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Abstract

Research context: Necessity products have gained attention in market research due to the
declining growth in their sales in India. There are very few works till date that
comprehensively explore the factors affecting purchase of necessity brands. Drawing on the
theory of product classification based on social visibility, publicly and privately consumed
necessity brands have been identified in the Indian context. The research attempts to examine
factors affecting purchase of both categories of necessity brands, the influence of brand
name, the ethnocentric factors and different personal characteristics i.e. demographic
variables of consumers affecting purchase of necessity brands.

Methodology and Results: Data for the study was collected through surveys conducted among
students from various universities and premier institutes in India. Confirmatory Factor
Analysis has been used to test the validity and reliability of the questionnaire items. To
explore important factors affecting purchase of necessity brands Analysis of Variance
(ANOVA) has been used. ANOVA is further used to explore the influence of demographic
variables on these factors. Paired Sample T-Test has been used for comparative assessment of
factors affecting purchase of publicly vs privately consumed necessity brands and purchase of
global vs local necessity brands. Chi-Square test has been used to test the influence of
ethnocentric orientation of consumers and the influence of demographic variables affecting
purchase of global vs local necessity brands. The empirical findings of the study show several
meaningful effects and relationships in consumer behavior. Our results show that perceived
quality, emotional value, perceived prestige and interpersonal influence are important factors
affecting purchase of publicly consumed necessity brands. For extrinsic factors for privately
consumed necessity brands are perceived quality, emotional value, convenience, availability
and brand loyalty. Results of comparative understanding of factors affecting publicly vs
privately consumed necessity brands shows that social influence has a stronger influence on
the purchase of publicly consumed necessity brands while brand loyalty has greater
importance for privately consumed necessity brands. The results further reveal that global
necessity brands are perceived higher on perceived quality, country of origin, emotional value
and perceived prestige in comparison to local necessity brands. The study also provides
empirical evidence of ethnocentric ideology of consumers being more related to the purchase
of publicly consumed necessity brands than privately consumed necessity brands as seen
from statistically significant results for consumers who scored low in ethnocentrism and gave
more importance to the purchase of global publicly consumed necessity brands than
individuals who scored high in ethnocentrism. There was significant effect of gender on
perceived quality in publicly consumed necessity brands as well as emotional value
attachment in the purchase of privately consumed necessity brands. The education level of
consumer plays a significant role in influencing perceived quality, country of origin effect
and perceived brand prestige for both publicly and privately consumed necessity brands. In
the decision between choice of global vs local brands, females are found to have preference
for global publicly consumed necessity brands.

Managerial Implications of Results: The results are useful for companies involved in the
marketing of publicly and privately consumed necessity products for understanding factors
needing attention in promoting their brands in the Indian market. The study may also attract
more work in the less researched area of necessity brands that has witnessed declining growth
in sales in the post recession period.

Keywords: Necessity brands, Public vs Private, Global vs Local, Ethnocentric tendency,
Demographics, Consumer Behavior
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CHAPTER 1

Introduction

1.1 The Research Context

In the era of post liberalisation, the market scenario in India has witnessed intense market
competition and proliferation of brands in most sectors of the economy. Understanding
consumer brand relationships is of vital interest for any business operating under a clearly
defined brand identity (Berry, 2000). Brands serve as indicators of quality and authenticity
(Aaker, 1994). They provide a point of differentiation from competition (Murphy, 1990) and
consumers can feel comfortable repurchasing the brand and possibly other products made by
the same firm (Keller, 1993).

Globalization has increased the preference patterns of consumers around the world (Yip,
1995) as consumers are increasingly exposed to products from different countries (Wong et.
al., 2008). It has also led to the availability of multiple choices of local and global brands.
Due to rapid increase in global competition, companies that strictly adhere to and cater to the
needs of the local markets find themselves gradually loosing the competitive advantage to
international brands. Studies on consumer attitudes towards local and global brands are
increasingly valued by marketers but most studies are limited to consumers from U.S and
U.K and more recently China (Beaudoin et. al., 2000; Wang et. al., 2004). Little relevant
research is available regarding consumer’s perception of brands in other developing countries
including India.

A report on the Indian consumer market prepared by the Mckinsey Global Institute (2007)
(MGI) points to a high growth in consumer spending during the period ending 2025 mainly
due to the rapid growth of the middle class. By definition middle class are those earning
between $3420.38 and $8550.94 annually, the report forecasts a dramatic change in the size
of this group: from 50 million people (5 percent of population), the middle class will swell to
an impossible to ignore 583 million (41 percent) by 2025 (MGI, 2007). The report further
states that as Indians climb the income ladder, the composition of their spending will change
considerably. In a pattern witnessed in many other developing countries, while consumer
spending will increase for all categories of products, spending on discretionary items will
grow dramatically while spending on necessities will grow slowly. In fact, a significant shift
in spending is projected from necessities, defined as food and clothing, to discretionary
spending such as mobile phones, personal care products, education and health care. The
market scenario will be particularly challenging for necessity brands having slow growth
rates both in terms of quantity and sales turnover. The companies producing necessity
products will need to understand needs, tastes, aspirations, local and global brand loyalties
and a host of other factors relating to consumer buying behavior to be able to enhance their
sales performance.

From a consumer perspective, reactions to the prevalence of global brands seem to vary
among the different customers. On the one hand, consumers seem to value and admire global
brands and regard such brands as a status symbol. On the other hand, global brands are often
criticized for threatening the local differences and imposing the western cultures on our
society, leading to a loss of cultural identity. Among these factors consumer ethnocentrism is
an important factor affecting choices where people believe that their personal or national
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well-being is under threat from imports (Sharma et. al., 1995; Shimp and Sharma, 1987). The
more importance a consumer places on whether or not a product is made in his/her home
country, the higher his/her ethnocentric tendency (Huddleston et. al., 2001). However, despite
extensive research into how ethnocentrism impacts on consumer’ evaluations of domestic and
foreign produced goods (Wang and Chen, 2004; Herche, 1994) there has been no research on
the impact of consumer ethnocentric orientation on the type of product consumed. As
increased globalization of markets tends to decrease consumer ethnocentric sensitivity to
different product categories, there is increasing importance of research into how ethnocentric
tendency of consumer effects purchase of publicly and privately consumed necessity brands.

Consumer buying behaviour refers to the buying behaviour of the individuals and households
who buy the goods and services for personal consumption (Kotler and Armstrong, 2001).
Factors like age, gender, social status and education level are considered important
determinants of buying behaviour.

This study proposes to explore the factors affecting purchase of necessity brands to
understand the slow growth in necessity items such as apparel and toothpaste. India’s textile
clothing and apparels sector has opened up significantly with the dismantling of quotas. It is
the second largest retail category in India. Further India has a young consumer profile with
over 65 percent of the population below 35 years of age. The changing demographic profile
works as a major stimulus to apparel market development thus making apparel as a perfect
product choice under investigation.

