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Abstract

The subject of this paper is the analysis of consumer ethnocentrism with special
reference to fashion products. The aim is to examine: whether consumers of fashion
products in Serbia are ethnocentrically oriented; what they think about the price-quality
ratio of domestic fashion products; whether they choose a domestic or a foreign fashion
product, provided that their prices are equal; how often they ordered fashion products
through (domestic, foreign) websites before and during the pandemic; and how often they
bought fashion products promoted by (domestic, foreign) influencers before and during the
COVID-19 pandemic. The empirical research was conducted in the period between March
and June 2021, in the Republic of Serbia. The specificity of the research is reflected in the
analysis of consumer ethnocentrism by consumer generational cohorts (ranging from Z to
Baby Boomers) and by the amount of monthly income, all while considering the frequency
of ordering fashion products through domestic and foreign websites before and during the
pandemic, as well as the impact of domestic and foreign influencers on the frequency of
purchasing the mentioned products in the observed periods. The results show that the
greatest percentage of Generational cohort Z members believe that the prices of domestic
fashion products correspond to the quality of products, in contrast to generational cohorts
Y, X and Baby Boomers, the majority of whom believe that the prices are high in relation
to the quality. Consumer ethnocentrism is most pronounced among the category of
consumers with high income and among Baby Boomers.
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HOTPOIIAYKHU ETHOIHIEHTPU3AM
MOJHHUX ITPOU3BOJA

Arncrpakr

TpenMer pana je aHaiM3a MOTPOLIAYKOT ETHOLEHTPU3MA C NMOCEOHMM OCBPTOM Ha
MojHe npousBoae. LIwb je ma ce ucmuTa: Ja JIM Cy MOTPOILIAYM MOJHUX NPOM3BOAA Y
CpOuju STHOIICHTPHYKU OPHjESHTHCAHM; IIITa MUCIIC O OJTHOCY IICHE M KBaJmiTeTa qoMahmx
MOJIHUX TPOM3BOZA; Aa M OM omabpamm goMahyl WM CTpaHH MOJHH TIPOM3BOX TOT
YCIIOBOM J1a Cy UM IEHE jeAHAKe; KOJIHMKO CYy YYecTajlo HapydHMBAIM MOJHE IPOU3BOIE
npeko (nomahmx, CTpaHMX) CajTOBa IPe U TOKOM HaHIEMHje; Kao U KOJIHKO CY y4ecTalo
KyIMOBaJIM MOJHE TPOHM3BOZAE Koje mpoMoBHIIy (Homahw, cTpaHH) MH(QIyeHCEpH Tpe u
tokoM nanaemuje COVID-19. Emmupujcko ucTpakuBame je crpoBereHo n3Mely Mapra u
jyna 2021. romune, y PemyOmumm CpOuju. CrenMYHOCT HCTpaKUBama ce Orjiena y
AQHAIIM3U TIOTPOIIAYKOT €THOIICHTPH3MA IpeMa TeHEPaIrjCKUM KoxopTama (YKIbydyjyhu
CcBe oJ1 reHepanujcke koxopre 3 1o bejou Oymepa) U mpema BUCHHN MECEYHHX IPUMarba,
Y3 pa3Marpame y4ecTaloCTH HapydHBamka MOJAHHX IIPOU3BOA MPEKO JoMahuX U CTpaHHuX
cajToBa Ipe M TOKOM MaHIeMHje, Kao M yTunaja noMahux M CTpaHHX HHQIyeHcepa Ha
YYeCTaloCT KyNOBHMHE MOMEHYTHX IPOM3BOJA Y IOCMATpaHWM IeproanMa. Pesynratu
MOKa3yjy Z1a TeHepalmjcka Koxopta 3 y HajBeheM mporieHTy cMatpa jaa meHe Jomahmx
MO/THUX IIPOM3BO/IA OJITOBApajy KBAIUTETY, 32 Pa3JIHKy Of FeHepalHjckux koxopra Y, X u
Bejon Oymepa umju npumagHuny y BehWHH CMaTpajy Aa Cy IIEHE BHUCOKE y ONHOCY Ha
KBaymTeT. HajuspaskeHHjH je MOTPOIIavYKy ETHOLCHTPU3aM KOJI KaTeropuje IoTpoliaya ca
BHCOKUM MpUMarnuMa U kojl bejou 6ymepa.

KibyuHe peyH: IOTPOIIAYKH €THOLICHTPU3aM, MOJIHH IPOU3BOAH, ToMahu
MPOM3BOJIM, TeHepalijcke koxopre, mannemuja COVID-19.

