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Abstract: This paper aims to identify predictors of consumer ethnocentrism in the food market. An
online survey was conducted in a sample of 1000 Polish consumers, which was representative by
sex, age, education level, urban-rural divide, and region. The 10-item CETSCALE was applied. In a
retrograde stepwise regression model, consumer ethnocentrism in the food market was positively
related to tradition and conformity Schwartz values, to the pride of being Polish, and to such product
characteristics as the country of origin, distance from the producer, and natural content. It was
negatively related to the universalism value and to being a student. To gain further insights into the
predictors of consumer ethnocentrism in the food market for either gender, separate regressions were
conducted among men and women. Three predictors affected positively and significantly consumer
ethnocentrism in the food market both among men and among women, namely the tradition Schwartz
value, pride of being Polish, and importance attached to distance covered by the food product from
the producer to the shop, which is related to the preference for local food. Moreover, consumer
ethnocentrism among men was dependent on their food choice motive—environmental friendliness,
whereas consumer ethnocentrism among women was affected by the importance attached to the
product’s country of origin, and it was negatively related to women’s younger age.

Keywords: consumer ethnocentrism; food market; CETSCALE; food consumption; Schwartz values;
theory of human values; Food Choice Questionnaire (FCQ); gender differences; country of origin
(COO); local food

1. Introduction

Consumer ethnocentrism is an important consideration in marketing and consumer
behavior studies. The willingness to buy domestic products is predicted by consumer
ethnocentrism [1]. The intention to buy the product increases significantly with the pres-
ence of the “made in the domestic country” label. This effect increases with consumer
ethnocentrism and attachment to national identity and diminishes with brand equity [2]. It
was found to have a positive effect on brand equity for domestic brands [3]. It may affect
not only behavioral intentions but also the perception of quality [4]. It enhances consumers’
willingness to pay for domestically produced food [5]. Consumer ethnocentrism raises
psychosocial and performance risk perceptions and lowers the propensity to buy foreign
products [6]. The key antecedent of correct country-of-origin identification is consumer
ethnocentrism [7]. There is a negative relation between consumer ethnocentrism and the
complexity of product knowledge [8]. The impact of consumer ethnocentrism on the bias
in favor of domestic products varies by the country of origin and the product category [9].
Product category should be taken into consideration in studies of consumer ethnocen-
trism [10]. Consumer ethnocentrism is a significant factor that should be taken into account
in creating promotional campaigns for dairy products [11]. Consumer ethnocentrism posi-
tively predisposes favorable domestic product judgments [12]. Consumer ethnocentrism
is strongly associated with the importance of country-of-origin information on the food
label [13]. The influence of country-related effect on trust is negatively related to consumer
ethnocentrism [14].
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Although consumer ethnocentrism has been a popular research topic, there are rela-
tively few studies conducted in representative nationwide samples, which investigate a
wide range of sociodemographic predictors. Moreover, the research gap stems from the
need to focus on a single product category, which entails the possibility to use constructs
which are specific to this category (e.g., the importance attached to food attributes and
food choice criteria). Third, the extant literature often lacks a systematic approach to study-
ing the simultaneous impact of various predictors. This limitation can be overcome by
applying advanced statistical modelling. It is important to identify predictors of consumer
ethnocentrism in the food market not only from the theoretical standpoint but also to
improve the effectiveness of marketing communications addressed to the ethnocentric
segment of consumers. Moreover, it is important to check whether these predictors differ
between genders in order to obtain a more precise picture of consumer ethnocentrism in
the food market.

This research aims to identify predictors of consumer ethnocentrism in the food market
both in the total sample and for either gender separately. The following research questions
will be addressed in this article:

RQ1. Which consumer characteristics affect consumer ethnocentrism in the food
market?

RQ2. What are the predictors of consumer ethnocentrism in the food market among
men?

RQ3. What are the predictors of consumer ethnocentrism in the food market among
women?

2. Literature Review

Four categories of predictors of consumer ethnocentrism were found in the litera-
ture: sociopsychological, political, economic, and demographic [15]. De Ruyter et al. [16]
identified the following demographic antecedents of consumer ethnocentrism: age, gen-
der, education, and income, as well as such sociopsychological factors as openness to
foreign cultures, patriotism, conservatism, and collectivism/individualism. The relation-
ship between consumer ethnocentrism and willingness to buy is moderated by age and
gender [17]. The effect of consumer ethnocentrism on purchasing behavior is moderated
by gender, marital status, and personal income [18]. Demographic factors (age and gender)
are significant factors in consumer ethnocentrism in the Czech Republic and Slovakia
but not in the same direction and strength, which may be due to cultural differences [19].
In Croatia, both genders of ethnocentric consumers are older, less educated, poor, more
religious, and dissatisfied with their life [20]. A study in Colombia demonstrated that
gender and age are not determinants of ethnocentric consumer tendencies [21]. Gender
does not influence the relation between consumer ethnocentrism and lifestyle [22]. As the
empirical evidence on the impact of demographic and socioeconomic factors on consumer
ethnocentrism is inconsistent, it is justified to examine this phenomenon in the current
study (Hypothesis H1).

Hypothesis (H1). Consumer demographic and socioeconomic characteristics affect the consumer
ethnocentrism level in the food market.

According to Siamagka and Balabanis [23], consumer ethnocentrism encompasses five
dimensions: prosociality, cognition, insecurity, reflexiveness, and habituation. Consumer
ethnocentrism is related to personal values, moral foundations, and gender-role identi-
ties [24]. Ethnocentric and conservative attitudes were found to coexist [25]. Consumer
ethnocentrism is related to proximity, tradition, and ethnicity [26]. Han and Won [27]
suggested that Schwartz factors may be relevant antecedents of consumer ethnocentrism
and called for their investigation in future studies. These findings led to the formulation of
the research hypotheses H2 and H3.



Energies 2021, 14, 7667

30f20

Hypothesis (H2). Consumer Schwartz values affect the consumer ethnocentrism level in the
food market.

Hypothesis (H3). Other psychographic characteristics (in addition to Schwartz values) affect the
consumer ethnocentrism level in the food market.

Three food attributes (importance attached to the brand, retailer trust, and quality
signs) were predictors of regional ethnocentrism in the food market [28], and importance
attached to the country-of-origin information was strongly related to the home country
product origin [13], so it is justified to investigate the impact of food attributes” evaluations
on the (national) consumer ethnocentrism level (Hypothesis H4).

Hypothesis (H4). The importance attached to food attributes affects the consumer ethnocentrism
level in the food market.