In addition, the majority of previous research on perceptions of factors affecting purchase of
products revolved around high involvement purchases like automobiles (Sohail, 2004). Low
involvement products like toothpaste (Kraetke, 2000) or other everyday consumer goods
were neglected (Bruning, 1997). As such, for the purpose of this study, a low involvement
product (toothpaste) was identified to examine the factors affecting its purchase decision.
Toothpaste can be considered an important everyday product because its usage is independent
of age, gender, or disposable income. Since toothpaste products have high usage and
familiarity, it will be easier to obtain survey respondents, and this could minimize data
collection costs.

The study aims at bridging the gap in such research and increasing the understanding of
Indian consumers’ brand choice behaviour with respect to publicly and privately consumed
global and local necessity brands as well as the ethnocentric orientation towards them.

1.1.1 Necessity products

Products are mixed bags. Some products are day to day necessities like soap, powder,
clothing, shoes, bread etc. while some products are luxury such as diamonds, jewellery, cars
which being expensive attract only few and extravagant consumers towards them. In simple
terms, a necessity product is something that is affordable and absolutely needed while
luxuries are more exclusive. Bourne (1963) classified products based on ‘conspicuousness’,
i.e., exclusivity of ownership (luxury-necessity items) and social visibility (public-private
consumption). Based on the concept of public-private consumption and luxury-necessity
items the following four combinations of different product type arise (1) publicly consumed
luxuries (2) publicly consumed necessities (3) privately consumed luxuries and (4) privately
consumed necessities. A publicly consumed luxury is a product consumed in public view and
not commonly owned or used (e.g. golf clubs). A privately consumed luxury is a product
consumed out of public view and not commonly owned or used (e.g. trash tractor). A publicly
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consumed necessity is a product consumed in public view that virtually everyone owns
(wristwatches). A privately consumed necessity product is consumed out of public view that
virtually everyone owns (e.g. mattress). Similarly, according to Bearden and Etzel (1982), the
distinction between necessity and luxury is based on the availability or exclusivity of
resources. Thus, while necessities are possessed by virtually everyone, luxuries are available
exclusively to only a few people or at least only on rare occasions. According to Seringhaus
(2002); Dubois and Paternault (1995), luxury is also associated with "dream" while necessary
and ordinary goods are desirable or required. A study by Kemp (1998) compares the
necessity-luxury continuum with the hierarchy of needs produced by Maslow (1970), which
ranges from basic physiological needs such as hunger (necessities) up to needs of self-
actualization (luxuries).

Therefore, Bourne’s dimension of product classification and concept of necessity products for
both publicly and privately consumed products is useful to explore factors affecting purchase
of necessity brands as it helps in understanding consumer behavior for different product
categories.

1.1.2 Publicly consumed necessity products

In the category of publicly consumed necessity products like apparels it is significant to note
that in India the industry has moved ahead from a commodity based purchasing type to a
lifestyle or a branded purchasing type. The Indian textile and apparel industry is the second
largest global exchange earner for the country. Indian apparel market is estimated to grow at
a compounded annual growth rate of around 13 percent from Rs 885 billion in 2007 to Rs
1,637 billion in 2012 (Crisil Report, 2008). With increased globalization and the opening of
bilateral trade agreements with other countries, India’s market presents opportunities for both
domestic and global retailers (Fernandes et. al., 2000, Bharadwaj et. al., 2005). The
emergence of mall culture and rapid development of malls act as a catalyst in this retail
growth story. The Indian consumers are presented with various brand options both
international and local allowing additional brand choices in their own market. It is seen that
many consumers tend to prefer Western-style clothes (Roy and Saha, 2007) and foreign
apparel brands (Mozumder, 2006). Accordingly global brands are expected to become more
popular in India with jeans, T-shirts and skirts becoming the norm for college students and
working woman (The Statesman, 2007). The increase in working women’s segment has
opened the floodgates for apparel retailers since working women have their own mind in
decision to purchase the products that appeal to them. While several international apparel
companies have successfully launched their brands like Lee, Wrangler and Nautica in India
(Mozumdar, 2006), their presence is relatively small in the overall market.

According to the consultancy firm McKinsey’s report (2007), consumer spending on apparels
in India has grown over the last five years, touching the global benchmark of 5 percent of the
total income. Consequently, they are more sensitive to what the brand offers, how it speaks to
them, and how it addresses their needs (Anholt, 2000). Further, Indian consumers are
associated with values of nurturing, care and affection. Thus, products, which communicate
feelings and emotions gel with the Indian consumers as it is also seen that apparel brands
demonstrate important symbolic meaning that go far beyond the basic functionality (Auty and
Elliot, 1998) and consumers use apparel brands as a means of symbolically constructing and
communicating their personal and social identity (Polhemus, 1994; Mullarkey, 2001).

Preference for particular apparel brands depends on individual tastes and preferences and
consumers are a divided lot. Purchase decisions of consumers anywhere are more guided a
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combination of demographic and psychometric factors, such as, disposable income, age-
distribution, pattern of income distribution, quality of upbringing, aptitude, tastes and
preferences and so on. However little relevant research has been found regarding consumer’s
perception of apparel brands. Hence, it is important to understand the purchasing intention as
well as the perceptions of Indian consumers with respect to global and local brands.

1.1.3 Privately consumed necessity products

Fast Moving Consumer Goods (FMCG) represent those goods which are consumed regularly
and daily by the consumers. In India, FMCG sector is the fourth largest sector in the Indian
economy with a market size of US$ 20.1 billion (Prajapati and Thakor, 2012). The FMCG
products are divided into four major categories. These categories are — Household care,
Personal care, Oral care and Food and Beverages. In the oral care category, it has been found
that rising per capita income and increasing awareness on tooth care is driving up the demand
of oral care products (WDS, 2011). Toothpaste market in India increased at a compound
annual growth rate of 6.6 percent between 2004 and 2009. Toothpaste was used as long as
500 B.C in China and India. Modern toothpastes were developed in the 1800's. In India
awareness about oral care products is almost 100 percent in urban areas and 80 percent in
rural areas (Sherigar, 2001). Consumers have started adopting value-added toothpastes like
gels, mouth washes and teeth whitening products. Brand quality, availability, price and sales
offer play an important role in the purchase of toothpaste.

Colgate, Hindustan Liver and Procter and Gamble are two major players that dominate the
Indian toothpaste market. The rest of the market is shared between small players such as
Hygiene and Vicco Laboratories. Domestic companies like Vicco produce ayurvedic range of
toothpastes along with their other ayurvedic products. This study focus on understanding
factors (demographic, social, quality, product attributes etc. for buying toothpaste.

In the overall framework of Bourne’s classification apparels and toothpaste are seen to serve
as excellent representatives of publicly and privately consumed necessity products
respectively that have a strong brand presence in the Indian market and have, therefore, been
chosen for study of factors affecting purchase of necessity brands.