INTRODUCTION

Consumer ethnocentrism is a significant factor in the fashion industry
(Slijepcevic, 2019), and it represents an attempt to apply the general socio-
logical concept of ethnocentrism to a business context. As such, it is connect-
ed with the patriotic feeling of the individual which dictates that it is desirable
to buy domestic products (Karoui & Khemakhem, 2019; Bakti, Sumaedi,
Rakhmawati, Damayanti & Yarmen, 2020; Raskovi¢, Ding, Hirose, Zabkar
& Fam, 2020; Kosti¢, StaniSi¢ & Marinkovi¢, 2021). The above-mentioned
relation was also identified in the research conducted on the Serbian market
(Pavlovi¢ & Savi¢, 2017). Specifically, consumer ethnocentrism represents a
preference for products and brands from one’s own country over products
and brands from other countries (GaSevi¢, VranjeS & Tomasevi¢, 2019;
Casado-Aranda, Sanchez-Fernandez, Ibafiez- Zapata & Liébana-Cabanillas,
2020; Ma, Yang & Yoo, 2020). This term could be used to explain the rea-
sons why some consumers have negative attitudes towards foreign products,
and to justify the consumer’s bias towards buying domestic versus foreign
products (Beslagi¢, 2015). From a marketing perspective, consumer ethno-
centrism should be viewed as a consumer choice conditioned by the attitude
that ethnocentrism helps not only the economic but also the political and so-
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cial development of the country (Kragulj, Parezanin & Miladinovi¢, 2017;
Das and Mukherjee, 2020; Vuong & Giao, 2020).

FACTORS AFFECTING CONSUMER ETHNOCENTRISM

The demographic characteristics of consumers represent a very im-
portant factor in the research on consumer ethnocentrism. The most common
demographic variables in the research on consumer ethnocentrism are age,
gender, income and education (Javalgi, Kahare, Gross & Scherer, 2005). A
slightly different classification is given by Shankarmahesh (2006), who
points out that the most important variables within this group are age, income
level, the level of education, race, and social class. Nguyen (2017) states that
gender, age, the level of education, and the average level of monthly income
are relevant socio-demographic characteristics for research in the context of
consumer ethnocentrism. Although research results are not consistent, there
seems to be more empirical support for the hypothesis that younger people
express a lower level of consumer ethnocentrism than older people (Rakié,
Raki¢ & Stanojevi¢, 2018; Abdalrahman, Fehér & Lehota, 2019; Bernabéu,
Oliveira, Rabadan & Diaz, 2020; Migliore, Rizzo, Schifani, Quatrosi, Vetri
& Testa, 2021). Research also shows that women have greater ethnocentric
tendencies than men (Bernabéu et al., 2020; Migliore et al., 2021). Apart
from a few exceptions, research results indicate a negative association be-
tween consumer ethnocentrism and the level of education (Rakic et al., 2018;
Bernabéu et al., 2020; Guo and Ozding, 2021). Most studies found a negative
association between individual income and the scores on the consumer eth-
nocentrism scale (Wel, Alam, Khalid & Mokhtaruddin, 2018; Stepchenkova,
Su & Shichkova, 2019; Bernabéu et al., 2020; Aljukhadar, Boeuf & Senecal,
2021). However, some studies find no effects of income on consumer ethno-
centrism (Jain and Jain, 2013; Awdziej, Tkaczyk & Wilodarek, 2016;
Beslagi¢, Beéirovi¢ & Cavalié, 2018), while other studies find a positive as-
sociation between income and ethnocentrism (Balabanis and Diamantopou-
los, 2011; Al Ganideh and Good, 2016).

When it comes to consumer ethnocentrism in Serbia, i.e. the de-
mographic factors that determine it, the research by Marinkovi¢, Stanisi¢ and
Kosti¢ (2011) found that ethnocentric tendencies occur to a greater extent in
men than in women. This result is different from the one obtained from the
research in other countries, where the level of consumer ethnocentrism was
higher among women. The results of this research also show that the lowest
degree of consumer ethnocentrism is present among younger respondents,
and the highest among older respondents. In addition to the above, the in-
crease in household income implies a decrease in consumer ethnocentrism
(Veljkovi¢, 2009). The fact that the elderly and consumers with the lowest
level of monthly income are more ethnocentric and show a greater degree of
economic patriotism has also been proven in recent research conducted on
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the market of the Republic of Serbia (Raki¢ et al., 2018; Gasevi¢, 2022).
Moreover, according to the results of the research by Gasevi¢ (2022), it can
be observed that there are no statistically significant differences in consumer
ethnocentrism between consumers according to the education level criterion.