Food choice motives explain consumer behavior in the food market [29]. They are
more relevant for food choices than values [30]. Qualitative research has shown that sensory
quality, food safety, and environmental care influence domestic food choices [31]. Therefore,
it is justified to study the impact of food choice motives on consumer ethnocentrism in the
food market (Hypothesis H5).

Hypothesis (H5). Food choice motives affect the consumer ethnocentrism level in the food market.

Various differences in consumer attitudes and behaviors in the food market were ob-
served across genders (see e.g., [32]). Kemmelmeier [33] argued that research on cognitive
orientation and social beliefs should include gender differences to improve its scientific
soundness. As differences in predictors of the willingness to pay a higher price for domestic
food were observed between genders [34], it is justified to examine possible differences in
the predictors of consumer ethnocentrism between men and women (Hypothesis H6).

Hypothesis (H6). Predictors of the consumer ethnocentrism level in the food market differ
across genders.

3. Materials and Methods
3.1. Research and Data Analysis Methods

A self-administered online survey was conducted in a nationwide, representative
sample of 1000 respondents aged 15 or more. The following representativeness criteria
were selected: sex, the age structure in 10-year intervals, education level (primary, basic
vocational, secondary, and tertiary), rural or urban location, and region. Moreover, we
ensured a similar structure by age separately for men and women in 10-year intervals. An
internet panel was used on the basis of quotas specified in the assumptions. In order to
achieve a high level of representativeness of the sample, the survey was commissioned
by the author’s university in a public tender to a specialized market research agency.
The survey was conducted in February 2020. The questionnaire was prepared by the
author of this manuscript in consultation with other members of the research team. The
respondents were made aware about the study objective and the anonymous scientific use
of the collected empirical evidence was communicated.

In order to analyze the collected empirical material, Mann-Whitney U-tests, Kruskal-
Wallis H-tests, Spearman correlation coefficients, Pearson correlation matrixes, multiple
regression models and retrograde stepwise regression models were applied. The risk of
multicollinearity among the independent variables in the final regression models was
examined with the use of correlation matrixes consisting of independent variables. The
regression models contain standardized coefficients (denoted as 3) and unstandardized
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coefficients (denoted as b). TIBCO Statistica Version 13.3 (TIBCO Software Inc., Palo Alto,
CA, USA) was used to conduct statistical analyses.

3.2. Operationalization of Key Variables

Consumer ethnocentrism in the food market was measured with the use of the
CETSCALE. The abbreviated 10-item version was chosen (e.g., [35], p. 100), rather than
the original 17-item scale developed by Shimp and Sharma [36]. The Polish translation
of the items was used according to Nestorowicz and Kaniewska-Seba [37], which were
adapted to the food product category. The answers were measured in 7-point scales with
two anchors. The CETSCALE index was calculated as the sum of points selected for each
question, so the possible range was 10 to 70. The possible maximum was higher than in the
study of Awdziej et al. [35], because here 7-point scales were used instead of 5-point scales,
following the original 7-point version of the scale [36].

The framework proposed by Schwartz [38] was used to measure the value orientations
of respondents. It encompasses 10 values: self-direction, power, security, hedonism,
benevolence, achievement, stimulation, conformity, universalism, and tradition. The
corresponding items for these values were based on the CBOS survey [39]. Six-point scales
with textual labels were applied. The original version of the scale was chosen, because it
was more practical, as it contained much fewer items; the current version of the PVQ-RR
questionnaire contains 59 items in its Polish translation [40]. As the survey questionnaire
contained many constructs, the use of this more recent, but much longer version of the
scale in combination with other variables included in this study could lead to respondents’
fatigue, straightlining, and, paradoxically, lower quality of responses.

The pride of being Polish was measured with an item similar to a question in the
European Values Study [41]. However, the respondents were asked about the pride of
being a Pole, rather than a Polish citizen. Referring to the European Values Study [41],
the level of identification of the respondents with various places was investigated: the
town or city where the respondent lives, the region where they live, the home country
(Poland), Europe, and the world as a whole. The answers were measured on 5-point scales
with labels.

The respondents were asked to rank the importance of selected attributes of food
products. This question was based on [42] (p. 299) and [43], but here the list of attributes
was extended by: (1) traditional method of production, (2) distance covered by the food
from the producer to the point of sale, and (3) organic certificate—items based on [44]
(p. 88), and the attribute “area of origin” was changed into “country of origin” to avoid any
misunderstandings between the country of origin and the region of origin. The extension of
the original list of food attributes was due to the subject matter of this article, as consumer
ethnocentrism could be related to these additional characteristics. The answers were
measured on a 5-point ordinal scale with labels.

Food selection motives were examined with the use of the single-item Food Choice
Questionnaire (FCQ) developed by Onwezen et al. [29]. With just 11 items, it provides an
acceptable balance between practical needs (to make the survey respondent-friendly) and
psychometric concerns. Seven-point Likert scales were used with anchors at both ends.
The average score for each item was calculated.

In order to ensure that this work could be reproduced in future studies, the opera-
tionalization of all the variables used in the regression models is presented in Table A1 in
Appendix A.

3.3. Sample Characteristics

The sample representativeness criteria were fulfilled in a satisfactory manner (Table 1).
The structure of the sample was compared to the general population (Polish population
aged 15 and more) [45].
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Table 1. A comparison of the sample structure with the general population (%).

Variable Categories Sample General Population
Females 52.2 52.2
Sex Males 47.8 47.8
15-24 17.3 11.8
25-34 19.0 16.7
Age 3544 14.6 19.3
45-54 16.2 15.0
55-64 20.4 15.9
65 and over 12.5 21.4
Dolnoslaskie 7.5 7.6
Kujawsko-pomorskie 55 5.4
Lubelskie 5.7 5.5
Lubuskie 2.7 2.6
Lodzkie 6.6 6.4
Matopolskie 8.8 8.9
Mazowieckie 13.8 14.1
Region Opolskie 2.5 2.6
Podkarpackie 5.4 5.5
Podlaskie 3.1 3.1
Pomorskie 6.0 6.1
Slaskie 11.9 11.8
Swietokrzyskie 3.3 3.2
Warmmslfo- 36 37
mazurskie
Wielkopolskie 9.0 9.1
Zachodniopomorskie 4.6 44
Rural or Urban Rural areas 394 39.5
Location Urban areas 60.6 60.5
Primary 19.5 13.3
. Basic vocational 21.2 23.8
Education Secondary 32.4 34.7
Tertiary 26.9 28.2

Note: the data for education in Poland are for the 15-64 age group; the data for the other variables concern the
Polish population aged 15 and over.