1.3 Research Questions, Objective, and Scope of the study

The research objectives for this study are to understand:

Important factors affecting purchase of necessity brands

Factors influencing purchase of publicly vs privately consumed necessity brands.
Factors influencing purchase of global vs local necessity brands.

How ethnocentric tendencies of consumers influence purchase of publicly and
privately consumed necessity brands.

How demographic variables influence purchase of necessity brands.

How demographic characteristics of consumers influence purchase of global vs local
brands.

el A =

oo

1.4 Organization of Thesis Chapters

This chapter (Chapter 1) presents an introduction to necessity products and the need to study
publicly and privately consumed necessity products in India in view of the limited
contribution of earlier research in this field. In Chapter 2, relevant literature related to
purchase of publicly and privately consumed necessity brands, perception of global and local
necessity brands, ethnocentric tendencies and demographics is reviewed. The theoretical
framework and hypotheses of the research have been discussed in detail in Chapter 3. The
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research methodology has been discussed in detail in Chapter 4. Results and Analysis are
presented in Chapter 5. In Chapter 6, the contributions of the study and the managerial
implications of the results have been discussed. The limitations of the study and directions for
future research have also been discussed in the chapter.

CHAPTER 2

Review of Literature
2.0 Introduction

In earlier research, scholars have studied factors that affect purchase of general product
categories with no specific distinction between publicly and privately consumed necessity
products. This literature review presents an overview of studies and scholarly views on
various factors affecting purchase decision by consumers from different parts of the world.

The first part of the chapter presents a review of literature relating to the origin and definition
of the different factors affecting purchase of different necessity products and the results of
various studies undertaken on the subject. It highlights various factors affecting purchase like
perceived quality (Zeithaml, 1988), interpersonal influence (Bearden an Etzel, 1982),
perceived prestige (Vigneron and Johnson, 1999), country of origin (Roth and Romeo, 1992)
as well as factors like emotional value (Sweeney and Soutar, 2001), brand loyalty (Wilkie,
1994) and convenience and availability (Craig, et. al., 1984). Other factors studied include
ethnocentric consumption behavior, demographic variables such as age, gender, and
education. A literature review relating to observations on these factors is discussed in the next
sub sections.

The second part of the chapter presents a review of literature on comparative understanding
of factors affecting purchase of both product types i.e. publicly and privately consumed
necessity products. Studies have shown that differences in factors affecting purchase also
arise from differences in perception of global vs local brands. These are presented in the third
part of the literature review. The fourth part of the literature review contains studies
describing the influence of demographic variables like education and gender on different
factors affecting purchase.

2.1 Essential Factors affecting purchase of necessity products

Perceived Quality

Aaker (1991) defined perceived quality as customer’s perception of the overall quality or
superiority with respect to its intentioned purpose relative to alternatives. Objective quality
refers to the actual technical excellence of the product that can be verified and measured
(Monroe and Krishman, 1985) while perceived quality is the consumer’s judgment about a
product’s overall excellence or superiority of product (Zeithaml, 1988) that includes both
tangible and intangible characteristics. The perceived quality of a product has a positive
direct effect on purchase intentions (Boulding et. al., 1993). Some studies report only an
indirect effect through satisfaction (Sweeney et. al., 1999). A study by Zain and Yasin (1997)
identified perceived quality as an important evaluation criteria for several categories of
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products such as cars, dresses/shirts, pants, shoes, cameras, televisions, refrigerators and
radios. When consumers perceive a brand to be of high quality, they are more likely to
purchase the brand (Netemeyer et. al., 2004). Thus perceived quality provides value to
consumers by providing them with a reason to buy and by differentiating the brand from
competing brands.

Interpersonal Influence

Several researchers have demonstrated consumers' susceptibility to reference group influence
when making product or brand purchase decisions (Bearden and Etzel, 1982; Burnkrant and
Cousineau, 1975; Terry and Hogg, 1996). If there is a high degree of social influence, then
the consumer could potentially change perception and purchasing behaviour (Batra et. al.,
2001) towards certain brands. Accordingly susceptibility to interpersonal influence has been
used as an important individual variable in the study of consumer behaviour (Bearden et. al.,
1989). Earlier research on moderators of reference group influence found that interpersonal
influence is stronger when the product category is more conspicuous and its ownership or
consumption are more publicly visible (Bearden and Etzel, 1982). For example, in their well-
known work, Lee et al. (2006) found that consumers often conform to group norms when
they purchase apparel brands. This is further reinforced in Lim and Ting’s (2010) research on
consumption of apparel products that is shown to be affected by opinion of others. The social
role of products such as clothing or shoes is even more important in developing countries
where interpersonal relationships are of prime importance (Ger et. al., 1993). In their study
Sun et. al. (2004) found that consumers from collectivist or Asian countries were invariably
more family oriented than consumers from individualistic or American countries.

Perceived Prestige

The prestige value of brands is an abstract concept and brands high on prestige accommodate
a wider range of products as compared to brands based on functional value like durability and
reliability (Park et. al., 1991). Research conducted by Hanzaee and Taghipourian (2012)
shows that prestige is an important factor influencing purchase of products such as
wristwatch and mobile phones. Consumers develop prestige meanings for brands based upon
interactions with people (e.g. aspired and/or peer reference group), object properties (e.g.,
best features), and hedonic values (e.g., sensory beauty) (Vigneron and Johnson, 1999). A
prestigious brand is typically more aggressive on pricing than non prestigious brands
(Wiedmann et. al., 2009). Beaudoin et. al., (1998) implied that attitudes toward buying
apparel were associated with self-image and self-identity. A general assumption in research
studies is that prestige brands are infrequently purchased, require a higher level of interest
and strongly relate to an individual’s self-concept. Wealthier persons are more likely to
purchase prestigious brands (Vigneron and Johnson, 1999), which symbolize social status,
wealth, or power (Alden et. al., 1999).