The COVID-19 pandemic, as an unprecedented situational factor, has
had significant implications for consumer psychology and behaviour during
and after the pandemic (He & Harris, 2020). It is a collective traumatic event
that has caused increased concern for health and safety (Maltseva & Li,
2020), and that inflicted physical, psychological and emotional harm to con-
sumers (He & Harris, 2020). In addition to health and psychological prob-
lems, the pandemic has also caused financial problems and difficulties for in-
dividuals. The pandemic has created a radically different marketing environ-
ment and different consumer needs and habits (Sheth, 2020; Zwanka & Buff,
2021; Mamula, Per¢i¢ & Necak, 2022). An important area of consumer (ethi-
cal) decision-making that is changing under the influence of the pandemic re-
lates to behaviours directed towards the purchase of domestic and foreign
products. The question of purchasing domestic and foreign products is not
only a question of affordability, quality and price but also a question related
to consumer ethics in terms of whether it is right (or wrong) to act in a certain
way (He & Harris, 2020). Thus, the research conducted by Verma and
Naveen (2021) showed that, during the COVID-19 pandemic, consumers
avoided foreign products, which had a positive effect on their level of ethno-
centrism, i.e. on the purchase of domestic products. A higher degree of con-
sumer ethnocentrism is more pronounced among consumers who buy domes-
tic fashion products more often — frequently and very often (GaSevic, 2022).
The lowest level of consumer ethnocentrism was identified among con-
sumers who do not buy products from the mentioned categories. On the other
hand, according to this research, the correlation between the COVID-19 pan-
demic and consumer ethnocentrism was assessed as positive and of high in-
tensity. The results obtained are in line with the results of recent studies that
deal with the analysis of the influence of external factors on consumer behav-
iour, which primarily refers to consumer behaviour research on the choices
they made during the COVID-19 pandemic (Ben Hassen, El Bilali & Allah-
yari, 2020; Kock, Narfelt, Josiassen, Assaf & Tsionas, 2020; Di Renzo et al.,
2020; Hamadani et al., 2020; Migliore et al., 2021; Miftari, Cerjak, Tomic-
Maksan, Imami & Prenaj, 2021; Mhatre and Singh, 2021; Savarese, Castelli-
ni, Morelli & Graffigna, 2021; Verma and Naveen, 2021; Chakraborty, Sid-
diqui, Siddiqui & Alatawi, 2022).

ETHNOCENTRISM TOWARDS FASHION PRODUCTS

When it comes to research aimed at identifying the impact of con-
sumer ethnocentrism on the evaluation of different categories of products,
it can be said that the available literature (primarily foreign) is almost ex-
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plicitly focused on high-tech products and fashion products (such as, for
example, cars, household appliances, computers, clothing and/or ser-
vices), especially in developing countries (Gasevi¢, 2022). The research
on consumer ethnocentrism in Serbia shows that the level of consumer
ethnocentrism is higher in the category of food products than in some
other categories (Raki¢ et al., 2018). In fact, consumers from Serbia have
the most positive attitudes towards domestic products from the following
categories: everyday food products, alcoholic beverages, non-alcoholic
beverages (Raki¢ et al., 2018). A recent study by Gasevi¢ (2022) reached
similar results, according to which consumers from our country show the
highest degree of ethnocentrism towards food and cosmetic products, as
well as household cleaning products. On the other hand, fashion clothing
and appliances are the last two categories of products that are not bought
every day, and require a longer purchase decision process. Nevertheless,
regarding the analysis of the profile of consumers who buy fashion prod-
ucts, it can be concluded that certain characteristics of consumers influ-
ence their decision to buy these products. Specifically, with increasing
age, the tendency to buy fashion items also increases, but it is interesting
that consumers with a lower level of education are more likely to decide
to buy products from this category, which means that the level of educa-
tion significantly affects the purchase of fashion products. This can also
be explained by the fact that they choose branded products due to the fear
of making the wrong choice. However, for this group of respondents, the
level of monthly income does not play a significant role in the purchase
of these products. Moreover, it has been shown that the choice of online
purchase of fashion products (through a website, mobile applications or
social media) affects their tendency to purchase these products (Borisavljevi¢
and Radosavljevi¢, 2021).

METHODOLOGY OF RESEARCH

The research subject of this paper is the analysis of the degree of
consumer ethnocentrism in Serbia from the aspect of fashion products. In
accordance with the defined subject, the main objectives of this research
are to answer the following questions: (a) is there consumer ethnocen-
trism in Serbia regarding fashion products; (b) what is the price-quality
ratio of domestic fashion products; (c) which fashion product would con-
sumers choose if the prices of domestic and foreign products were equal;
(d) what was the frequency of ordering fashion products through domes-
tic and foreign websites before and during the COVID-19 pandemic; and
(e) what was the frequency of purchasing a fashion product promoted by
domestic and foreign influencers before and during the pandemic.

In accordance with the thus defined subject and objectives of the
research, the following hypotheses have been set, and will be proved as a
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contemplative and theoretical supplement to certain gaps in the knowledge of
the phenomenon under research: hypothesis H; — consumers in Serbia are
ethnocentrically oriented when it comes to fashion products; hypothesis
H, — there is a statistically significant difference in the answers of
respondents with different socio-demographic characteristics in relation
to the opinion on the price-quality ratio of domestic fashion products;
hypothesis H,; — there is a statistically significant difference in the
answers of respondents of different age categories in relation to the
opinion on the price-quality ratio of domestic fashion products; hypothe-
sis Hz2 — there is a statistically significant difference in the answers of re-
spondents of different gender in relation to the opinion on the price-
quality ratio of domestic fashion products; hypothesis H2 3 — there is a sta-
tistically significant difference in the answers of respondents of different
amount of monthly income in relation to the opinion on the price-quality
ratio of domestic fashion products; hypothesis Hs — there is a statistically
significant difference in the answers of respondents with different socio-
demographic characteristics in relation to the choice between domestic
and foreign fashion products in case the prices of domestic and foreign
products are equal; hypothesis Hs 1 — there is a statistically significant dif-
ference in the answers of respondents of different age categories in rela-
tion to the choice between domestic and foreign fashion products in case
the prices of domestic and foreign products are equal; hypothesis Hs» —
there is a statistically significant difference in the answers of respondents
of different gender in relation to the choice between domestic and foreign
fashion products in case the prices of domestic and foreign products are
equal; and hypothesis Hs s — there is a statistically significant difference in
the answers of respondents of different amount of monthly income in re-
lation to the choice between domestic and foreign fashion products in
case the prices of domestic and foreign products are equal.