4. Results
4.1. Measuring Consumer Ethnocentrism with the CETSCALE

As far as the CETSCALE is concerned, the highest agreement of respondents was
observed for the following items: “Only those food products that are unavailable in Poland
should be imported.”, “We should buy from foreign countries only those food products
that we cannot obtain within our own country.”, “Polish food products, first, last, and
foremost.”, and “It may cost me in the long-run but I prefer to support Polish food products”
(Table 2). The study participants exhibited the weakest identification with the following
statements: “Purchasing foreign-made food products is un-Polish.” and “Polish consumers
who purchase food products made in other countries are responsible for putting their
fellow Poles out of work.”.

The statistical characteristics of the CETSCALE index in the sample were as follows:
mean: 41.263, standard deviation: 14.653, variation: 0.355, minimum: 10, first quartile: 32,
median: 42, third quartile: 51, maximum: 70, skewness: —0.121, kurtosis: —0.510.
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Table 2. Consumer ethnocentrism in the food market (10-item CETSCALE).

CETSCALE Item 1-7 Score

Only those food products that are unavailable 4558
in Poland should be imported. ’
Polish food products, first, last, and foremost. 4481
Purchasing foreign-made food products is

. 3.615
un-Polish.
It is not right to purchase foreign food, because
. . 3.845
it puts Poles out of jobs.
A real Pole should always buy Polish-made

3.855

food products.
We should purchase food products
manufactured in Poland instead of letting 4.361
other countries get rich off us.
Poles should not buy foreign food products,
because this hurts Polish business and causes 3.895
unemployment.
It may cost me in the long-run, but I prefer to 4464

support Polish food products.

We should buy from foreign countries only

those food products that we cannot obtain 4.553
within our own country.

Polish consumers who purchase food products

made in other countries are responsible for 3.636
putting their fellow Poles out of work.

4.2. Bivariate Analyses of Consumer Ethnocentrism in the Food Market

The level of consumer ethnocentrism was examined depending on various consumer
characteristics in a series of bivariate nonparametric analyses. As far as sex is concerned,
no significant difference was observed between men and women with the use of the Mann-
Whitney U-test (U = 122095, Z = 0.584, p = 0.559). As for age, there was a significant
differentiation of the CETSCALE index, indicated by the Kruskal-Wallis test (H = 38.292,
p <0.001). Figure 1 shows the median and quartile ranges of the CETSCALE index among
six age intervals (15-24, 25-34, 35-44, 45-54, 55-64, and 65+). A nonlinear trend was
observed. Consumer ethnocentrism grows with age until the late 30s/early 40s, then it
starts to decline. It was clearly the lowest among the youngest respondents (1524 years
old). Multiple comparisons show that it was significantly lower than in the remaining age
intervals (all p-values < 0.001).

Consumer ethnocentrism in the food market depends on the composition of one’s
household. It grows with the number of members of one’s household (Spearman correlation
coefficient p = 0.098, p < 0.01) and with the number of children living with the respondent
(p =0.138, p < 0.001).

Although consumer ethnocentrism declined with the size of the respondent’s city,
this differentiation failed to reach statistical significance (Kruskal-Wallis H-test = 4.350,
p = 0.226). Similarly, the comparison between urban and rural inhabitants demonstrated
the lack of a significant difference with the use of the Mann-Whitney U-test (U = 114840,
Z = —1.018, p = 0.309). The macro-region where the respondent lives also did not influence
the CETSCALE level (the Kruskal-Wallis H = 8.577, p = 0.199).

Moreover, the education level did not have a significant impact on consumer eth-
nocentrism (the Kruskal-Wallis H = 2.110, p = 0.550). However, the CETSCALE level
varied according to the professional activity of respondents (the Kruskal-Wallis H = 25.822,
p < 0.001). It was significantly lower among students than white-collar workers (p < 0.001),
blue-collar workers (p < 0.001), home carers (p = 0.003), and old-age and disability pen-
sioners (p < 0.001). These differences may be partially explained by the younger age of
students compared to the other socio-professional groups. Consumer ethnocentrism in the
food market was not dependent on the income group to which the respondent belongs (the
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Kruskal-Wallis H = 3.595, p = 0.464), but it was positively related to the level of satisfaction
with the financial situation of one’s family (Spearman correlation coefficient p = 0.111,
p < 0.001).
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Figure 1. Consumer ethnocentrism in the food market in various age groups. Note: Age intervals: 1.
15-24, 2. 25-34, 3. 35-44, 4. 45-54, 5. 55-64, and 6. 65+.

The length of time spent abroad during one’s life did not affect significantly the level
of consumer ethnocentrism in the food market (Kruskal-Wallis H = 5.944, p = 0.203).

Consumer ethnocentrism in the food market was significantly correlated with the
healthiness of one’s diet (Spearman correlation coefficient p = 0.148, p < 0.001) and one’s
knowledge about healthy nutrition (p = 0.092, p < 0.01) but not one’s health status (p = 0.062,
p > 0.05). However, it is worth noting that all these variables were self-reported rather than
observed, which may lead to some common method bias.

Consumer ethnocentrism in the food market was related to 5 out of 10 Schwartz
values: tradition (p = 0.370, p < 0.001), conformity (p = 0.205, p < 0.001), universalism
(p=0.162, p < 0.001), benevolence (p = 0.110, p < 0.001), and security (p = 0.092, p < 0.01).
The strongest correlation was observed with tradition.

Consumer ethnocentrism in the food market was not related to the regulatory focus.
There were no significant correlations with the promotion orientation (p = —0.036, p > 0.05),
prevention orientation (p = 0.022, p > 0.05), or the predominant regulatory focus, calculated
as the difference between promotion and prevention (p = —0.032, p > 0.05).

Consumer ethnocentrism in the food market was related to the level of satisfaction
with one’s life (p = 0.151, p < 0.001), self-efficacy (p = 0.129, p < 0.001), trust (p = 0.089,
p < 0.01), and being proud of being Polish (p = 0.332, p < 0.001).

It was correlated with consumer feelings of being connected with certain places.
Unsurprisingly, it was related to feeling connected with one’s home country (p = 0.282,
p <0.001), but there were also positive correlations with the identification with one’s
town, city (p = 0.200, p < 0.001), or region (p = 0.253, p < 0.001). It was not related to
one’s identification with Europe (p = 0.017, p > 0.05) or the world as a whole (p = —0.020,
p > 0.05).