Country of origin

Country of origin is defined as “overall perception that customers form for a particular
country and its products based on prior experience with products originating from that
country (Roth and Romeo, 1992). It is now regarded as important cue that is used by
international marketers to influence consumers’ evaluation of a brand (Agrawal and
Kamakura, 1999). Country image impacts consumer attitudes (Nagashima, 1970; Bilkey and
Nes, 1982; Papadopoulos et. al., 1987) and purchase intentions (Han, 1989). According to
Bilkey and Nes (1982) country of origin affects consumer attitudes towards all products from
a particular country as well as specific products or brands from that country. The country of
origin may also act as a summary construct, directly affecting consumers’ attitudes towards
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the brand of a country instead of through product attribute ratings (Wright, 1975) in case of
Columbian coffee, Swiss watches, Japanese electronics and German automobiles. Hong and
Wyer (1989) demonstrated that the effect of country of origin cannot be explained entirely by
the quality signaling process. They found that country of origin also has symbolic and
emotional meaning to consumers, and it plays an important role like other attributes such as
quality and reliability in shaping consumers' attitudes toward products. For most consumers,
country of origin may also serve as an affective image attribute which associates a product
with status, authenticity and exoticness (Verlegh and Steenkamp, 1999). When making
buying decisions, consumers may link country of origin to personal memories, to national
identities and to feelings of “pride” associated with the possession of products from certain
countries (Hirschman, 1985). Sirgy et. al. (1991) suggested that the country of origin is
indirectly linked to consumers’ image, creating a wish to be publicly seen with country of
origin rated products congruent with the consumer’s personality or ego. Jaffe and Carlos
(1995) found that the factor "proud to own" had a significant influence on Mexican
consumers’ purchases of products from Japan and the United States. A research conducted by
Batra et. al. (2000) in India found that Indian consumers prefer brands having non local
country of origin for their high quality and attached social status.

Convenience and availability

Earlier studies have pointed out that, consumers are influenced by the travel costs of
shopping (Craig, et. al., 1984). For products that require less consumer involvement, buyers
prefer their purchase from nearby sources instead of a distant shop. Similarly brands that are
available in nearby or central supermarket tend to retain its buyers. In the FMCG sector, the
major factors influencing purchase decision are quality (Verma et. al., 2003), price and
availability of products (Sarwade, 2002). However, Rehman et. al. (2011) have shown that
availability does not have significant effect on purchase decision. It is evident that more
research has to be done to understand convenience and availability as factors influencing
purchase decision of privately consumed necessity brands.

Emotional Value

Emotional value is defined as the benefit derived from the feelings or affective states (i.e.
enjoyment or pleasure) that a product generates (Sweeney and Soutar, 2001). It is the benefit
which one gets by experiencing something new or different (Lee et. al., 2006). Products and
brands may provide non-utilitarian benefits such as fun and enjoyable experiences that
generate distinct emotional value for consumers (Holbrook, 1986). Also Batra and Homer
(2004) argue that the emotional benefits desired by the consumers from a brand have a
greater impact on intentions and actual behaviour (e.g. brand choice) than on brand attitudes.
Products bought weekly or very regularly for everyday household consumption such as
grocery and personal items may have a strong emotional appeal for users of a particular brand
(Reed and Ewing, 2004). Gutierrez (2004) highlighted two factors affecting purchase
intention of toothpastes. One is labelled confidence building that generates a contented
feeling of having clean and healthy teeth, the other contributing to richness, status,
attractiveness and youth.

Brand Loyalty

One of the most crucial goals for any marketer is to create “customer brand loyalty” through
which brands can obtain competitive advantage (Kotler, 1984). Brand loyalty is defined as
the attachment that a customer has to a brand (Aaker, 1991). Wilkie (1994) defines brand
loyalty as “a favourable attitude toward, and consistent purchase of, a particular brand.” Such
a characteristic has both a behavioural and an attitudinal perspective. From a behavioural

11



perspective, it is defined as the degree to which a buying unit, such as a household,
concentrates its purchases over time on a particular brand within a product category (Schoell
and Guiltinan, 1990). From an attitudinal perspective, brand loyalty is defined as “the
tendency to be loyal to a focal brand as demonstrated by the intention to buy it as a primary
choice” (Oliver, 1997). In the Indian context, it is noted that once consumers get used to a
particular brand of shampoo or toothpaste, they do not readily accept other brands
(Majumdar, 2004). They are more loyal to brands that continually come up with promotion
offers at a fair price.

2.2 Comparative understanding of factors affecting purchase for different product types

Perceived Prestige and Product Type

Sproles (1979) gave a useful explanation on consumer demand theory in his research on
Prestige-Exclusivity effect. According to this effect consumers purchase a fashion item
because the product bears a high price and visibility that demonstrates the consumer’s ability
to pay. It is coveted for the sole purpose that it is expensive and can show the wealth of the
consumer (Sproles, 1979). An exploratory research by Bernard and Sandor (2002) indicates
that prestige can be achieved by acquiring brands in many product categories. However,
prestige symbols such as brand name, high price and characters associated with a brand
(Bernard and Sandor, 2002) would be more important in publicly consumed necessities as
compared to privately consumed products where prestige symbols may be linked to object
properties (e.g. best features) and hedonic values (e.g sensory beauty) (Ergin and Akbay,
2010). Since a publicly visible product is indirectly related to consumers image, the social
value of prestige brands contribute to the decision to buy even at a higher price. For example,
in the case of publicly visible products such as jeans, Bell (2008) showed that there is a
constant relation to high priced goods and the amount of craving for prestige. Research
conducted by Hanzaee and Taghipourian (2012) shows that prestige is an important factor
influencing purchase of publicly consumed products such as wristwatch and mobile while it
has no effect on purchase of privately consumed products such as toothpaste and chewing
gum. Prestige is derived partly from the technical superiority and the extreme care that takes
place during the production process (Vigneron and Johnson, 1999).

Country of Origin and Product Type

Motivated by the desire to provide prominent visible evidence of their ability to pay
particularly high prices for prestige products particularly conspicuous products and apparels,
researchers (Patterson and Tai, 1991; Batra et. al., 2000; Dzidrov, 2010; Wang et. al., 2000)
show that consumers in developing countries tend to perceive imported products as being of
higher quality than domestic products. A product’s country of origin may have different
importance in a consumer’s purchasing decision for a product that is used publicly, under the
influence and watch of reference group, or privately where reference group influence may be
minimized (Piron, 2000). Several studies on apparels indicate country of origin effect. For
example, research done by Wang and Heitmeyer (2005) reveals that country-of-origin
preference had a significant impact on Taiwanese consumers’ attitudes toward apparel
brands. Another study by Dzidrov (2010) showed that Bulgarian consumers perceived
Macedonia apparel as having overall satisfactory quality implying country of origin effects.

Piron (2000) in his study for country of origin effect on necessity products found that
sunglasses, a publicly consumed necessity product, had a stronger country of origin effect
than toothpaste, a privately consumed necessity product. In the case of privately consumed
necessity products, Uddin et. al. (2008) found that Bangladeshi consumers are not interested
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to buy imported products like shampoo, petroleum jelly, body lotion, and beauty soap on a
regular basis. For such products therefore, regardless of country of origin, consumers are
likely to favor attribute-based evaluation. But, consumers may develop preference formations
by relating country images to product characteristics.

According to Cayla (2009), if a company operating in India is involved in a product category
where display of social status could be enhanced (such as apparel) then country of origin is an
important determinant of consumer purchase. On the contrary foreign companies operating in
toothpaste and shampoo product category in order to influence Indian consumers have to
relate to traditional Indian family values. For example, in the toothpaste category, Vicco is
trying to win the market share by advertising and convincing consumers to change to
toothpastes made from herbs.

