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Abstract

This study investigates the impact of national stereotypes on consumer purchasing decisions
(CPD) across diverse demographics. Utilizing regression analysis, the research examines how
factors such as national stereotypes, price, promotion, and product quality influence
consumer behavior. The findings reveal that national stereotypes significantly shape CPD,
highlighting the importance of cultural sensitivity in marketing strategies. While other factors
like price and promotion also contribute to purchasing decisions, their effects are less
pronounced compared to national stereotypes. This research emphasizes the need for
marketers to align their messaging with cultural perceptions to enhance consumer
engagement. Future studies should explore the dynamic nature of national stereotypes in the
context of globalization and digital media, providing insights for brands aiming to thrive in
international markets.

Keywords: Consumer Purchasing Decisions, National Stereotypes, Marketing Strategy,
Regression Analysis.

Introduction

The perceived quality of imported goods has long been a subject of interest for both
academics and marketers, as consumer attitudes toward foreign products are shaped by a
variety of factors, including country of origin, cultural biases, and brand associations. As
globalization continues to expand, the significance of understanding how consumers perceive
the quality of imported goods has grown, particularly in light of recent shifts in consumer
preferences toward sustainability, ethical production practices, and technological
advancements. This study aims to explore these attitudes in the context of contemporary
global markets, drawing on several key areas of research that inform the perceived value and
quality of imported goods.

Research by Papadopoulos et al. (2018) highlights the importance of product and brand
associations with place image, noting that consumers' perceptions of products are heavily
influenced by the reputation of the country or region where they are produced. This "place
image" can have a profound impact on consumer decision-making processes, as consumers
often use the origin of a product as a heuristic for evaluating its quality. Kim and Bye (2024)
further support this by examining how social and environmental practices in the apparel
industry, particularly the perception of goods labeled "Made in the USA," influence
consumer value perceptions. Their findings suggest that ethical and sustainable production
practices are increasingly important to consumers, particularly in developed markets.

A similar phenomenon is observed by Kastanakis and Paul (2024), who explore geographical
indications as a labeling strategy and its potential to either enhance or detract from consumer
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perceptions of quality. Their study reveals that while geographical indications can enhance
product appeal, they can also trigger negative biases, especially when consumers have
preconceived notions about the region associated with the product. This is especially relevant
in an era where nationalistic sentiments and consumer biases against foreign goods can affect
purchasing decisions, as demonstrated by Atkinson-Toal's (2023) exploration of British
consumer preferences for domestic products.

The rise of technological innovations, such as blockchain in food traceability, has also played
a role in shaping consumer perceptions. Wang and Scrimgeour (2023) note that blockchain
technology is being adopted to ensure transparency and authenticity in food supply chains,
and its effectiveness in reassuring consumers about the safety and quality of imported food
products is becoming increasingly relevant.

In light of these studies, this research aims to provide a comprehensive analysis of how
contemporary consumers perceive the quality of imported goods. By focusing on a range of
industries, such as apparel, electronics, and food products, this study seeks to identify the key
drivers behind consumer attitudes and how factors such as place image, sustainability, and
technological advancements contribute to perceived quality.

Literature Review

The perception of foreign versus domestic goods has been the focus of considerable research,
particularly as globalization has expanded consumer access to international products.
Consumer attitudes toward foreign brands are influenced by various factors, including
culture, materialism, religiosity, and ethnocentrism. Zakaria, Wan-Ismail, and Abdul-Talib
(2021) examine the role of culture, materialism, and religiosity in Malaysian Generation Y's
preference for foreign brands. They find that conspicuous consumption, driven by
materialistic values, influences the purchasing behavior of young Malaysian consumers,
highlighting the importance of cultural norms in shaping perceptions of imported goods.

