2000). The reason for this is that consumers find a symbolic connection between global
brands and the most developed countries from which these brands come, and that by
purchasing these brands they want to acquire the lifestyle of consumers from these
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parts of the world (Ozsomer, 2012; Alden, Steenkamp, Batra 2006). In addition, by
purchasing global brands, consumers want to get products that are used for the so-called
conspicuous consumption. This is particularly pronounced in developing countries in
which consumers tend to use global brand ownership and/or consumption to increase
their social status and enhance identity and prestige (Batra et al., 2000). On the other
hand, consumers in certain situations (when they are authentic) can also connect local
brands with a high level of prestige. Some studies prove this assertion (Ozsomer, 2012;
Steenkamp, Batra, & Alden, 2003). Some studies on a target group of consumers living
in developed Western countries point to preferences for local products (Balabanis,
Diamantopoulos (2004)), while respondents in developing countries and emerging
economies prefer foreign branded products (Marcoux et al., 1997, 9, Batra et al., 2000).
Consumers consider branding or foreign products as a symbol of prestige, following
trends and the latest lifestyles to improve their image in society (Zhou et al., 2008).
These ideas are used in the paper to formulate the variable of prestige.

Steenkamp at al. (2003) suggest that brand prestige affects purchasing intentions, i.e.
there is a positive correlation between prestige and purchasing intent. Yagci (2001)
finds that brand image is an important factor that not only has an impact on the quality
perception and consumer attitude towards products, but, at the same time, significantly
influences consumer product purchase as a strong predictor of consumer purchasing
intentions. On the other hand, Eze, Yee and Vamala (2012) discover the opposite.
In their opinion, consumers do not form their product purchasing intentions based
on brand image, which indicates that the brand does not have a priority impact on
purchasing intentions. Shah et al. (2012) study how the branding concept influences
consumer purchasing intentions. According to them, the main brand image consists
of two elements, namely brand recognition and brand preferences, and both elements
affect purchasing intentions.

Food product consumers, in addition to economic reasons and social belonging, pay
special attention to quality when giving priority to local over foreign food products
(Lusk et al., 2006). The country of origin labels on food products can influence the
quality perception. In particular, the local country indication refers to the quality of
traditional production methods and induces perceptions of trust and self-confidence
(Von Alvensleben, Gertken, 1993).

The aim of this study is to analyze whether the image is important in the purchase of
food products, i.e. if purchase be considered prestigious. Bearing in mind the above-
stated theoretical claims and results of previous empirical research, the following
research hypotheses are defined:

HI: Prestige has a positive and statistically significant influence on the assessment of
local food products.

H2: Prestige has a positive and statistically significant influence on the assessment of
foreign food products.

http://ea.bg.ac.rs 645



Economics of Agriculture, Year 65, No. 2, 2018, (pp. 643-657), Belgrade

National identity

The significance of an individual’s national affiliation, as well as subjective significance
of the inner connection with the nation, is a national identity (Blank & Schmidt, 2003).
Nakata and Sivakumar (2001) define national identity as a set of thinking, feeling, and
action patterns, derived from conventional and accepted conventions and values of a
particular society. It is a degree in which individuals identify themselves with their own
nation and have a positive sense of belonging to it (Tajfel, Turner 1986). The strength of
national identity is operationalized as a subjective and multiple construction consisting
of: individual’s perception of common origin, feelings of common socio-cultural
experience, interactions, values, and norms, as well as feelings of belonging, pride,
and commitment to a particular national group (Cleveland, Rojas-Mendez, Laroche, &
Papadopoulos, 2016).

There are studies that focus on the effect of differences in the strength of individuals’
national identity on the assessment of local and foreign products. Verlegh (2007) proves
that national identity has an impact on the assessment of quality and desire and readiness
to purchase different categories of local products, including food products, while the
negative impact of identity on readiness to purchase foreign products is revealed only
in two of eight product categories. Zeugner-Roth, Zabkar, & Diamantopoulos (2015)
conduct a study stating that national identity has a stronger positive impact on the rating
and readiness to purchase local products than ethnocentrism, while in foreign products
national identity affects positively the rating, but not readiness to buy.