In order to derive valid and reliable conclusions, in accordance
with the defined subject, objectives and the research hypotheses, the em-
pirical, i.e. quantitative research was conducted using the survey method.
An online questionnaire was prepared especially for this research and was
distributed to the respondents. Consumers in Serbia were questioned
about their opinions, habits and attitudes about the mentioned questions.
The survey lasted from March 24 to June 21, 2021 and was conducted on
the territory of the Republic of Serbia. The sample is random; it consists
of 1,002 respondents — consumers of both genders (men — 26%, women —
74%). According to age categories, the respondents were divided as fol-
lows: Generational cohort Z (18%), Generational cohort Y (31%), Gener-
ational cohort X (35%) and Baby Boomers (16%). Table 1 gives short de-
scriptions of the mentioned generational cohorts.
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Table 1. Descriptions of generational cohorts

Generational
cohort Y
(1980-2000)

Generational
cohort X
(1965-1979)

Baby-boomers
(1945-1964)

Generational
cohort Z
(2001-2012)

Style of Business Relaxed business Whatever they They make a brand
clothing feel out of themselves
comfortable  and create their
with own image
Work Exclusively an Office and Office and They expect
environment officewitha house, there isa home, flexible flexibility from
tendency to desire for a schedule their employers,
hard and flexible schedule remote work
prolonged work
Motivation Salary Safety Work-life Individuality
balance
Mentoring Cannotstand Feedback isnot Constant need They seek stability
negative necessary for  for feedback  and permanence
feedback very them
well
Retention Salary Security and Personal Independence
salary relationship
Means of Personal Phone, e-mail ~ SMS, Social  They use various
communications contact and networks ~ computers, mobile
telephone phones and others
digital devices
Technology Documentsare  They create They create Instead of the
prepared by documents documents  Internet, they use
colleagues, the themselves,usea and databases Internet of Things
Internetis  mobile phoneand themselves,
used to a laptop, use the use the
limited extent, Internet for Internet for
they only use research and research and
e-mail at work search, use e-mail  to connect,
and a mobile use e-mail/
phone texting 24/7
Career goal Build a perfect Make a Make a few  They choose job
careerand ,portable” career parallel they love, versus a
excel at work and, if possible, a  careersor  better-paying, and
business, master business, have in their opinion,
a multitude of several more boring job.
skills and business at the Usually, they build
experiences same time a career abroad
Attitude Organizational Portfolio - Digital They are prone to
towards career - careersare  devoted tothe  entrepreneurs entrepreneurship
defined by  profession and not and include their
employees  tothe employee personal projects
in regular job
Characteristic TV PC Mobile phone Different digital
product devices and
platforms
Choice when Face to face Face to face and Solutions for ~ Pragmatic and
making online decisions are conservative,
financial collected  rational consumers
decisions digitally

Source: Adjusted according to Mamula Nikolic (2021)
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The sample includes respondents from all regions of Serbia. Ac-
cording to the amount of monthly income, the structure of the sample
consists of the following structure of respondents: up to RSD 50.000 —
43%; RSD 50.000-70.000 — 20%; RSD 70.000-100.000 — 14%,; and over
RSD 100.000 — 7%. The statistical error of the sample is 3%. The SPSS
statistical software was used for data processing and analysis. The follow-
ing quantitative statistical methods were used: descriptive statistics (fre-
quency distribution, mean) and comparative statistics (y2-test). Some
guestions in the questionnaire were formulated in the form of a five-point
Likert scale. The answers offered for the question on frequency of order-
ing are: almost always, often, sometimes, rarely, and never, and were as-
signed the values of 5, 4, 3, 2 and 1, respectively.

RESULTS AND DISCUSSION

Based on the results shown in Graph 1, more than half of the con-
sumers in Serbia (53%) believe that the prices of domestic fashion prod-
ucts are high relative to quality. A third of the respondents (31%) believe
that the prices correspond to the quality of products, and only 2% of re-
spondents believe that the prices are low relative to quality.