Ethnocentrism, a concept often contrasted with xenocentrism, plays a significant role in how
consumers perceive foreign products. Consumer ethnocentrism, as studied by John and Brady
(2011) in Mozambique, refers to a preference for domestic goods over foreign products due
to national pride and loyalty. This ethnocentric tendency can negatively influence attitudes
toward imported goods, even when the foreign products may offer superior quality or price
advantages. Erdogan and Uzkurt (2010) further explore this idea, showing that ethnocentric
consumers often view foreign products with suspicion, affecting their perception of quality
and overall attitude.

Conversely, xenocentrism, the preference for foreign products due to the perception that they
are superior to domestic goods, has also been extensively researched. Mueller, Damacena,
and Torres (2020) validate a xenocentrism scale among Brazilian wine consumers, revealing
that xenocentric tendencies lead consumers to believe that foreign wines are of higher quality
than local varieties. This preference for foreign products is often shaped by macro-level
factors such as country reputation and product origin. Jin et al. (2018) explore this dynamic
by studying Saudi consumers' preferences for foreign goods, finding that macro-level country

6430

= - -
= “‘". 'l-‘ANL,
A= -
Ly
Internotional towrmnal of
l }'T') Food And Mutritionol Sciencos
L g AU LA T e o ———



[JFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES
ISSN PRINT 2319 1775 Online 2320 7876

Research Paper © 2012 JFANS. All Rights Reserved

images, such as economic strength and global reputation, significantly impact consumer
attitudes toward different product categories.

Country-of-origin (COO) effects have long been recognized as a critical factor influencing
consumer attitudes toward imported goods. Jiménez and San-Martin (2016) emphasize the
importance of the COO effect in developing markets, where the reputation of foreign firms
can significantly impact consumer trust and product acceptance. Similarly, Peng Cui,
Fitzgerald, and Donovan (2014) examine how consumers extend their self-concept through
foreign goods, suggesting that individuals often associate their identities with the prestige and
status of international brands. Cultural values also play a crucial role in luxury consumption
behaviors, particularly in markets with strong religious or traditional influences. Teimourpour
and Heidarzadeh Hanzaee (2011) investigate how culture affects luxury consumption among
Iranian consumers, noting that religious and cultural beliefs significantly shape perceptions of
luxury goods, especially when they are of foreign origin. This indicates that in markets with
strong religious influences, attitudes toward foreign products are closely linked to cultural
values and beliefs about consumption.

The demand for counterfeit goods further complicates consumer attitudes toward foreign
products. Norum and Cuno (2011) analyze counterfeit fashion products and argue that the
availability of counterfeits can erode the perceived value of both foreign and domestic luxury
goods. This is particularly relevant in developing markets, where economic constraints may
push consumers toward counterfeit versions of foreign products, thus distorting their
perception of quality. Finally, the literature also highlights the importance of product
category and consumer choice criteria in shaping attitudes toward imported goods.
Khmel’nyts’ka and Swift (2010) explore beer consumption in Ukraine, demonstrating that
local preferences for domestic products often outweigh the appeal of foreign brands,
depending on the product category. Similarly, Tsitsipati and Athanasios (2014) conduct a
SWOT analysis of the truffles market in Greece, showing that consumer preferences are often
shaped by local tastes and product availability, rather than a mere preference for foreign
goods.

The influence of consumer animosity and ethnocentrism on attitudes toward foreign goods
has garnered significant attention in the context of global marketing. Rose, Rose, and Shoham
(2009) explore the impact of consumer animosity on the perceptions of foreign goods, using
Jewish and Arab Israelis as a case study. Their research highlights how deep-seated political
tensions can negatively impact consumer attitudes toward products from certain countries,
irrespective of product quality or price. This suggests that consumer animosity, often fueled
by historical, cultural, or political conflicts, can be a strong determinant of foreign product
rejection.