Consumer ethnocentrism in the food market was significantly correlated with the
importance attached to all investigated food attributes except price (p = 0.037, p > 0.05).
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The strongest correlations were observed with the importance attached to the country of
origin of the food product (p = 0.317, p < 0.001), the distance covered by the food from
the producer to the shop (p = 0.275, p < 0.001), and the traditional method of production
(p = 0.271, p < 0.001).

Consumer ethnocentrism in the food market was correlated with all food choice
motives included in the single-item Food Choice Questionnaire. The strongest correla-
tions were observed for natural content (p = 0.284, p < 0.001), environmental friendliness
(p =0.282, p <0.001), and fair trade (p = 0.267, p < 0.001).

Consumer ethnocentrism in the food market did not depend on the level of consumer
knowledge about the countries of origin of selected food brands, which was examined
in three ways: (1) as the distinction between Polish and foreign operations (p = —0.023,
p > 0.05), (2) as the distinction between Polish and foreign ownership (p = —0.049, p > 0.05),
and 3) as the number of correct indications of the country of origin of the brand owners
(p=0.027, p > 0.05).

4.3. Predictors of Consumer Ethnocentrism in the Food Market in the Whole Sample

Variables which were significantly related to the CETSCALE level in bivariate analyses
were included in a multiple regression model in order to examine their simultaneous impact
on consumer ethnocentrism in the food market (Table 3). The regression model had 38
independent variables, 14 out of which turned out to be significant predictors of the
dependent variable (at the level of p < 0.05). In this full model, consumer ethnocentrism
was positively related to the conformity and tradition Schwartz values, pride of being
Polish, country of origin as a food attribute, importance attached to the distance covered
by food from the producer to the consumer, and convenience, as well as natural content,
environmental friendliness, and fair trade as food choice motives. It was negatively related
to being a student, the benevolence and universalism Schwartz values, and sensory appeal
and animal friendliness as food choice criteria. The whole model was statistically significant
(F=13.009, p < 0.001) and explained 31% of the variance of the dependent variable (adjusted
R? = 0.314).

Table 3. Selected predictors of consumer ethnocentrism in the food market (a multiple regres-
sion model).

Predictor B SE(B) b SE(b) t(961) p
Intercept X X —0.990 3.887 —0.255 0.799
Age (15-24) —0.035 0.032 —1.547 1.403 —1.102 0.271
Household size 0.074 0.039 0.899 0.474 1.894 0.059
Number of children —0.028 0.040 —0.436 0.615 —0.709 0.479
Student —0.083 0.031 —5.935 2.221 —2.672 0.008
Satisfaction with the
. L. . —0.017 0.035 —0.118 0.250 —0.473 0.636
financial situation
Diet health 0.015 0.033 0.311 0.690 0.451 0.652
Knowledgeabout 54,y gozp 0272 0633 0430 0667
healthy nutrition
Security 0.015 0.029 0.189 0.367 0.515 0.607
Benevolence —0.068 0.031 —0.964 0.438 —2.204 0.028
Conformity 0.096 0.030 1.212 0.378 3.202 0.001
Universalism —0.091 0.034 —1.262 0.476 —2.649 0.008
Tradition 0.222 0.032 2.373 0.345 6.868 0.000
Satisfaction with life 0.071 0.038 0.524 0.284 1.847 0.065

Self-efficacy —0.024 0.038 —-0.172 0.279 —0.618 0.537
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Table 3. Cont.

Predictor B SE(B) b SE(b) t(961) p
Trust 0.000 0.028 0.002 0.378 0.004 0.996
Pride of being 0.153 0.039 2.332 0.586 3.977 0.000
Polish
Connection with 0.011 0.037 0.158 0.519 0.303 0.762
town or city
Connection with 0.011 0.040 0.164 0.604 0.272 0.786
region
Connection with 0.037 0.041 0.560 0.621 0.902 0.367
Poland
Country of originas 15, 0.033 1712 0.475 3.607 0.000
a food attribute
Quality signs ~0.009 0.033 ~0.138 0.530 —0.261 0.794
Brand ~0.036 0.032 —0.561 0.491 —1.144 0.253
Retailer trust ~0.049 0.032 ~0.798 0.523 ~1.524 0.128
Product appearance —0.032 0.031 —0.508 0.493 —1.031 0.303
Traditional method 0.021 0.037 0.330 0.569 0.579 0.562
of production
Distance covered 0.120 0.034 1.579 0.448 3.522 0.000
Organic certificate —0.007 0.037 —0.087 0.482 —0.180 0.858
Health as a food 0.025 0.036 0.261 0.376 0.694 0.488
choice motive
Mood 0.037 0.032 0.365 0.310 1.176 0.240
Convenience 0.084 0.034 0.930 0.375 2.482 0.013
Sensory appeal —0.090 0.035 —1.018 0.402 —2.529 0.012
Natural content 0.093 0.039 1.002 0.421 2.381 0.017
Price ~0.010 0.034 ~0.110 0.386 ~0.284 0.777
Weight control 0.039 0.033 0.348 0.295 1.180 0.238
Familiarity 0.020 0.033 0.216 0.362 0.595 0.552
Environmental 0.113 0.049 1.090 0.467 2.334 0.020
friendliness
Animal friendliness —0.131 0.049 —1.192 0.449 —2.652 0.008
Fair trade 0.106 0.043 1.011 0.411 2.462 0.014

Note:  denotes standardized regression coefficients, b denotes unstandardized regression coefficients.

However, as the model was rather complex, a more parsimonious way to predict
consumer ethnocentrism in the food market was needed. That is why the retrograde
stepwise regression was applied. In this modified model, only eight predictors remained
(Table 4). All of them were highly significant, and the entire model was also statistically
significant (F = 52.386, p < 0.001). The model explained over 29% of the variance of the
dependent variable (adjusted R? = 0.292), so the elimination of 30 variables from the
previous model led to a decrease in the explanatory power of only 2.2 percentage points. In
this final model, the CETSCALE level turned out to be positively related to the respondents’
conformity and tradition, to the pride of being Polish, to the importance attached to the
country of origin, and distance covered by food products, and to the natural content as a
food choice motive. It was negatively related to being a student and to the universalism
Schwartz value.