Prices of domestic fashion products relative to quality of products

53%

31%

14%
2%
high adequate low | am not sure

Graph 1. Distribution of respondents by their opinion on the prices

of domestic fashion products relative to quality
Source: Authors of the paper

The obtained results are somewhat similar to the results of the re-
search conducted by Gasevi¢ (2022), according to which 33.5% of con-
sumers stated that the domestic fashion clothing is expensive, while only
8.6% of them consider it very affordable. Also, 46.7% of the surveyed
consumers are satisfied with the quality of domestic fashion clothing.
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The greatest percentage of the members of Generational cohort Z
believes that the prices of domestic fashion products correspond to the
quality of the products (46%). More than half of the respondents in the Y
(57%), X (57%) and Baby Boomers (55%) generational cohorts believe
that the prices are high relative to quality (Table 2). According to the x>
test (Value = 37.1672, df = 9, p = 0.00 < 0.05), there is a statistically sig-
nificant difference in the answers of respondents of different age catego-
ries in relation to the opinion on the price-quality ratio of domestic fash-
ion products.

Table 2. Distribution of respondents (in %) by age groups in relation to
the opinion on the prices of domestic fashion products relative to quality

Prices of domestic fashion products relative to quality

Age groups

High Adequate Low | am not sure

18-25 38 46 0 16
(Generational cohort Z)

26-40 57 27 3 13
(Generational cohort Y)

41-55 57 29 1 13
(Generational cohort X)

56-72 55 28 3 14
(Baby Boomers)

Source: Authors of the paper

The greatest percentage of female consumers believes that the prices
of domestic fashion products are high relative to quality (55%), while 48% of
male consumers in Serbia are of the same opinion. A third of the male (34%)
and female respondents (31%) believe that the prices are adequate for
products of such quality (Table 3). According to the y?-test (Value = 13.580?,
df = 3, p = 0.004 < 0.05), there is a statistically significant difference in the
answers of respondents of different gender in relation to the opinion on the
price-quality ratio of domestic fashion products.

Table 3. Distribution of respondents (in %) by gender in relation to the
opinion on the prices of domestic fashion products relative to quality

Prices of domestic fashion products relative to quality

Gender High Adequate Low | am not sure
Male 48 34 4 14
Female 55 31 1 14

Source: Authors of the paper

As for the distribution of respondents by the amount of monthly
income, their opinions on the price-quality ratio of domestic fashion products
are similar. The greatest percentage of consumers with an income be-
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tween 50 and 70 thousand dinars (61%) believe that the prices are high
relative to quality, and the greatest percentage of consumers within the
highest income range (39%) believe that the prices correspond to the
quality of domestic fashion products (Table 4). According to the y>-test
(Value = 12.619?, df = 9, p = 0.181 > 0.05), there is no statistically signif-
icant difference in the answers of respondents with different monthly in-
comes in relation to the opinion on the price-quality ratio of domestic
fashion products.

Table 4. Distribution of respondents (in %) by the amount
of monthly income in relation to the opinion on the prices
of domestic fashion products relative to quality

Amount of Prices of domestic fashion products relative to quality
monthly income High Adequate Low | am not sure
Up to RSD 50,000 52 30 2 15
RSD 50,000 — 70,000 61 25 2 12

RSD 70,000 — 100,000 55 30 2 14
Over RSD 100,000 58 39 0 3

Source: Authors of the paper

If the prices of domestic and foreign fashion products were equal,
the largest number of consumers would opt for the domestic product
(43%), which leads us to the conclusion that consumers in Serbia are
ethnocentrically oriented (Graph 2).

If the prices of domestic and foreign fashion
products are equal, | buy:

50%
45%
40% 35%
35%
30%
25% 22%
20%
15%
10%
5%
0%

43%

domestic fashion product foreign fashion product I am not sure

Graph 2. Distribution of respondents by their choice of domestic or

foreign fashion product in case of equal prices
Source: Authors of the paper
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The greatest percentage of the members of the Baby Boomer Gen-
erational cohort (49%) would rather choose a domestic fashion product if
the prices of domestic and foreign products were equal, while, on the oth-
er hand, the greatest percentage of the members of Generational cohort Z
(36%) would prefer a foreign fashion product. Therefore, of all genera-
tional cohorts of consumers, Baby Boomers are the most ethnocentrically
oriented (Table 5). According to the y2-test (Value = 25.6422 df = 6, p =
0.00 < 0.05), there is a statistically significant difference in the answers
of respondents of different age categories in relation to the choice be-
tween domestic and foreign fashion product in the event that the prices of
domestic and foreign products are equal.

Table 5. Distribution of respondents (in %) by age groups
in relation to the choice of domestic or foreign fashion product

In case the price of a domestic fashion product is equal
to the price of a foreign product, | buy:

Age groups Domestic fashion Foreign fashion lam
product product not sure
18-25 (Gen 2) 37 36 27
26-40 (Gen'Y) 42 20 38
41-55 (Gen X) 43 20 37
56-72 (Baby Boomers) 49 17 34

Source: Authors of the paper

The percentages of male and female respondents are approximate
when it comes to deciding between a domestic fashion product and a
foreign one (Table 6). According to the y*-test (Value = 4.7262, df = 2, p
= 0.094 > 0.05), there is no statistically significant difference in the
answers of respondents of different gender in relation to the choice
between domestic and foreign fashion products.