In a related context, Shankarmahesh (2006) provides a comprehensive review of consumer
ethnocentrism, identifying its antecedents and consequences. Ethnocentrism, as a driver of
preference for domestic over foreign products, is influenced by a range of factors including
national identity, pride, and perceived economic threats. The work of Vida and Reardon
(2008) adds to this by examining how consumers make domestic consumption choices based
on rational, affective, or normative considerations. Their study shows that domestic
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consumption is not purely based on logical decision-making but is also influenced by
emotional and social factors, further illustrating the complexity of consumer behavior in
relation to foreign products.

The country-of-origin (COO) effect remains a critical factor in consumer perception of
foreign goods. Chattalas, Kramer, and Takada (2008) examine how national stereotypes
affect the COO effect, emphasizing that consumers’ preconceptions about a country can
significantly alter their attitudes toward products originating from that country. Similarly,
Chryssochoidis, Krystallis, and Perreas (2007) investigate the interaction between
ethnocentric beliefs and the COO effect, finding that ethnocentric consumers are more likely
to reject foreign products, even when these products are objectively superior in terms of
quality. Kinra (2006) further explores the COO effect in the Indian market, demonstrating
that foreign brand names often carry positive associations, but these associations can be
undermined by strong ethnocentric beliefs. In addition to ethnocentrism, quality assurance
systems also play a pivotal role in shaping consumer trust in foreign products. Achilleas and
Anastasios (2008) examine the marketing aspects of quality assurance systems, noting that
such systems are crucial in reducing consumer uncertainty about foreign goods. This is
especially relevant in markets where consumers are hesitant to purchase foreign products due
to concerns about quality and reliability.

Branding strategies also influence consumer perceptions of foreign versus domestic products.
Lee, Knight, and Kim (2008) compare a U.S. global brand with domestic brands in Mexico,
Korea, and Japan, revealing that consumers in these countries often hold domestic brands in
higher esteem due to cultural familiarity and emotional attachment. This highlights the
importance of brand positioning and local adaptation in overcoming consumer biases against
foreign brands. Piron (2002) explores the concept of international outshopping, where
consumers travel abroad to purchase foreign goods, driven by the perception that foreign
products are of higher quality or offer better value. This behavior, however, is
counterbalanced by ethnocentric tendencies, as evidenced by Hoffmann’s (2000) study on the
country-of-origin effect in fresh meat consumption. Hoffmann finds that despite
globalization, many consumers remain loyal to domestic products due to concerns about
quality, safety, and national pride.

The marketing and consumption of foreign products have been influenced by a variety of
factors, including national stereotypes, consumer attitudes toward marketing mix elements,
and the competitive positioning of products in global markets. Alkhafaji (1991) explores the
management challenges of international markets, emphasizing that successful management
requires an understanding of the unique economic, cultural, and regulatory environments in
different countries. This highlights the need for adaptive marketing strategies that can
respond to local preferences while leveraging global brand strengths.

The study by Hoon Ang (2000) examines the influence of physical, beneficial, and image
properties on consumer responses to parallel imports. Parallel imports, which are products
imported without the authorization of the brand owner, often face consumer skepticism due to
concerns about authenticity and quality. Hoon Ang’s research suggests that the perceived
benefits and image of the product play a crucial role in shaping consumer attitudes toward
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these imports, underscoring the importance of maintaining brand consistency and quality
across markets. Bhuian and Kim (1999) explore consumer attitudes toward marketing mix
elements in emerging international markets, focusing on foreign products. Their findings
suggest that consumers in these markets evaluate foreign products differently than domestic
ones, often placing greater emphasis on price, promotion, and product quality. This indicates
that marketers need to carefully tailor their strategies when introducing foreign products to
emerging markets, as consumer expectations and preferences may differ significantly from
those in more developed economies.

National stereotypes also play a significant role in shaping consumer perceptions of foreign
products. Papadopoulos, Heslop, and Beracs (1990) examine the impact of national
stereotypes on product evaluations in a socialist country. Their research reveals that
consumers often associate products with the stereotypes of the country they originate from,
which can either enhance or diminish the appeal of the product. This aligns with the findings
of Darling and Arnold (1988), who compare the competitive positioning of products from the
United States, Japan, and selected European countries, concluding that national reputation
and marketing practices significantly influence product success in foreign markets.