Interpersonal Influence and Product Type

Since a publicly consumed necessity e.g. wristwatch is a product consumed in public view
that almost everyone owns (Bearden and Etzel, 1982) research indicates that there is a strong
peer influence impacting its purchase (Childers and Rao, 1992). Makgosa and Mohube
(2007) demonstrate that a public necessity (shoes) is likely to attract more informational and
normative influence than a private necessity (toothpaste) among young adults since it is
consumed in the eyes of their peers. Lee et. al. (2006) demonstrate positive relationship
between Mexican college students’ susceptibility for normative influence and brand
consciousness and suggest that they are likely to buy well-known apparel brands to conform
to the expectations of others or to achieve a sense of belonging. A publicly consumed
necessity due to its social visibility will have strong brand influence of the product compared
to a privately consumed necessity product where the brand influence of the product will be
weak (Bearden and Etzel, 1982).

In the Indian context, family has traditionally played a strong role in influencing choices of
their progeny. This fact extends to the concept of extended family and friends as well. As
Indian consumers are always looking for others’ views of reality to fit in (Shukla, 2011), the
importance of interpersonal influence for purchase of publicly consumed necessity products
such as apparel will be more than privately consumed necessity products such as toothpaste.

Brand Loyalty and Product Type

Various studies on different product categories have indicated that brand loyalty is an
important factor influencing purchase of a brand. A national study on Korean women’s
apparel brand loyalty (Oh and Fiorito, 2002) found that for brand loyal consumer’s status,
attractiveness and fashionability were important criteria while purchasing their most preferred
brand. The study showed that since individuals represent self through their apparel, most
consumers prefer to wear apparel brand that reflects their image in a pleasing manner. All
these are attributes of a publicly visible product.

In another product category, Palumbo and Herbig (2000) found that simple commodity
products such as paper towels, toilet soaps, facial tissue, experience low customer retention
and loyalty towards a specific brand. According to their research, consumers usually purchase
a lower price product when shopping for these products and keep switching among brands
according to price and sale offers. Also Sonal and Preeta (2007) found that in case of low
involvement products such as toilet soaps consumers display brand switching behaviour. The
researchers suggest that promotions in this category of products might encourage trial and
switching behaviour but not long term loyalty. Majumdar (2004) argued that in case of
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privately consumed necessities like cigarettes and personal care products, promotions may
enhance short term but not long term loyalty. In case of such products, some consumers do
not like to change brands due to habit or personal liking and such consumers form a very
brand loyal market.

2.3 Factors influencing purchase of global vs local necessity brands

Perceived Quality

Kinra (2006) investigated consumer attitudes in India towards local and foreign brands and
found that the quality of foreign brands was perceived to be generally higher and superior to
local brands. Most consumers also associated greater accessibility of foreign brands in the
Indian market with better quality at lower prices.

The results of the study by Opoku and Akorli (2009) show that superior quality and consumer
taste are the two most important reasons for the Ghanaian consumers’ preference for foreign
products such as apparel. This also confirms the findings of Kumar et. al. (2009) who found
that attitudes toward American products positively affect perceived quality and emotional
value for a U.S. brand while this effect is negative in the case of a local brand.

Country of origin

According to Kinra (2006), country of origin is an important differentiating factor in
consumer attitudes to foreign and local brand names. Her study held that country of origin
credibility of foreign brands was a significant factor influencing consumer attitudes and
preferences as it was correlated highly with “quality” and “status and esteem”.

The study by Opoku and Akorli (2009) suggested that country of origin is more important
than price and other product attributes. According to their study, the Ghanaian consumer
holds the 'Made in Ghana’ label in low regard relative to foreign labels. Superior quality and
consumer taste were the two most important reasons for the Ghanaian consumers’ preference
for foreign apparel products.

Cordell (1992) found that U.S. consumers perceive products originated from industrialized
countries such as England and Canada of higher quality than those from less developed
countries such as Indonesia and Bolivia. Another study conducted by Schooler (1965) in
Guatemala revealed that products made in less developed countries were not evaluated as
quality products. Consumers were biased against products from a less developed country.
Cyril et. al. (2012) explored the role that country-of-origin cue plays on Malaysian
consumer’s product evaluation as well as purchase intention of a low involvement product
i.e. toothpaste. Findings revealed that Malaysians generally preferred products from
developed nations as opposed to those made locally or imported from less developed
countries.

In general, for consumers in less developed countries, country of origin or attitude toward a
country plays a significant role in influencing their purchase behavior (Lin and Sternquist,
1994). One explanation cited is that consumers in less developed countries do not have
enough information and experience with purchasing foreign brands (Zhang, 1996).
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Emotional Value

Consumer perception toward a foreign brand versus a local brand not only builds on
cognitive components but also on affective components that include the emotional value that
consumers obtain from fun and enjoyable experiences (Holbrook, 1986).

The results of Kumar et. al. (2009) suggest that consumers have a positive influence on
purchase intention for Levi's brand through attitudes toward American products. Research by
lyer and Kalita (1997) shows that as customer expects high emotional benefit from foreign
brands they will purchase that brand to satisfy their emotional needs from the product. Bhat
and Reddy (1998) illustrated that possession of foreign brands in developing countries
represents status wealth in the society and provides emotional benefits to consumers.
Likewise Indian consumers have a favourable rating for foreign brands due to emotional
benefits such as prestige and status associated with them. Bhat and Reddy linked favourable
attitudes towards American products in developing countries to high quality of the products
as well as the enhanced emotions, status and prestige. Similarly, Lee et. al. (2008) in their
study have shown that Mexican college students perceived U.S. apparel brands higher on
emotional value thus having higher purchase intention towards it. Gutierrez (2004)
highlighted the importance of emotional value attached to the purchase of toothpaste brands
such as Colgate and Close up in the Philippines market. Values such as confidence, i.e. the
contented feeling of having clean and healthy teeth, feeling of being young and attractive are
generated by the use of such toothpaste brands.

In developing countries, individuals associate foreign brands with having symbolic meanings
(e.g., wealth and status), which enhances the emotional reward such as a sense of pleasure
and happiness upon using these brands (Batra et. al., 2000; Bhat and Reddy, 1998; Kinra,
2006).

Perceived Prestige

Foreign brands have higher prestige because of their relative scarcity and higher price
compared with local brands (Batra et. al., 2000). Along the same lines, Kapferer (1997)
suggests that consumers may prefer foreign brands because of associations of higher prestige.
In addition, certain consumers prefer to buy foreign brands as it enhances their self-image as
being cosmopolitan, sophisticated, and modern (Friedman, 1990). Research by Ergin and
Akbay (2010) on consumers purchase intention for foreign products in three specific
categories (apparel, chocolate and personal care products) in Istanbul shows that prestige is
an important factor influencing consumer buying behaviour. Vigneron and Johnson’s (1999)
framework suggests that consumers look for quality by selecting prestigious brands.
Therefore, perceived prestige associated with foreign brands provides intangible value to
consumers, and consumers tend to reciprocate this value by enhancing their brand loyalty as
well as transferring its good image to others through positive word-of-mouth.