Table 6. Distribution of respondents (in %) by gender
in relation to the choice of domestic or foreign fashion product

In case the price of a domestic fashion product is equal
to the price of a foreign product, | buy:

Gender Domestic fashion  Foreign fashion lam
product product not sure

Male 41 27 32

Female 43 21 36

Source: Authors of the paper

The obtained results are almost identical to the results of the re-
search conducted by GaSevi¢ (2022). Specifically, according to this re-
search, there is no statistically significant difference between men and
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women when it comes to attitudes about domestic fashion clothing, the
intention to purchase domestic fashion clothing, the degree of satisfaction
with and enthusiasm for domestic fashion clothing, and the level of loyal-
ty to domestic fashion clothing (intention to repeat purchase and make
recommendations to other customers).

The percentages of consumers according to income levels are fair-
ly even as well, but those within the highest income range (52%), who
would opt for a domestic fashion product rather than the foreign one,
stand out (Table 7). According to the y?-test (Value = 3.313%, df =6, p =
0.769 > 0.05), there is no statistically significant difference in the an-
swers of respondents with different levels of monthly income in relation to
the choice between domestic and foreign fashion products (provided that
the prices of domestic and foreign products are equal).

Table 7. Distribution of respondents (in %) by the amount of monthly
income in relation to the choice of domestic or foreign fashion product

In case the price of a domestic fashion product is equal

Amount of to the price of a foreign product, | buy:
monthly income Domestic fashion  Foreign fashion lam
product product not sure
Up to RSD 50,000 44 21 35
RSD 50,000 — 70,000 43 18 39
RSD 70,000 — 100,000 42 20 38
Over RSD 100,000 52 19 29

Source: Authors of the paper

Through domestic websites, 97% of consumers frequently bought
fashion products before the COVID-19 pandemic, and 72% of consumers
did the same during the pandemic (Table 8). The mean value of the
frequency of ordering through domestic websites before the pandemic is
4.40, and it is 3.25 during the pandemic. Through foreign websites, 42%

Table 8. Distribution of respondents (in %) by the frequency of ordering
fashion products through domestic and foreign websites, before and
during the pandemic

Frequency Through domestic websites  Through foreign websites
of ordering Before the Duringthe  Before the During the
pandemic pandemic pandemic  pandemic
Almost always 58 19 1 3
Often 28 21 11 16
Sometimes 11 32 30 34
Rarely 2 23 34 25
Never 1 5 24 22

Source: Authors of the paper
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of consumers frequently bought fashion products before the COVID-19
pandemic, while 53% of consumers did the same during the pandemic
(Table 7). The mean value for the frequency of ordering through foreign
websites before the pandemic is 2.33, and it is 2.54 during the pandemic.

Chryssochoidis et al. (2007) examined the relation between con-
sumer ethnocentrism and frequency of purchase, but taking into account
only foreign products, and the research results showed that consumer eth-
nocentrism has no effect on consumer purchasing behaviour, which is re-
flected in the number of purchases of foreign products.

Before the COVID-19 pandemic, 12% of consumers in Serbia fre-
guently purchased fashion products promoted by domestic influencers,
and this percentage was identical during the pandemic (Table 9). The
mean value for the frequency of ordering fashion products promoted by
domestic influencers before the pandemic is 1.47, and it is 1.44 during the
pandemic. Before the pandemic, 9% of consumers frequently purchased
fashion products promoted by foreign influencers, and this percentage
was identical during the pandemic (Table 9). The mean value of the fre-
guency of ordering fashion products promoted by foreign influencers be-
fore the pandemic is 1.41, and it is 1.38 during the pandemic.

Table 9. Distribution of respondents (in %) by the frequency of
purchasing fashion products promoted by domestic and foreign
influencers, before and during the pandemic

Frequency of Promoted Promoted
purchasing by domestic influencers by foreign influencers
fashion products  Before the During the Before the During the
pandemic pandemic pandemic pandemic
Almost always 1 1 1 0
Often 2 1 1 1
Sometimes 9 10 7 8
Rarely 21 19 22 19
Never 67 69 69 72

Source: Authors of the paper

When comparing the percentages in Tables 8 and 9, the mean val-
ues for the frequency of purchasing fashion products through domestic
and foreign websites, as well as the purchase of products promoted by
domestic and foreign influencers, it can be concluded that the purchase of
fashion products in Serbia is more frequent through domestic websites
than through foreign ones, and that the purchase of fashion products pro-
moted by domestic influencers is more frequent than the purchase of fash-
ion products promoted by foreign influencers, both for the period before
and during the pandemic. Moreover, considering that a greater percentage
of consumers in Serbia choose domestic fashion products (43%) com-
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pared to foreign ones (22%), provided that their prices are equal, it can be
concluded that consumer ethnocentrism in Serbia prevails when it comes
to fashion products. The obtained results are somewhat similar to the results
of the research by Gasevi¢ (2022), according to which 42% of respondents
stated that they buy domestic fashion clothing occasionally, while 21% of
respondents stated that they buy domestic fashion clothing rarely.