Customer satisfaction is another critical factor in international marketing. Nagel and Cilliers
(1990) propose a comprehensive approach to understanding customer satisfaction,
emphasizing that meeting customer expectations is essential for building loyalty and trust in
foreign markets. Their research highlights the need for businesses to invest in understanding
the specific needs and preferences of their international customers, as satisfaction is closely
tied to cultural and market-specific factors. Historical perspectives on economic thought,
such as those presented by Sandilands (1990) and Gilligan (1995), contribute to a deeper
understanding of how economic theories have influenced marketing practices over time.
Sandilands’ examination of Nicholas Kaldor’s notes on Allyn Young’s lectures provides
insights into the development of marketing theories, while Gilligan’s review of European
marketing research underscores the importance of regional studies in shaping global
marketing practices.

The literature underscores the complexity of marketing foreign products, with factors such as
national stereotypes, consumer attitudes toward the marketing mix, customer satisfaction, and
competitive positioning playing pivotal roles. Understanding these dynamics is crucial for
companies aiming to succeed in the global marketplace, as they must navigate both local and
international influences on consumer behavior. This body of research provides valuable
insights for marketers seeking to effectively position their products in diverse international
markets.

RQ1 How do national stereotypes and the marketing mix influence consumer attitudes and
purchasing decisions for foreign products in emerging markets?

Research methodology

The research methodology for this study focused on exploring the impact of national
stereotypes, price, promotion, and product quality on consumer purchasing decisions. A
quantitative approach was adopted, involving the collection of data from 240 randomly
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selected respondents through a structured questionnaire. The questionnaire encompassed
various sections addressing demographics, consumer purchasing decisions (CPD), national
stereotypes (NS), pricing (P), promotional strategies (Pr), and product quality (PQ). This
design ensured a comprehensive understanding of how these factors influence consumer
behavior across different demographic segments.

Objectives:

e To analyze the impact of national stereotypes and consumer ethnocentrism on
attitudes toward foreign products in emerging markets.

e To assess the influence of marketing mix elements (price, promotion, and product
quality) on consumer purchasing decisions for foreign products.

Hypotheses:

H1. National stereotypes have a significant positive impact on consumer attitudes toward
foreign products.

H2. Marketing mix elements (price, promotion, and product quality) significantly influence
consumer purchasing decisions for foreign products.

Regression Line:

Consumer Purchasing Decision (CPD) = B0 + B1National Stereotypes (NS) + B2 Price (P) +
B3 Promotion (Pr) + 4 Product Quality (PQ) + &

Data analysis was conducted using R Studio, a widely recognized statistical software that
facilitates advanced data manipulation and analysis. The analysis included the application of
multiple linear regression to assess the relationships between the independent variables (NS,
P, Pr, and PQ) and the dependent variable (CPD). This method allowed for an in-depth
evaluation of the significance and contribution of each variable in explaining consumer
purchasing decisions.

Additionally, descriptive statistics were utilized to summarize demographic characteristics,
while residual analysis was performed to validate the regression model's assumptions. This
rigorous methodology ensures that the findings of the study are statistically sound and can
contribute to a better understanding of consumer behavior in the context of marketing
strategies, ultimately guiding future research in this field.