Therefore, Hypothesis H1 was partly confirmed, with only one sociodemographic
characteristic influencing the CETSCALE index (being a student). Hypothesis H2 was
accepted, as three Schwartz values affected the level of consumer ethnocentrism in the food
market. Regarding Hypothesis H3, only one additional psychographic characteristic (the
pride of being Polish) was found to have an impact on consumer ethnocentrism in the food
market. The Hypothesis H4 was accepted, as two food attributes (importance attached to
the country of origin and to the distance covered by the food product) affected the level of
consumer ethnocentrism in the food market. As far as the Hypothesis H5 is concerned, one
food choice motive (natural content) was found to influence consumer ethnocentrism in
the food market.
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Table 4. Selected predictors of consumer ethnocentrism in the food market (a retrograde stepwise
regression model).

Predictor B SE(B) b SE(b) £(991) p
Intercept X X 0.042 2.616 0.016 0.987
Student —0.093 0.027 —6.670 1.922 —3.470 0.001
Conformity 0.093 0.029 1.179 0.371 3.178 0.002
Universalism —0.113 0.031 —1.576 0.432 —3.649 0.000
Tradition 0.231 0.031 2.464 0.335 7.345 0.000
Pride of being Polish 0.182 0.029 2.776 0.446 6.227 0.000

Country of origin as a

food attribute 0.131 0.031 1.862 0.442 4.210 0.000
Distance cov?red asa 0.146 0.030 1921 0,395 4864 0,000
food attribute
Natural content as a 0.149 0.030 1,609 0323 1979 0,000

food choice motive

Note: B denotes standardized regression coefficients, b denotes unstandardized regression coefficients.

In order to examine potential problems with multicollinearity and the relations among
the predictors, a correlation matrix was constructed with independent variables used in
the retrograde stepwise regression in the total sample (Table 5). The strongest correlations
were observed between country of origin as a food attribute and distance covered as a food
attribute (r = 0.428), between tradition and pride of being Polish (r = 0.380), and between
universalism and natural content as a food choice motive (r = 0.367). As all the correlations
were weak or moderate, the risk of multicollinearity was considered as low. Therefore, the
above regression model is acceptable.

Table 5. Correlation matrix for predictors of consumer ethnocentrism in the food market used in the retrograde stepwise

regression model in the total sample.

Variable 1 2 3 4. 5 6 7
No.
1.
. —0.046
2. Conformity (0.146)
. . —0.049 0.336
3. Universalism (0.119) (0.000)
.. —0.090 0.344 0.321
* Tradition (0.004) (0.000) (0.000)
. . . —0.054 0.130 0.197 0.380
> Pride of being Polish (0.089) (0.000) (0.000) (0.000)
6 Country of origin as a —0.026 0.115 0.265 0.267 0.216
’ food attribute (0.411) (0.000) (0.000) (0.000) (0.000)
7 Distance covered as a —0.070 0.109 0.237 0.185 0.109 0.428
’ food attribute (0.027) (0.001) (0.000) (0.000) (0.001) (0.000)
8 Natural content as a —0.116 0.121 0.367 0.184 0.208 0.315 0.253
) food choice motive (0.000) (0.000) (0.000) (0.000) (0.000) (0.000) (0.000)

Note: The table contains Pearson correlation coefficients and p-values in parentheses.

4.4. Predictors of Consumer Ethnocentrism in the Food Market among Men

In order to explore potential differences in predictors of consumer ethnocentrism
between men and women, separate regression models for both genders were constructed.
First, a multiple regression model was developed for men (Table 6) with the use of the
same variables as in the full model used in the total sample. This rather complex model
explained 36% of the variation of the dependent variable (adjusted R? = 0.363) and was
statistically significant (F = 8.148, p < 0.001). Consumer ethnocentrism in the food market
among men was positively associated with environmental friendliness as a food choice
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motive, pride of being Polish, the tradition Schwartz value, distance covered as a food
attribute, satisfaction with one’s life, the conformity Schwartz value, natural content as a
food choice motive, and country of origin as a food attribute. It was negatively associated
with animal friendliness as a food choice motive, the universalism Schwartz value, and
sensory appeal as a food choice motive.

Table 6. Selected predictors of consumer ethnocentrism in the food market among men (a multiple regression model).

Predictor B SE(B) b SE(b) (439) r
Intercept X X —1.269 5.360 —0.237 0.813
Age (15-24) —0.018 0.042 —0.752 1.805 —0.416 0.677
Household size 0.032 0.055 0.379 0.654 0.579 0.563
Number of children 0.023 0.055 0.358 0.853 0.420 0.675
Student —0.052 0.042 —3.954 3.216 —1.230 0.219
Satisfaction with the financial ~0.026 0.049 ~0.198 0365 0543 0587

situation

Diet health 0.024 0.049 0.487 0.988 0.493 0.622
Knowledge about healthy nutrition —0.047 0.044 —0.924 0.867 —1.066 0.287
Security 0.049 0.041 0.626 0.523 1.197 0.232
Benevolence —0.078 0.042 —-1.111 0.600 —1.852 0.065
Conformity 0.136 0.043 1.773 0.563 3.147 0.002
Universalism —0.124 0.049 —1.665 0.660 —2.523 0.012
Tradition 0.237 0.046 2.546 0.496 5.135 0.000
Satisfaction with life 0.138 0.055 1.022 0.406 2.516 0.012
Self-efficacy —0.076 0.054 —0.565 0.400 —1414 0.158
Trust —0.017 0.041 —0.226 0.554 —0.408 0.684
Pride of being Polish 0.208 0.057 3.081 0.844 3.652 0.000
Connection with town or city —0.021 0.054 —0.292 0.748 —0.391 0.696
Connection with region 0.024 0.058 0.347 0.848 0.409 0.683
Connection with Poland 0.010 0.059 0.149 0.867 0.171 0.864
Country of origin as a food attribute 0.097 0.049 1.337 0.677 1.976 0.049
Quality signs —0.034 0.045 —0.528 0.710 —0.744 0.457
Brand —0.002 0.046 —0.031 0.679 —0.046 0.963
Retailer trust —0.081 0.046 —1.296 0.725 —1.787 0.075
Product appearance —0.059 0.043 —-0.931 0.678 -1.373 0.170
Traditional method of production 0.014 0.053 0.212 0.819 0.259 0.795
Distance covered 0.152 0.049 1.959 0.628 3.119 0.002
Organic certificate -0.017 0.052 -0.213 0.659 —0.324 0.746
Health as a food choice motive 0.026 0.052 0.265 0.518 0.511 0.609
Mood 0.069 0.045 0.687 0.450 1.527 0.127
Convenience 0.052 0.049 0.589 0.549 1.072 0.284
Sensory appeal —0.115 0.048 —1.310 0.547 —2.395 0.017
Natural content 0.115 0.056 1.227 0.594 2.065 0.040
Price —0.005 0.049 —0.060 0.564 —0.106 0.916
Weight control 0.048 0.048 0.423 0.425 0.997 0.319
Familiarity 0.026 0.047 0.295 0.533 0.553 0.580
Environmental friendliness 0.281 0.070 2.669 0.666 4.005 0.000
Animal friendliness —0.189 0.071 —1.670 0.623 —2.680 0.008
Fair trade 0.082 0.059 0.774 0.555 1.394 0.164

Note: 3 denotes standardized regression coefficients, b denotes unstandardized regression coefficients.