The country of origin concept, covered by the definition of a “geographical indication”,
provides the basis for identity, diversity, tradition, and authenticity — individual and
social, local, and national (Almli et al., 2011). Food can be used as a metaphor for
diversity and to promote cultural superiority. The identity of the national cuisine has
to do with geographical boundaries and regional identities (van Ittersum, 1999). Some
researchers assume that territorial or regional identity is more shaped by their typical
food than language or dialect (Petrini, 2011; Parasecoli, 2005).

Public campaigns focus on the danger of losing national identity and try to provoke
national feelings, but also to evoke the feelings of consumers’ duty towards local
economy (Parasecoli, 2005). Normative reasons for buying local food products play a
major role where local agribusiness is threatened by imports. In addition, information
on the food country of origin may be a general quality indicator when other information
is not available. Basically, it is the quality perceived by the consumer, rather than the
“objective” quality that influences the consumers’ decision-making process (Knight
et al., 2007; Saenz-Navajast et al., 2014). Objective quality is defined by the total
number of product attributes including its origin, ingredients, and all attributes that
can be detected by food analysis. Subjective quality is defined by personal quality
evaluation, so each consumer has their own quality definition and requirements. The
most important aspects of food quality are certainly related to taste and safety, including
production processes and product performance (Bachl, 2011; Ortega et al., 2014). In
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this paper, the subjective quality of food products is examined, among other things,
under the influence of national identity.

Parrot (2002) makes a distinction between northern and southern food culture. Northern
food culture is characterized by “efficient” production, while southern food culture,
which sees food consumption as hedonism (Gomez and Torelli, 2015), is characterized
by tradition and craft production, and the connection of healthy eating with typical and
local products (Balestrieri i Brunori, 2003).

Buying food products, among other things, depends on the national context in which
consumers live. In Serbia, according to one study, consumers are motivated by quality
when buying local food, but also prefer local food regardless of quality, due to moral
beliefs about the support to the local food economy (Bosbach et al., 2015).

The aim of this paper is to examine whether consumer national identity is expressed in
Serbia and whether it has an impact on food product assessment and purchase. Based
on the theoretical statements, the results of the previous research, and the goals set in
this paper, the following hypotheses can be defined:

H3: National identity has a positive and statistically significant impact on the assessment
of local food products.

H4: National identity has a positive and statistically significant impact on the assessment
of foreign food products.

Product assessment based on the country of origin

The effects of the country of origin (COO) mean that certain consumers show positive
or negative tendency to purchase different products, depending on the country of origin
with which they associate them (Magnusson et al., 2011; Josiassen & Harzing, 2008;
Verlegh & Steenkamp, 1999). Many authors conclude that the country of origin of
products and services has an impact on product assessment and purchasing behavior
of consumers (Pharr, 2005; Sharma, 2011; Verlegh & Steenkamp, 1999; Peterson
& Jolibert, 1995). The product country of origin influences consumers’ product
assessment, because they use all available product information when evaluating it
(Kaynak & Kara, 2002). In this study, the effect of the food product country of origin
is considered through product evaluation and the impact of evaluation on consumers’
readiness to buy products.

Hong & Wyer (1989) indicate that the country of origin serves as a very important basis
for consumers’ product and service assessment. Many authors consider the product
country of origin and its image to positively or negatively affect the assessment of
products coming from these countries (Costa et al., 2016; Chen et al., 2014; Laroche,
et al., 2005). According to Laroche et al. (2005), product assessment refers to a set
of attitudes the consumer has about the product, which is expressed by the liking,
satisfaction of having a product, and the desire to buy it. When assessing products and
services, consumers analyze certain internal characteristics that are directly related to

http://ea.bg.ac.rs 647



Economics of Agriculture, Year 65, No. 2, 2018, (pp. 643-657), Belgrade

the product and are physically tangible (design, shape, color), as well as external ones,
which are less tangible (price, guarantee, brand, name of the manufacturer, and product
country of origin) (Verlegh & Steenkamp, 1999; Manrai et al., 1998). The second
group of characteristics gets important when consumers cannot completely objectively
evaluate the product.

Readiness to purchase a product differs from the consumer intention to make a purchase, in
terms of the necessary expenditure to actually buy a product or service (Koschate-Fischer et
al., 2012). Sun and Morwitz 2010) point out that intentions are time-varying and that they
do not have to accurately predict the real behavior of consumers. It is therefore important
to examine whether consumer intentions will be realized. The purchase intention arises
from the product evaluation, i.e. benefits that must be greater than the product cost. This
correlation of product evaluation and readiness for purchase is described in numerous
studies (Zeugner-Roth et al., 2015; Josiassen, 2011; Klein et al,, 1998).