Analysis

In the demographic analysis of the 240 randomly selected samples, various characteristics
were examined to gain insights into the composition of the participants. Gender distribution
showed a relatively balanced representation, with 50% male and 50% female respondents,
ensuring diverse perspectives in the study. The age of participants ranged from 18 to 65
years, with a significant concentration in the 25 to 34 age group, accounting for 35% of the
sample. This age demographic reflects a population that is often engaged in consumer
purchasing behaviors and decision-making processes.
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Regarding education, 40% of respondents held a bachelor's degree, while 25% had completed
their high school education, indicating a well-educated sample overall. In terms of
occupation, the data revealed that 30% of participants were employed in the corporate sector,
followed by 25% in education, showcasing a range of professional backgrounds that could
influence consumer perspectives. The analysis of income levels highlighted that 45% of
respondents earned between Rs. 40,000 and Rs. 60,000 annually, suggesting a middle-income
demographic that is critical in the consumer market. Overall, this diverse demographic
composition allows for a comprehensive understanding of the factors influencing consumer
purchasing decisions, providing valuable insights into how these variables interact within the
context of national stereotypes and their impact on consumer behavior. This analysis sets the
foundation for deeper exploration into how these demographic factors may influence the
purchasing decisions examined in the study.

Table 1: Regression line for Consumers Purchasing Decision

call:
Tm(formula = CPD ~ NS + P + Pr + PQ, data = Paper_2)

Residuals:
Min 1Q Median 3Q Max
-1.68124 -0.31250 -0.03668 0.32859 1.20097

Coefficients:
Estimate Std. Error t value Pr(>|t|)

(Intercept) 0.56041 0.13193  4.248 3.1le-05 ***

NS 0.50412 0.06637 7.596 7.20e-13 *¥%*

P 0.05157 0.08326 0.619 0.5363

Pr 0.15019 0.08383 1.792 0.0745

PQ 0.04088 0.07351 0.556 0.5787

Signif. codes: 0 ‘***’ (0.001 ‘**’ 0.01 ‘*’ 0.05 “.” 0.1 “ ' 1

Residual standard error: 0.5261 on 235 degrees of freedom
Multiple R-squared: 0.5974, Adjusted R-squared: 0.5905
F-statistic: 87.16 on 4 and 235 DF, p-value: < 2.2e-16

[Sources: R Studio Analysis]

The regression analysis presented in Table 1 provides valuable insights into the factors
influencing Consumer Purchasing Decision (CPD). The model includes four independent
variables: National Stereotypes (NS), Price (P), Promotion (Pr), and Product Quality (PQ),
with the objective of understanding their impact on consumer behavior.

The results reveal that National Stereotypes (NS) is a highly significant predictor of
consumer purchasing decisions, with a coefficient of 0.50412 and a p-value of 7.20e-13, well
below the 0.001 threshold. This strongly suggests that consumers' perceptions of national
stereotypes have a significant and positive impact on their purchasing decisions. This
supports the first hypothesis, which posits that national stereotypes positively influence CPD.
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The magnitude of this effect is substantial, indicating that consumers’ purchasing preferences
are strongly shaped by their preconceived notions about the origins of products and the
countries they come from.

Promotion (Pr) also emerges as a near-significant variable, with a coefficient of 0.15019 and
a p-value of 0.0745, which is slightly above the conventional 0.05 significance level. This
suggests a marginal influence of promotional activities on consumer purchasing decisions.
Although not highly significant, the positive relationship implies that effective promotional
strategies can increase consumers' likelihood of purchasing.

On the other hand, Price (P) and Product Quality (PQ) show relatively weak and statistically
insignificant relationships with CPD, with p-values of 0.5363 and 0.5787, respectively. These
results contradict the hypothesis that price and product quality significantly influence
purchasing decisions. The lack of significance here suggests that while consumers consider
price and product quality, they may be outweighed by other factors, such as national
stereotypes or promotional efforts.

The model's Adjusted R-squared value of 0.5905 indicates that approximately 59% of the
variance in consumer purchasing decisions can be explained by the four predictors. This
demonstrates that the model provides a good fit for the data, though other unaccounted
factors may also influence purchasing behavior. Overall, the analysis supports the significant
impact of national stereotypes on CPD while providing marginal evidence for the role of
promotion.