Ethnocentrism

The origin of the consumer ethnocentrism construct is rooted in the general construct of
ethnocentrism introduced as a sociological concept introduced by Sumner (1906), who
defines it as when one’s own group is seen as the centre and a reference for all others (Shimp
and Sharma, 1987). Furthermore, ethnocentrism is the focus on “we group” feeling where the
in-group is the centre and all other outgroup are judged in relation to it. In simple term,
Sumner suggests a two dimensional structure of ethnocentrism: an unfavourable attitude
towards out-group as well as a favourable attitude towards in-group.
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Later, Adorno, et. al. (1950) made a study of the racial and religious prejudice, nationalism,
political ideology toward people not from one’s community. From the study, came an
ascribed meaning of ethnocentrism to stand for the ordinary person’s unsophisticated reaction
to cultural differences along with the unthinking defence of familiar ways as absolutely right
and unqualified rejection of alien ways as simply wrong. The Authoritarian Personality
(Adorno et al., 1950) then viewed as being related to provincialism or cultural narrowness
and was described as a tendency to be ethnically centred and rigidly accepted those who were
culturally “alike” and reject those who were “unlike”

The recent definition of the ethnocentrism was developed as an economic form of
ethnocentrism. The researchers try to relate ethnocentrism with the consumer beliefs about
the appropriateness and morality of purchasing foreign made products. Due to that, research
has linked the foreign products evaluation to the level of consumer ethnocentrism.

Shimp and Sharma (1987) said that consumer ethnocentrism refers to consumer-held beliefs
about the appropriateness and morality of purchasing foreign-made products, since it is
perceived as hurting the domestic economy, causing loss of jobs and being plainly
unpatriotic. The measurement of consumer ethnocentrism was made possible with the
development of the Consumer Ethnocentric Tendencies Scale (CETSCALE) by Shimp and
Sharma (1987). Highly ethnocentric consumers tend to perceived that purchasing foreign
made products is wrong because it will hurt the domestic economy, it will promote the
unemployment, and unpatriotic action. On the other hand, for non-ethnocentric or low-
ethnocentric consumers, products from other countries are evaluated on their own merits
without consideration for where they are made. Therefore, for this group, the country of
origin of the products is not an important consideration to be made. Since the introduction of
the CETSCALE, researchers all over the world are using this construct measurement in order
to understand the effect of consumer ethnocentrism on the attitudes of consumers towards
local vs. foreign made products. Researchers from developed country (Balabanis and
Diamantopoulos, 2004; Klein, 2002) to developing countries (Kaynak and Kara, 2002) to the
less develop countries (e.g. Agbonifoh and Elimimian, 1999; Hamin and Elliott, 2006) are
adopted the study to measure the ethnocentric tendency of consumers in a particular country
and whether it will influence the attitudes of consumers on foreign made products.

Research studies on ethnocentrism and patriotism show that because of the ‘shrinking globe’
and an interconnected world, consumers are increasingly concerned with their cultural,
national and ethnic identities which subsequently affect their consumption motivations
(Burton, 2002; Quellet, 2007). It has also been shown that ethnocentrism is a global
phenomenon though there are differences in the degree of ethnocentrism expressed by
consumers, depending on the country under study (Javalgi, et. al., 2005).

Consumer decisions in developing societies are often faced with the dilemma between
ethnocentric consumption and conspicuous consumption. The outcome of this dilemma
depends upon a number of factors and selected product consumption is one of them (Wang
and Chen, 2004). Cultural and social background of the person plays a big role in this
decision making process.

By definition, conspicuous consumption takes place when a product from a more advanced
country has a public mode of consumption (Veblen, 1994; Marcoux et. al., 1997). This
definition rules out the possibility of conspicuous consumption in the case of privately
consumed products. The dilemma is more likely to result in conspicuous consumption of
imports if a consumer decision involves publicly consumed products. By contrast, the
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dilemma is more likely to cause ethnocentric consumption of domestic produce if the
decision refers to privately consumed goods. Thus, in the choice of domestic vs imported, a
consumer may be in a situation of conflict between two consumption values: ethnocentrism
VS conspicuous consumption.

It has been found that the desire for foreign goods is generally higher for conspicuous (or
publicly consumed) among consumers in developing countries (Wang et. al., 2004).
Similarly, Piron (2000) and Essoussi and Merunka (2007) suggest that publicly consumed
goods would be more sensitive to product conspicuousness whereas privately consumed
products would have greater exposure to ethnocentricity. In another study, consumables with
private rather than public modes of consumption were found to be more susceptible to the
effects of ethnocentricity in (John and Brady, 2010).

The above mentioned consumer dilemma remains an under-researched issue. A greater
understanding of the factors affecting this dilemma would be of interest to both academics
and practitioners as it may explain why in some cases consumers choose domestic products
whereas in others they opt for their foreign alternatives.

2.4. Demographic factors as a proxy for social environment affecting purchase of
necessity brands

Demographic factors such as age, gender, education and income level serve as a proxy for
socio-economic environment a person is brought up which indirectly reflects a person’s
buying behavior. Many previous researchers have shown that demographic variables have a
significant effect on brand choice and purchase intention. Variables such as age, gender,
income, education, and affect repurchase intention (Andaleeb and Conway, 2006; Jamal and
Naser, 2002). Studies giving the effect of age, education and gender on purchase are given
below.

Education and perceived quality

Higher education leads to increased ability to think logically and hence higher decision
making power. The well educated customer also has better product knowledge (Zanoli et. al.,
2004). Besides less educated customers have lesser information processing capacity and are
less likely to search for or use information (Moorman, 1990). They are less likely to
comprehend the information (Sternthal and Craig, 1982) and evaluate a product’s attributes
(Agarwal and Ratchford, 1980).

Education and country of origin

The country of origin effect on consumer purchase behavior is affected by the education level
of the consumer (Wall, et. al., 1991 and Kaynak et. al., 2000). According to the authors
increased travel, internet access and information about foreign products and their attributes
which is possible by higher education, leads to increased awareness and openness to buy
imported products. A recent study conducted in U.S. and Mexico (Chapa et. al., 2006)
showed that highly educated consumers are more likely to recognize product attributes,
counterfeit products and suitability.