In order to obtain a more specific model, retrograde stepwise regression was applied
among men (Table 7). The model explained almost 30% of the variation of the CETSCALE
index (adjusted R? = 0.298) and was statistically significant (F = 51.697, p < 0.001). According
to this model, consumer ethnocentrism in the food market among men was positively
related to the tradition Schwartz value, environmental friendliness as a food choice motive,
pride of being Polish, and distance covered as a food attribute.
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Table 7. Selected predictors of consumer ethnocentrism in the food market among men (a retrograde
stepwise regression model).

Predictor B SE(B) B SE(b) t(473) p
Intercept X X 0.115 3.003 0.038 0.969
Tradition 0.261 0.042 2.808 0.457 6.141 0.000
Pride of being Polish 0.194 0.042 2.874 0.619 4.644 0.000
Distance covered as a food 0149 0042 1919 0535  3.585  0.000
attribute
Environmental friendliness 0.235 0.041 2.234 0.394 5.676 0.000

Note: 3 denotes standardized regression coefficients, b denotes unstandardized regression coefficients.

In order to examine potential problems with multicollinearity and relations among
the predictors, a correlation matrix was constructed with independent variables used in
the retrograde stepwise regression among men (Table 8). The strongest correlations were
observed between tradition and pride of being Polish (r = 0.393) and between distance cov-
ered as a food attribute and environmental friendliness as a food choice motive (r = 0.361).
As all the correlations were weak or moderate, the risk of multicollinearity was considered
as low. Therefore, the above regression model is acceptable.

Table 8. Correlation matrix for predictors of consumer ethnocentrism in the food market used in the
retrograde stepwise regression model among men.

Variable No. Variable 1. 2. 3.
1. Tradition
. . . 0.393
2. Pride of being Polish (0.000)
3 Distance covered as a food 0.205 0.104
) attribute (0.000) (0.023)
. . . 0.172 0.136 0.361
4, Environmental friendliness (0.000) (0.003) (0.000)

Note: The table contains Pearson correlation coefficients and p-values in parentheses.

4.5. Predictors of Consumer Ethnocentrism in the Food Market among Women

Analogous to the previous model, a multiple regression model was constructed with
the same independent variables for women (Table 9). This full model explained 26% of the
variation of the dependent variable (adjusted R? = 0.261) and was statistically significant
(F=5.846, p < 0.001). Consumer ethnocentrism in the food market among women was
positively associated with the tradition Schwartz value, household size, country of origin as
a food attribute, distance covered as a food attribute, pride of being Polish, and convenience
as a food choice motive.

In order to arrive at a more specific model, retrograde stepwise regression modelling
was applied (Table 10). This simpler model had almost the same level of explanatory
power as the full model (adjusted R? = 0.253) and was statistically significant (F = 36.344,
p < 0.001). Consumer ethnocentrism in the food market among women was determined by
age, the tradition value, pride of being Polish, importance attached to the country of origin
as a food attribute, and importance attached to the distance covered by the food product
from the producer to the consumer. The strongest predictors were tradition and pride of
being Polish (3 > 0.2). All the independent variables contributed positively to consumer
ethnocentrism with the exception of being in the youngest age group. The Hypothesis H6
was accepted as predictors of consumer ethnocentrism in the food market differed between
genders, which is visible in comparing Tables 7 and 10.
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Table 9. Selected predictors of consumer ethnocentrism in the food market among women (a multiple regression model).

Predictor B SE(B) b SE(b) t(483) 4
Intercept X X -3.013 5.881 —0.512 0.609
Age (15-24) —0.070 0.050 —3.182 2.308 —1.379 0.169
Household size 0.130 0.058 1.588 0.712 2.230 0.026
Number of children —0.083 0.059 —1.300 0.915 —1.422 0.156
Student —0.087 0.049 —5.856 3.307 -1.771 0.077
Satisfaction with the financial situation —0.016 0.053 —0.107 0.360 —0.296 0.767
Diet health —0.015 0.048 —0.326 1.025 —0.318 0.750
Knowledge about healthy nutrition 0.043 0.050 0.851 0.986 0.863 0.388
Security —0.019 0.042 —0.240 0.530 —0.454 0.650
Benevolence —0.046 0.046 —0.653 0.660 —0.990 0.323
Conformity 0.063 0.044 0.775 0.534 1.450 0.148
Universalism —0.093 0.050 —1.345 0.718 —1.873 0.062
Tradition 0.211 0.048 2.243 0.506 4.434 0.000
Satisfaction with life 0.014 0.057 0.101 0.421 0.240 0.810
Self-efficacy 0.040 0.057 0.287 0411 0.698 0.485
Trust 0.025 0.040 0.333 0.542 0.614 0.539
Pride of being Polish 0.119 0.055 1.871 0.865 2.163 0.031
Connection with town or city 0.043 0.054 0.612 0.766 0.799 0.425
Connection with region 0.009 0.058 0.132 0.896 0.148 0.883
Connection with Poland 0.050 0.058 0.812 0.933 0.870 0.385
Country of origin as a food attribute 0.126 0.048 1.851 0.701 2.641 0.009
Quality signs —0.007 0.049 —-0.116 0.827 —0.140 0.889
Brand —0.061 0.046 —0.991 0.737 —1.345 0.179
Retailer trust —0.023 0.046 —0.390 0.783 —0.498 0.619
Product appearance 0.009 0.044 0.148 0.745 0.199 0.843
Traditional method of production 0.036 0.055 0.557 0.841 0.662 0.508
Distance covered 0.124 0.050 1.682 0.673 2.500 0.013
Organic certificate —0.009 0.054 —-0.118 0.732 —0.161 0.872
Health as a food choice motive 0.037 0.051 0.412 0.572 0.720 0.472
Mood 0.024 0.047 0.232 0.453 0.511 0.610
Convenience 0.109 0.050 1.189 0.544 2.186 0.029
Sensory appeal —0.078 0.055 —0.893 0.621 —1.438 0.151
Natural content 0.078 0.058 0.847 0.628 1.349 0.178
Price —0.004 0.049 —0.043 0.548 —0.079 0.937
Weight control 0.015 0.049 0.131 0.433 0.304 0.762
Familiarity 0.022 0.049 0.229 0.519 0.442 0.659
Environmental friendliness —0.034 0.071 —0.330 0.690 —0.479 0.633
Animal friendliness —0.106 0.073 —1.004 0.694 —1.447 0.148
Fair trade 0.126 0.066 1.212 0.642 1.889 0.059

Note: 3 denotes standardized regression coefficients, b denotes unstandardized regression coefficients.