In general, the results of the empirical research proved that con-
sumers in Serbia are ethnocentrically oriented when it comes to fashion
products, and thus the hypothesis H; is confirmed. They prefer a domestic
fashion product over a foreign one, provided that their prices are equal.
Moreover, it has been found that fashion products are purchased in Serbia
through domestic websites more often than through foreign ones, as well
as that the purchase of fashion products promoted by domestic in-
fluencers is more frequent than the purchase of fashion products promot-
ed by foreign influencers, both for the period before the pandemic and
during the pandemic. As it has been established that there is a statistically
significant difference in the answers of respondents of different age cate-
gories in relation to the opinion on the price-quality ratio of domestic
fashion products, hypothesis Hz 1 is confirmed. The same conclusion was
reached regarding hypothesis H.., i.e. there is a statistically significant
difference in the answers of respondents of different gender in relation to
the opinion on the price-quality ratio of domestic fashion products. On
the other hand, as it has been established that there is no statistically sig-
nificant difference in the answers of respondents with different monthly
incomes in relation to the aforementioned opinion, hypothesis Hz 3 is not
confirmed. Therefore, it can be concluded that hypothesis H; is mostly
confirmed. Given that a statistically significant difference has been prov-
en to exist in the answers of respondents of different age categories in re-
lation to the choice between domestic and foreign fashion products, pro-
vided that the prices of domestic and foreign products are equal, hypothe-
sis Hz 1 is confirmed. In contrast, there is no statistically significant differ-
ence in the answers of respondents of different gender and with different
amounts of monthly income in relation to the mentioned choice. There-
fore, hypotheses Hs» and Hs s are not confirmed. It can be concluded that
hypothesis Hs is only partially confirmed.

CONCLUSION

The results of the research show that the greatest percentage of
members of Generational cohort Z believe that the prices of domestic
fashion products correspond to the quality of products, in contrast to gen-
erational cohorts Y, X and Baby Boomers, the majority of who believe
that prices are high relative to quality. Based on the aforementioned, it
can be concluded that the coming generation of young people is a good
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potential market for the competition between domestic producers of fash-
ion products, and that it is necessary for the producers to act strategically
in this direction from the marketing aspect, and to additionally develop
and strengthen the ethnocentrism of Generational cohort Z. On the other
hand, in relation to generational cohorts Y, X and Baby Boomers, who, as
the most capable generational cohorts, consider that prices are high rela-
tive to quality, domestic producers can act in three directions. The first
one is to reduce prices and improve quality, which is perhaps the most
difficult to achieve. The second direction is to increase quality, which is
somewhat easier to implement, and finally, the third and most easily ap-
plicable way is to reduce the prices of domestic fashion products.

The category of consumers with high incomes gives preference to
domestic products compared to foreign ones, provided that the prices of
domestic and foreign fashion products are equal, which is a signal to do-
mestic producers to direct their marketing strategy and communication
towards that target group with pronounced consumer ethnocentrism.
Moreover, the oldest generation of consumers (Baby Boomers) is the one
most ethnocentrically oriented of all generational cohorts, and this is
where the producers of domestic fashion products have space for more
active measures.

During the pandemic, the purchase of fashion products through
domestic websites decreased, while purchase through foreign websites in-
creased. The increased purchase of fashion products through foreign web-
sites during the pandemic compared to the pre-pandemic period could be
explained by the existence of foreign websites with advanced software
used by global fashion companies, significantly better than domestic
ones, as well by better presentation, larger marketing budgets and effi-
cient and secure payment, in contrast to those of domestic fashion houses
that cannot boast of that level of quality and safety of online offers and
sales. In order to stop the growing trend of purchasing fashion products
through foreign websites, it is necessary to invest in the modernisation of
websites and online sales, and to increase the marketing budget for do-
mestic producers. The reasons for the increased purchase of fashion prod-
ucts through foreign websites are a suggestion for further research.

When it comes to purchases encouraged by influencers, the re-
spondents almost equally declared that their purchase decisions were
barely influenced by either domestic or foreign influencers before the
pandemic, while this influence was even smaller during the pandemic. It
follows that domestic fashion houses should carefully choose and decide
on cooperation with influencers, as well as make efforts to strengthen di-
rect communication and interaction with (potential) customers.