CPD vs National Stereotypes (NS)

Consumer Purchasing Decision
w N

National Stereotypes

Figure 1: Scatter Plot with Regression Line

The scatter plot with the regression line visually illustrates the relationship between the
Consumer Purchasing Decision (CPD) and the independent variable National Stereotypes
(NS). Each point on the scatter plot represents an individual observation from the dataset,
depicting the CPD against the NS scores. The regression line, which slopes upward, indicates
a positive correlation between these two variables. As the perception of national stereotypes
increases, so does the likelihood of favorable purchasing decisions among consumers. The
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tight clustering of points around the regression line suggests a strong relationship, further
confirmed by the statistical significance found in the regression analysis (p-value of 7.20e-
13). This graph effectively highlights the prominence of national stereotypes in influencing
consumer behavior, reinforcing the hypothesis that national stereotypes significantly impact
CPD.

Regression Coefficients for CPD
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Figure 2: Bar Plot of Regression Coefficients

The bar plot of regression coefficients presents a clear and comparative view of the influence
of each independent variable on the CPD. Each bar represents a variable: National
Stereotypes (NS), Price (P), Promotion (Pr), and Product Quality (PQ). The length of each
bar corresponds to the magnitude of the coefficient, indicating the strength of the relationship
between the variable and the CPD. Notably, NS has the longest bar, showcasing its strong
positive effect on purchasing decisions. The bars for Price and Product Quality are shorter
and indicate a lack of significant influence, while the bar for Promotion, while also modest,
suggests a potential positive effect that warrants further investigation due to its marginal
significance. This visual representation succinctly conveys the relative importance of each
factor, making it clear which variables require greater attention in marketing strategies.
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Figure 3: Correlation Matrix Heatmap

The correlation matrix heatmap offers a comprehensive view of the relationships among all
variables in the study, including the dependent variable (CPD) and independent variables
(NS, P, Pr, and PQ). Each cell in the matrix contains a correlation coefficient, which ranges
from -1 to 1, indicating the strength and direction of the relationships. The color gradient
enhances interpretability: darker shades represent stronger correlations, while lighter shades
indicate weaker correlations. The heatmap highlights a strong positive correlation between
CPD and NS, aligning with the regression findings. Additionally, it allows for the
identification of any multicollinearity issues; if independent variables are highly correlated
with one another, it could complicate the interpretation of the regression results. Overall, the
heatmap provides essential insights into the interplay between variables, aiding in the
understanding of how they collectively influence consumer purchasing decisions.

Conclusion

This study sheds light on the significant influence of national stereotypes on consumer
purchasing decisions, revealing essential insights for marketers operating in increasingly
globalized markets. The regression analysis demonstrates that national stereotypes
substantially impact consumers' perceptions and behaviors, which underscores the necessity
for brands to be sensitive to cultural contexts in their marketing strategies. While other
factors like price, promotion, and product quality also play a role, their influence is
comparatively less pronounced, suggesting that brands may benefit from prioritizing the
alignment of their messaging with consumers’ cultural perceptions.

The implications of these findings extend beyond regional marketing strategies; they offer
valuable lessons for international brands seeking to establish a foothold in diverse markets.
Understanding the intricate relationship between consumer attitudes shaped by national
stereotypes can enhance brand positioning and improve overall consumer engagement. This
study also emphasizes the importance of conducting culturally nuanced market research to
inform product development and marketing communications.
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For future research, scholars should explore the evolving nature of national stereotypes,
particularly in light of globalization and digital media, which can rapidly shift consumer
perceptions. Additionally, examining the interplay between national stereotypes and other
emerging factors, such as social media influence and sustainability, could provide deeper
insights into modern consumer behavior. In a broader context, the findings of this study have
significant implications for global marketing strategies. As brands increasingly expand their
operations internationally, recognizing and addressing national stereotypes will be crucial in
fostering positive consumer relationships and achieving competitive advantage. Ultimately,
this research contributes to a deeper understanding of consumer behavior, providing a
foundation for future studies aimed at enhancing the efficacy of marketing strategies in
diverse cultural environments.
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