Table 10. Selected predictors of consumer ethnocentrism in the food market among women (a
retrograde stepwise regression model).

Predictor B SE(B) b SE(b) t(516) r
Intercept X X 4.563 3.223 1.416 0.157
Age (15-24) —0.126 0.039 —5.761 1.765 —3.263 0.001
Tradition 0.230 0.042 2.439 0.444 5.491 0.000
Pride of being Polish 0.204 0.041 3.198 0.644 4.965 0.000
Country of originasa ) 55 0.042 1.980 0.618 3.205 0.001

food attribute

Distance coveredasa 0.041 1.995 0.561 3.558 0.000

food attribute

Note: 3 denotes standardized regression coefficients, b denotes unstandardized regression coefficients.

In order to examine potential problems with multicollinearity and relations among
the predictors, a correlation matrix was constructed with independent variables used in
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the retrograde stepwise regression among women (Table 11). The strongest correlations
were observed between country of origin as a food attribute and distance covered as a food
attribute (r = 0.386) and between tradition and pride of being Polish (r = 0.368). As all the
correlations were weak or moderate, the risk of multicollinearity was considered as low.
Therefore, the above regression model is acceptable.

Table 11. Correlation matrix for predictors of consumer ethnocentrism in the food market used in
the retrograde stepwise regression model among women.

Variable No. Variable 1. 2. 3. 4,
1. Age (15-24)
... —0.164
2. Tradition (0.000)
. . . —0.024 0.368
3. Pride of being Polish (0.584) (0.000)
4 Country of origin as a food —0.070 0.221 0.203
’ attribute (0.109) (0.000) (0.000)
5 Distance covered as a food —0.124 0.165 0.111 0.386
’ attribute (0.005) (0.000) (0.012) (0.000)

Note: The Table contains Pearson correlation coefficients and p-values in parentheses.

5. Discussion

The CETSCALE was used to study consumer ethnocentric behavior, as it had received
preferential application in the literature, with numerous replications. It was also proved that
it measures a unidimensional construct and that the measurement error is acceptable [46].
However, alternative scales, including CEESCALE and CES, are recommended by some
authors [47,48]. The “classical” type of consumer ethnocentrism, at the national level, was
examined. It is also possible to study this phenomenon at the subnational level [28,49].
Similar to previous research in Poland [50], the CETSCALE item that buying foreign-made
food was not patriotic received the lowest support in the sample.

According to this study’s results, certain Schwartz values were relevant in predicting
consumer ethnocentrism in the food market. This finding is consistent with previous
research demonstrating that cultural similarity matters for ethnocentric consumers in the
evaluation of imported products [51]. The tradition value was found to be the strongest
predictor of consumer ethnocentrism in the model, which confirms its increasing role
in food marketing and consumption (see e.g., [52]). The tradition Schwartz value was
also a determinant of the willingness to pay (WTP) a price premium for domestic food
products [34]. This finding is consistent with the study of Balabanis et al. [53], who
found that conservation types of values are positively related to consumer ethnocentrism.
Universalism (defined as the importance of looking after the environment and caring
for nature) was positively related to the WTP [34], but it was negatively associated with
consumer ethnocentrism measured with the CETSCALE index, as demonstrated in the
current study. The reasons behind this finding require further investigation. Perhaps, its
predictive power was reduced with the addition of the natural content food choice motive
in the regression.

Being a student turned out to be a more powerful (negative) predictor of consumer
ethnocentrism than belonging to the youngest age segment. Awdziej et al. [35] found
that the level of consumer ethnocentrism grows with consumer age. The current findings
suggest a nonlinear relationship between age and ethnocentrism. In a study concerning
consumer ethnocentrism in the organic food market, age was a significant predictor [54].
Nestorowicz and Kaniewska-Seba [37] indicated the impact of both age and education on
the CETSCALE level.

It is worth noting not only the differences in predictors between men and women
(as in some other consumer attitude and behavior studies, e.g., [55,56]), but also it should
be underlined that some variables which were significant predictors in the whole sample
lost their significance in separate regressions for either gender. These were universalism
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and conformity values, attaching importance to the natural content of food, and being
a student. This confirms the theoretical and methodological justification of analyzing
consumer ethnocentrism not only in the total sample, but also separately among men
and women.

6. Conclusions

In order to study the phenomenon of consumer ethnocentrism in the food market,
a large-scale survey was conducted in a representative nationwide sample of Polish con-
sumers (1000 participants). Measurement scales of key constructs, which were validated
in the literature of the subject, were used. Following previous recommendations that
consumer ethnocentrism should be examined separately for various product categories,
the study focused on food consumption only. A series of bivariate analyses were applied
to identify potential predictors of the CETSCALE level in the food market. The statistically
significant variables were included in a multiple regression model to check their simul-
taneous impact. As the model was rather complex (having 38 independent variables), a
smaller set of predictors was needed. Referring to research question RQ1, a satisfactory
model with just eight predictors was arrived at with the use of the stepwise regression.
They were largely psychographic, with the notable exception of the negative influence
of being a student. They included three Schwartz values, two of which had a positive
impact on consumer ethnocentrism (tradition and conformity), the pride of being Polish,
and three variables, which were characteristic of the food market, the importance attached
to the country of origin of the food product, the distance it covers from the producer to
the consumer, and natural content as a food choice motive. Therefore, research hypotheses
H1-H5 were accepted.