Koubaa (2008) finds that the image of the product country of origin is of great influence
on the consumer perception about the product image. Similarly, according to Hsieh et al.
(2004), when consumers have a favorable perception of the brand’s country of origin,
they also appreciate brands from that particular country, which, in turn, improves the
brand image, and vice versa, the negative image of the country of origin in the eyes
of consumers prevents them from buying brands from that country. It is found that the
image of the country of origin directly affects the purchasing intention of consumers
(Josiassen & Assaf, 2010; Wang & Yang, 2008). However, other researchers such as
Diamantopoulos et al. (2011) prove that the image of the country of origin indirectly
affects consumers’ intentions to buy foreign products through the brand image. Most
COO literature deals with the purchase of durable but not food products. Few studies
examine the influence of the country of origin on the propensity to purchase local food
products (Eriksson, 2011; Ellison et al., 2010; Knight, 2007; von Alvensleben et al.,
1993). The aim of this paper is to fill this research gap.

The paper examines the impact of product assessment on the consumers’ readiness to
purchase local and foreign food products as part of the overall effects of the country of
origin through the following hypotheses:

HS: Positive assessment of local food products by consumers positively influences their
purchase of local food products.

H6: Positive assessment of foreign food products by consumers positively influences
their purchase of foreign food products.
Materials and methods

Bearing in mind the analyzed variables and hypotheses, a conceptual research model
can be defined. The model (Figure 1) shows that variables related to food product
prestige and national identity influence the assessment of these products, and that food
product assessment affects the purchase of this product type.
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Figure 1. Conceptual research model

Prestige of
foodstufts Evaluation of food Purchase of food

products products

/

Y

National identity

In order to analyze the previously established links, a survey covered the territory
of Sumadija. The survey was conducted in February 2018, with a total of 146 valid
questionnaires collected. In the structure of the sample, most of the respondents were
women (53.4%). In addition, the largest percentage of respondents were members
of younger and middle-aged generations (close to 80%), with secondary education
(48.5%). The data was obtained by distributing the questionnaire personally, with the
respondents evaluating the degree of their agreement with the stated items on the seven-
point Likert scale (1 — I strongly disagree, 7 — I strongly agree).

Statistical data processing and analysis were performed using Microsoft Excel and
SPSS (Statistical Package for Social Sciences, 21.0) software packages. Of statistical
analyses, descriptive statistics analysis, exploratory factor analysis, simple and multiple
linear regression were used.

Results

In order to group the questionnaire statements into factors, exploratory factor analysis
is performed, giving three factors, referring to the observed variables in the research
model. The value of the Kronbach alpha coefficient (Table 1) is significantly higher for
all factors than the recommended value of 0.7 (Nunnally, 1978), which shows that the
factors have a very good internal consistency. Indicators that must be considered when
assessing the justification for exploratory factor analysis are Bartlett’s test of sphericity
and Kaiser-Meyer Olkin’s (KMO) sample adequacy indicator. The KMO indicator value
in this study is 0.799, while Bartlett’s test of sphericity has a statistically significant
value (Sig. = 0.000), which indicates that the use of factor analysis is justified. The total
percentage of variance explained by these three factors is 79.63%.

Table 1. Results of exploratory factor analysis

Items o
Prestige of local food products 0.930
Prestige of foreign food products 0.915
National identity 0.868
Bartlett’s test of sphericity Sig.=0,000
KMO 0,799

Source: Authors’ calculations
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The results of descriptive statistics (Table 2) show that the respondents gave the highest
rating to the national identity (AS = 5,739, SD = 1,214) variable. On the other hand,
variables Purchase of foreign food products (AS = 3.736, SD = 1.665) and Prestige of
local food products (AS =3.827, SD = 1.590) had the lowest rating.

Table 2. Results of descriptive statistics analysis

Items AS SD

Prestige of local food products 3.827 1.590
Prestige of foreign food products 4.227 1.644
National identity 5.739 1.214
Assessment of local food products 4.646 1.385
Assessment of foreign food products 4.424 1.346
Purchase of local food products 5.061 1.425
Purchase of foreign food products 3.736 1.665

Source: Authors’ calculations

In order to test the hypotheses, two multiple and two two-dimensional regression
analyses were used. The results of these analyses are presented in Tables 3, 4, 5, and 6.