The limitation of this paper is reflected in the analysis of only se-
lected factors that influence the purchase of fashion products. The survey
method is of a subjective nature, both because of the respondents’ an-
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swers, with their tendency to answer questions in a more socially desira-
ble direction under certain conditions, and because of insufficient possi-
ble precision in the formation of a random sample of the research. As the
empirical research has confirmed that consumers of fashion products in
Serbia are ethnocentrically oriented when considering the choice between
domestic and foreign fashion products, provided that their prices are
equal, it would be interesting to further examine the degree of influence
exerted on ethnocentrism by quality, price and consumer desire to help
the domestic fashion industry. We also suggest the examination of fash-
ion organisations that collaborate with influencers regarding the effects
they achieve when their products/services are promoted by influencers. In
addition, it would be important to examine the behaviour of consumers of
fashion products in the region, in order to compare the results from the
aspect of ethnocentrism, which could pose questions about possible op-
portunities for export.
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IHOTPOIIAYKHU ETHOILIEHTPU3AM
MOJHUX ITPOU3BOJA

Musmna Caujenaesnh’, Kaposmna IMepunh?, Credpan Amavnuh®
'Vuupepsurer MeTpononuran, PakyareT 3a MEHALIMEHT,
®DakynTeT AUTHTATHIX YMETHOCTH, beorpan, Cpbuja
2Buicoka I1Koja MojiepHor 6u3Huca, beorpan, Cpouja
3Yuusep3uter Metponosnuran, ®akynrer 3a MeHauMeHT Beorpan, Cpouja

Pe3ume

Ipenmer paja je aHaIM3a MOTPOIIAYKOT €THOLIEHTPU3MA € ITOCEOHMM OCBPTOM Ha
MozHe npousBoje. Llmb paza je na ce ucnura: 1a M Cy HOTPOLIAYU MOJHUX IPOM3-
Bosa y CpOuju eTHOIIEHTPUYKY OPHjEHTHCAHH; IIITa MUCIIE O OJHOCY IIeHE W KBaJIHTe-
Ta foMahnX MOJTHHX MPOU3BOJA; 1a 1 Ou oxabpanu gomahu WM CTpaHU MOJIHU TIPO-
M3BO/JI T10]] YCIIOBOM J1a CY MM LIeHE je/IHaKe; KOJIUKO Cy y4eCTallo Hapy4YHBalId MOJIHE
HPOM3BOJIE MPEKO JoMalikX U CTPAaHUX CajTOBA IIPE U TOKOM IaH/eMH]e; Kao M KOJIHKO
Cy y4ecTasio KymoBaJi MOJIHE IPOM3BO/Ie Koje mpoMoBuIly goMahu u ctpanu uHGIy-
eHcepu mpe u TokoM nannemuje COVID-19. EMnupujcko HCTpaXuBame je CipoBe/e-
Ho u3Mmely MapTa u jyHa 2021. rogune Ha Teputopuju PemyGmuke Cpbuje. Crieru-
(UYHOCT MCTpaXKMBamka Ce OIJe[a y aHAINW3HM MOTPOIIAYKOr ETHOLEHTPU3MA IpeMa
TeHepanyjcKUM KoXopTaMma IoTpomaya (TeHepanujcka KoXopTa 3, TeHepamnjcka Ko-
xopta Y, rerepanujcka koxopra X, bejou Oymepn) u nmpeMa BUCHHU MECEYHHX TMpPHU-
Mama, Y3 pa3MaTpame y4ecTaIOCTH HapyuHBama MOJHHX MPOU3BOA MPEKO qoMahux
M CTPaHUX CajTOBA IPe M TOKOM IaH/EMHje, Kao U yTHlaja foMahuX U CTpaHUX MH-
(uryeHcepa Ha y4eCTaJIOCT KYHNOBHHE TIOMEHYTHX MPOHM3BOJA Y MOCMATPAHUM IEPH-
onuMa. Pesynratu mcrpaxkuBama MoKasyjy Aa reHepalujcka KoxopTta 3 y HajBehem
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HPOLIEHTY CMaTpa jAa lieHe aoMahux MOIHHX IPOW3BOJA OArOBapajy KBAUTETY, 3a
pas3nuKy oX reHepanujckux koxopta Y, X u bejou 6ymepa, unju npunaaHuny y Behu-
HH CMaTpajy Aa Cy LIeHe BUCOKE Y OJHOCY Ha KBaJIUTET. TOKOM MaHAeMHje je KyIIOBH-
Ha MOJIHMX IPOU3BOJIa MpeKo AoMahnx cajToBa omaja, A0K je mopacia KyloBHHA Ipe-
KO CTpaHHUX cajroBa. Kaga cy y muramy KyIOBHHE IIOJCTAKHyTe HH(QIIyeHCepHMa,
UCIIUTAHUIIM Cy Ce M3jacHWIM Ja y HajBehoj MepH HUCY KyNOBAJIH ITOJ] yTHIAjeM WH-
¢ryeHcepa (Hn momahux, HM CTpaHHX) Ipe NaHAEMHje, a TOKOM HaHAEMHje je Taj
yTHIaj jour MamH. I eHepanHo, notpomaun y CpOuju Cy eTHOIEHTPUYKN OpHjeHTHCA-
HH KaJa Cy y IHTamby MOJHU mpousBoau. OHH panuje Oupajy nomahu MogHM mpo-
W3BOJI y OHOCY Ha CTPaHH y CIy4ajy Ja Cy BUXOBE LicHe jeqHake. Hajuszpaxenuju je
HOTPOLIAYKH €THOLGHTPU3aM KOJ KaTeropuje NoTpolIaya ca BUCOKHM IPUMambUMa U
ko1 bejou Oymepa.