The current findings contribute to the development of the theory of consumer ethno-
centrism by improving our understanding of its predictors in the food market. Referring to
the research questions RQ2 and RQ3, three predictors affected positively and significantly
consumer ethnocentrism in the food market both among men and among women, namely
the tradition Schwartz value, pride of being Polish, and importance attached to distance
covered by the food product from the producer to the shop, which is related to the pref-
erence for local food. Moreover, consumer ethnocentrism among men was dependent on
their food choice motive, environmental friendliness, whereas consumer ethnocentrism
among women was affected by the importance attached to the product’s country of origin,
and it was negatively related to women'’s younger age. Running separate regressions for
men and women led to the finding that age was more relevant in predicting consumer
ethnocentrism among women than among men, with the youngest age cohort of women
(aged 15-24) showing a negative impact on the level of consumer ethnocentrism in the
food market. Therefore, research Hypothesis H6 was accepted.

This study has important managerial implications. As the CETSCALE levels were
examined in various consumer segments, it is possible to target more precisely one’s
marketing communications to those consumers who have the highest (or the lowest) level
of ethnocentrism. Based on the current findings, it is justified to recommend the use
of certain appeals in marketing communications addressed to ethnocentric consumers.
Namely, such messages should emphasize the values of tradition and conformity and
avoid references to universalism. The pride of being Polish may also be used in such
advertising. The following food product characteristics should be underlined as well in
order to obtain the preference of ethnocentric consumers: country of origin, low distance
from the producer to the shop, and natural content. Finally, as considerable differences
in predictors of consumer ethnocentrism were found between men and women, it is
recommended to tailor marketing communications to each gender, if possible. In messages
addressed to men, environmental friendliness appeals should be used more frequently,
whereas in communications targeted at women, country of origin should be emphasized
more strongly.
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This study is not devoid of limitations. First, it is based on self-reported rather than
observed variables. The survey method enabled investigation of the simultaneous impact
of a wide range of variables, and previously validated measurement scales were applied,
but the usual bias connected with self-reporting cannot be ruled out completely. Second,
this is a single-country study, which means that the composition of consumer Schwartz
values in Polish society could affect the statistical significance of some findings. Therefore,
it is recommended to replicate this study in other cultural contexts. Third, the sample
representativeness criteria were limited to sex, age, education, rural-urban divide, and
region. Using additional representativeness criteria could improve the quality of the
results, but the selection of criteria was considered as sufficient due to the cost-benefit
considerations. Fourth, as the survey was conducted in early 2020, just before the outbreak
of the coronavirus pandemic, it does not capture the changes in consumer attitudes and
behavior, which occurred during the pandemic (see e.g., [57]).
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Appendix A
Table A1. Operationalization of variables used in the regression models.
Variable Items Scales References
10-item CETSCALE adapted
Consumer ethnocentrism sh:)(z/\/t:llei}rfo"f(;ilrsglxzs(lzren; to 7-1, where 7:means Definitely [35-37]

Age (15-24)

Household size
Number of children

Student

Satisfaction with financial
situation

Diet health

Yes and 1 Definitely Not

calculate the CETSCALE
index
Year of birth numerical
The size of your numerical
household—number of persons
Number of children living .
numerical

with you
What is your professional
activity? Student
To what an extent are you
satisfied with the financial
situation of your family

single-choice

1-10, where 1 means

Completely Dissatisfied, and [39] (question 15)

(household)?

How do you evaluate your
diet?

10 Completely Satisfied

Very Healthy, Somewhat
Healthy, Average, Somewhat
Unhealthy, Very Unhealthy,
coded 5-1
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Table A1. Cont.

Variable

Items

Scales

References

Knowledge about healthy
nutrition

Schwartz values:

Security
Benevolence
Conformity
Universalism

Tradition

Satisfaction with life

Self-efficacy

Trust

Pride of being Polish

Identification with various
places:

Connection with town or city

Connection with region
Connection with Poland
Food attributes:
Country of origin
Quality signs
Brand
Retailer trust
Product appearance
Traditional method of
production
Distance covered
Organic certificate

How do you evaluate your
knowledge about healthy
nutrition?

Now I will briefly describe
various persons. Please
specify on the basis of each
description to what an extent
the given person is similar to
you. For this person, it is
important:
to live in secure surroundings,
to avoid anything that might
be dangerous
to help the people nearby, to
care for their wellbeing
to behave properly, to avoid
doing anything people would
say is wrong
to look after the environment,
to care for nature
to respect tradition, to follow
the customs handed down by
one’s religion or family
How satisfied are you with
your life as a whole these
days?

Some people feel they have
completely free choice and
control over their lives, and
other people feel that what
they do has no real effect on
what happens to them. Please
indicate how much freedom
of choice and control you feel
you have over the way your
life turns out?

Do you think that most people
can be trusted?

Do you feel proud of being a
Pole?

How strongly do you feel
connected with these places?
The town or city where you
live
The region where you live
Poland

What is the importance of the
following characteristics of
food products for you?

Very High, Somewhat High,
Average, Somewhat Low, Very
Low, coded 5-1

Very Similar, Similar,
Somewhat Similar, Slightly
Similar, Not Similar,
Completely Not Similar,
coded 6-1

1-10, where 1 means
Completely Dissatisfied, and
10 Completely Satisfied

1-10, where 1 means None At
All and 10 A Great Deal

Definitely Yes, Somewhat Yes,
I Don’t Know, Somewhat Not,
Definitely Not, coded 5-1
Definitely Yes, Somewhat Yes,
I Don’t Know, Somewhat Not,
Definitely Not, coded 5-1

Very Strongly, Somewhat
Strongly, Average, Somewhat
Not Strongly, I Don’t Feel
Connected At All, coded 5-1

Very High, Somewhat High,
Average, Somewhat Low,
Without any importance,

coded 5-1

[38,39] (question 24)

[41] (question P10)

[41] (question P9)

[41] (question P7)

[41] (question P47)

[41] (question P45)

[42] (p. 299); [44] (p. 88)
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Table A1. Cont.

Variable Items Scales References

It is important to me that the

Food choice motives: food I eat on a typical day:

Health Is healthy
Is a way of improving my
Mood mood (e.g., a good feeling or
coping with stress) 7-1 scales with 2 anchors: Very
C . Is convenient (in buying and Important, Not at All [29,58]
onvenience .
preparing) Important
Provides me with pleasurable
Sensory appeal sensations (e.g., appearance,
smell, taste)
Natural content Is natural
Price Is affordable
Weight control Helps me control my weight
Familiarity Is familiar
Environmental friendliness Is environmentally friendly

Has been produced in an

Animal friendliness . .
animal-friendly way

Fair trade Is fairly traded
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