The results of multiple linear regression shown in Table 3 indicate that the prestige of
local products (B = 0.243, Sig. = 0.002) and national identity (f = 0.364 Sig. = 0.000)
have a positive and statistically significant influence on the assessment of local food
products. This confirmed the hypotheses H1 and H3.

Table 3. Results of multiple regression (dependent variable — Assessment of local food products)

Hypothesis | Variable B t Sig. VIF
H1 Prestige of local food products 0.243 3.235 0.002 1.035
H3 National identity 0.364 4.852 0.000 1.032

Source: Authors’ calculations

When it comes to foreign products, it can be noticed that the prestige of foreign food
products has a positive and statistically significant impact on assessment (f = 0.331,
Sig. = 0.000), while national identity has no statistically significant impact on the
assessment of this product type (B = 0.016, Sig. = 0.842). This confirms hypothesis
H2, but not the H4 hypothesis.

Table 4. Results of multiple regression (dependent variable — Assessment of foreign food products)

Hypothesis | Variable B t Sig. VIF
H2 Prestige of foreign food products 0.331 4.192 0.000 1.002
H4 National identity 0.016 0.200 0.842 1.005

Source: Authors’ calculations
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It should be pointed out that multicollinearity is not a problem in the presented analyses,
since the variance inflation factor (VIF) is lower than the recommended value of 5, in
the case of the impact of both factors on the assessment of both local and foreign food
products (Field, 2000).

Table 5. Results of linear regression (dependent variable — Purchase of local food products

Hypothesis

Variable

B

t

Sig.

5.997

0.000

H5 Assessment of local food products 0.477

Source: Authors’ calculations

Study of the impact of food product assessment on their purchase was done through a
simple regression analysis (Tables 5 and 6). The above analysis shows that, in the case
of local food products, consumers’ assessment has a positive and statistically significant
influence on the purchase of these products (p = 0,477, Sig. = 0,000). This confirms
the HS hypothesis.

Table 6. Results of linear regression (dependent variable — Purchase of foreign food products)

Hypothesis

Variable

B

t

Sig.

6.768

0.000

He Assessment of foreign food products 0.491

Source: Authors’ calculations

When it comes to foreign food products, product assessment also has a strong, positive,
and statistically significant influence on the purchase of food products (B = 0,491, Sig.
=0,000). This confirms the H6 hypothesis.

Conclusion

The paper analyzes the influence of prestige and national identity on the assessment
and purchase of food products. The results show that the respondents gave the highest
rating to the variables related to national identity (AS = 5,739). On the other hand,
variable Purchase of foreign food products (AS = 3.736) had the lowest rating, which
supports the aforementioned. The results of the analysis also show that the prestige
of local products and national identity have a positive and statistically significant
impact on the assessment of local food products, which is consistent with the results
of previous researchers like Yagcei, (2001); Verlegh, (2007) and Zeugner-Roth et al.
(2015). This confirmed the hypotheses HI1 and H3. The influence of nationalism on
quality assessment of local food products in Serbia was also proven in the study by
Bosbach et al. (2015). The analyses carried out in this paper point to the influence
of prestige but not of national identity on the assessment of foreign food products.
This confirmed H2 hypothesis, but not the H4 hypothesis, which can be, among other
things, explained by the results of previous studies, stating that openness towards
other cultures and ethnocentrism in Serbia are not in contradiction in the assessment
of food products. One of the conclusions drawn from the conducted analysis in this
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paper is that consumers’ assessment has a positive, statistically significant impact on
the purchase of both local and foreign food products, thus confirming the H5 and H6
hypotheses. The results are in line with the research carried out in Serbia by Bosbach
et al. (2015), which indicates the existence of a positive, statistically significant impact
of quality assessment on the purchase of food products. The conducted research has
certain limitations. One of them is that it was not conducted on the whole territory of
Serbia, which would increase the representativeness of the sample and generalize the
conclusion. Another limitation is that the largest percentage of respondents belonged
to youth and middle-aged groups, with secondary education. Also, the analysis did not
include other factors that influence product perception and purchase, which could be
the subject and objective of future research.
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