Education and Brand Prestige

According to Veblen (1967) more highly educated consumers are more likely to engage in
status buying. They need not focus on intrinsic product attributes. Besides as Chao and Schor,
1996 argued status need not to be devoid of utilitarian dimension and status seekers may
spend money to ‘signal’ their success. It is interesting to note that in a much earlier study
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Duesenberry (1949) takes a similar view of the association between income and status
seeking. The status consumption view is also supported by the models of Congleton (1989)
and Rauscher (1993) where there exists both an "amplification” effect (higher status
consumption by others increases the marginal return to additional status consumption for an
individual and therefore encourages status consumption) and a "discouragement” effect (in
which people drop out of the game on account of the extra status seeking activities of others).

Gender and perceived quality

In a survey carried out by a German car manufacturer on consumer repurchase intentions;
results indicated that males repurchase intentions were based on product performance while
females repurchase intentions were based on service performance (Homburg and Giering,
2001). Another study on textile industries done by Gocek et. al. (2007) found that male
consumers prioritize more on product quality than service quality. Besides, Oyewole (2007)
found that females preferred “hygiene” and “reliability” while males emphasized on
“availability”.

Gender and Emotional Value

A large body of research indicates that females are more attuned to their emotions than are
males (Gabriel and Gardner, 1999). Research also shows that parents are more likely to share
and discuss emotions with their daughters than they are with their sons (Kuebli and Fivush,
1992). Accordingly females tend to access their emotions and talk about them more than boys
(Kuebli et. al., 1995). Therefore, it is expected that for products that are affect-laden (i.e.,
hedonic products), gender will make a difference in consumer attitude. Ultilitarian products
are generally purchased for the functionality that they provide above and beyond any
pleasure-related benefits (Voss, 2003). Therefore, unlike hedonic products which are
primarily purchased for the pleasure which they provide, it is expected that the absence of
high levels of affect in utilitarian products will not create gender-related difference.

Another study showed that females prefer hedonic benefits e.g. a brand which can provide
“excitement” while males prefer a brand which is convenient to them and emphasize on
functional benefits (Seock and Bailey, 2008).

Gender and interpersonal influence

Females tend to seek close relationships with others to a greater extent than males (Gabriel
and Gardner, 1999). Females have greater tendency for cooperation, intimate friendships,
interpersonal harmony, while social relations among males are likely to be characterized by
dominance and competitiveness (Maccoby, 1990). Besides, men and women purchase
products for different reasons (Dittmar et. al., 1996). They are subjected to different social
pressures (Darley and Smith, 1995). Males are generally self-focused while females are
responsive to the needs of both self and others (Meyers-Levy, 1988). Coley and Burgess
(2003), in their empirical study on a wide range of products such as apparel; consumer
electronics and books found significant differences between men and women with respect to
both affective and cognitive process components. Another study reported women having
stronger purchase motivations (Widgery and McGaugh, 1991) more susceptible to
interpersonal influence (Rose, et. al., 1994).

Gender and Brand Prestige

A study on the benefits of brand image in brand selection among females and males (Andrew,
2002) has shown that there are differences in the selection criteria between the genders. It
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was seen that female prefer prestigious brands (symbolic benefit) and males prefer
recognized brands.

Gender and Brand Loyalty

According to a research study females have stronger brand loyalty than males in their
repurchasing behaviour (Mittal and Kamakura, 2001). Moutinho and Goode (1995) found
that females repurchase intentions were influenced by their experience of the personal
interaction. In another study it was found that males possess greater repurchase intentions for
automobiles purchases based on satisfaction of the product (Homburg and Giering, 2001).
Some studies found that females do not show strong customer loyalty as compared to their
male counterparts (Melnyk et. al., 2009). On the other hand, Desmond and Alvin (2005)
highlighted that there was no significant difference of brand loyalty across gender in a culture
value study.

2.5. Effects of demographic variables on purchase of global vs local necessity brands

Effect of Gender

Earlier research suggests that gender difference plays an important role in the way consumers
perceive and relate to brands (Monga, 2002). It has been shown that males and females have
differing attitudes towards foreign goods (Good and Huddleston, 1995; Sharma, et. al., 1995).
Males and females are different in processing brand information (Kempf et. al., 1997),
forming brand attitudes and building brand relationships (Putrevu, 2004). Some studies have
found that gender differences exist in patriotism, ethnocentrism, and evaluation of domestic
versus foreign products; females tend to be more conservative, more patriotic, and more
ethnocentric than males, resulting in females rating domestic products more favorably (Han,
1988; Vida and Fairhurst, 1999) than males. A study by Han (1988) findings also confirms
male preference for imported products than domestic products.

Effect of Education

Wang et. al. (2002) found that Chinese consumers who preferred foreign apparel brands
tended to be younger and with a higher level of education. Based on the education level of a
person buying behavior could vary. For example, a well educated consumer may read the
ingredients of beauty soap before the buying decision is made. At the same time consumer
with a lesser education level may decide to buy the product due to the attractiveness of the
package (Wijesundera and Abeysekera, 2010). Ahmed and D’Astous (2007) found that
products made in highly industrialized countries are more likely to be purchased by the
educated and high-income consumers in Thailand. Studies report that respondents with a
higher level of education have learned to assess foreign goods more favorably than
respondents with lower level of education (Wall et. al. 1991; Good and Huddleston, 1995;
Sharma et., al. 1995).
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CHAPTER 3

Theoretical Framework, + Hypotheses generation

As the consumption of necessity brands needs to be understood and explained by both
personal and social effects, this thesis draws upon social psychological theories i.e. the theory
of reasoned action and the theory of planned behavior to analyse and explain purchase
behavior. In addition, many researchers have used the Associated Network Memory theory,
the Cue Utilsation theory and Weblen’s theory of Leisure Class to explain consumer behavior
in particular situations. These theories provide the theoretical explanatory framework to
determine factors affecting purchase of necessity products. This chapter presents the
theoretical framework based on these theories and the hypothesis emanating from the review
of literature on the subject.

3.1. Theories behind the study

Theory of Reasoned Action

The basic paradigm of the Theory of Reasoned Action (TRA) is that behaviour is affected by
behavioural intention, which in turn is affected by attitude and subjective norms. A person’s
attitude towards performing a given behaviour is related to the beliefs that will lead to certain
consequences and the evaluation of these consequences. The subjective norms are the
person’s perception of the social pressure to perform the behaviour in question. Subjective
norms are determined by normative beliefs and motivation to comply with the beliefs.

The theory of reasoned action (TRA) is also referred to as Fishbein behavioural intentions
model and was first proposed by Martin Fishbein and Icek Ajzen in 1975 (Fishbein and
Ajzen, 1975). TRA is based on assumption that human beings are usually rational and
systematically use the information available to them. The theory excludes social behaviour
controlled by subconscious motives or thoughtless affects. The goal of TRA is to decide the
determinants of the behaviour to predict and understand an individual’s behavior.

As the basic paradigm of TRA is that behaviour is immediately affected by behavioural
intention, this assumption avoids the classic problem of attitudinal behavioural consistency
(Foxall, 2005). The behavioural intention is a function of two basic determinants, one
personal in nature and other social influence. The personal factor is the individual’s positive
or negative factor of evaluation or performing the behaviour, which is called attitude toward
the behaviour. TRA places attitudes within a sequence of linked cognitive constructs: beliefs,
attitudes, intentions and behaviour. The TRA model emphasizes the measure of attitudes
towards performing a given behaviour, rather than attitude towards objects, people or
institutions themselves, because a direct relationship between behaviour and attitude toward
objects is untenable (Fishbein and Ajzen, 1975). The second determinant of intention is the
person’s perception of the social pressure put on him/her to perform or not perform the
behaviour, which is called subjective norm.

Attitudes are a function of beliefs. Attitude refers to a person’s favourable or unfavourable
evaluation of behaviour whereas belief represent the information an individual has about the
object. A person’s attitude toward performing a given behaviour is determined by the beliefs

20



about the consequences of performing the behaviour and of the evaluation of these
consequences.

Subjective norms are also a function of beliefs, namely the person’s beliefs that specific
individuals or group think he/she should or should not perform the behaviour in question. The
beliefs underlying attitude towards behaviour are called attitudinal beliefs whereas beliefs
underlying subjective norms are called normative beliefs. The different referent involved in
the subjective norms may be family, friends, colleagues, religious organizations etc. In the
purchase of necessity brands such as apparel, consumers are often influenced or seek advice
of friends or family members. Hence interpersonal influence plays an important role here.

Individuals will usually intend to perform a behaviour when they intend to evaluate it
positively and when they believe that others think that they should perform it; however a
situation of conflict may exist between subjective norms and attitude towards behaviour. It is
assumed in TRA that the relative importance of the attitude and subjective norm in
determining behavioural intention is dependent upon the situation, the person and the
behaviour under investigation.

Theory of Planned Behavior

Ajzen (1991) developed the theory of planned behaviour (TPB) as an extension of the theory
of reasoned action. A fundamental assumption of TRA is that most human behaviour is under
volitional control and thus can be predicted from intention alone. TPB was developed to deal
with situations in which people may lack complete volitional control over the behaviour in
question (Ajzen, 2002). Ajzen (1991) extended the attitude toward behaviour and subjective
norms constructs to include perceived behavioural control (PBC) in the model to deal with
non volitional situations. The extension makes it possible to explain those behaviours that
people intend to do, but are hampered due to lack of confidence or control (Miller, 2005).

The theory of planned behavior makes use of the factor called Perceived behavioural control.
Perceived behavioural control refers to a person’s perceptions of his/her ability to perform a
given behaviour. Perceived behavioural control is presumed to have a direct effect on
behavioural intention and on behaviour through behavioural intention. Together with attitude
toward a behaviour and subjective norms, perceived control can predict a person’s
behavioural intention. Further, in TPB, it is assumed that perceived behavioural control is
determined by the total set of accessible control beliefs, that is, beliefs about the presence of
factors that may facilitate or impede performance of the behaviour.

Further, in the theory of planned behaviour, background factors such as personality traits,
values and demographics provide valuable information about possible origins of behavioural,
normative and control beliefs and it may be possible to examine why a given background
factor influences behavior by tracing its effects via more proximal antecedents of the
behaviour. Some researchers argue that factors such as habit, past behaviour and self identity
should be included into the model to increase the predictive power (Foxall, 2005). These lead
to a brand loyal behaviour and provides useful theoretical background to predict consumer
brand loyalty towards purchase of necessity brands.

In the study of consumer behaviour, the theory of reasoned action is the most widely known
attitude model (Engel, et. al., 1986; Ryan and Bonfield, 1975). Researchers have made great
efforts to investigate consumer behaviours to understand not only specific behaviours but also
the means to influence or change them. The TRA model appears to predict consumer
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intentions and behaviour well and it provides a simple basis for identifying where and how to
target consumers behavioural change attempts (Sheppard et. al., 1988). The model has been
applied to empirical analysis of a number of consumer activities such as energy consumption
(Seligman, et. al., 1983); coupon usage (Shimp and Kavas, 1984), online shopping for
clothing (Kim, Kim and Kumar, 2003), and the purchase of toothpaste (Wilson, et. al., 1975),
coffee (Glassman and Fitzhenry, 1976), detergent (Lutz, 1977), and alligator leather apparel
(Xu, et. al., 2004).

Researchers have also made extensive use of the theory of planned behaviour to predict and
explain consumer behaviour, such as e-coupon usage (Kang, et. al., 2006), green
consumption (Sparks and Shepherd, 1992), consumption of alcohol (Connor, et. al., 1999)
and fruits and vegetables (Bogers, et. al., 2004) and purchase of genetically modified food
(Cook, et. al., 2002). Lodorfos et. al. (2006) investigates the factors determining e-consumers
re-purchasing behaviour in the e-business to consumer market. In his paper, the Theory of
Planned Behaviour (TPB) has been used as a theoretical framework to interpret consumers’
behaviour in the online environment and to study the antecedents of e-purchasing decisions
which revealed that consumers’ attitude towards past e-purchases had significant impact on
their intent to re-purchase and that the consumers’ experience with an e-brand significantly
affected their beliefs regarding the importance of trust, security and convenience in the online
environment.

Perugini and Bagozzi (2001) tested an extended form of TPB, and found that anticipated
emotions have significant and important influence on desires, which determine intentions,
which in turn influence (goal-directed) behaviour. Emotions are the strongest affective
response. Peter et al. (1999) distinguish between four broad types of affective response:
evaluations, moods, specific feelings and emotions. These types of response differ in the
intensity with which they are experienced (level of bodily arousal). Emotions involve the
strongest physiological response in case of purchase of apparel brands. Attitude towards
certain brands positively affect emotional value. Laros and Steenkamp (2005) propose that
different levels of detail can be used to study emotions and that more detail leads to greater
explanatory power of consumer behaviour. At the superordinate level, they only distinguish
between positive and negative affect; at the basic level they distinguish four positive
(contentment, happiness, love, and pride) and four negative emotions (sadness, fear, anger,
and shame) and at the subordinate level, they distinguish between forty two specific
emotions.

Further, Jalilvand et. al. (2011) research integrates consumer-based brand equity and the
theory of planned behavior in evaluating the performance of Iran’s Melli bank in branding
and measures the impact of branding on customers’ attitudes and found that brand loyalty has
an impact on behavioural intention towards quality of banking services and marketing
communications.

Associative Network Memory (ANM) Theory

This theory was the foundation for numerous memory models that have been widely accepted
among scholars as valuable and comprehensive conceptualizations of the semantic memory
structure (Anderson, 1983; Wyer and Srull, 1989). Based on the ANM model, Keller (1993)
argued that brand knowledge is composed of brand nodes that are linked to other various
nodes that contain associations previously acquired for that brand. The process of brand
evaluation typically evokes certain brand-specific associations stored within the consumer’s
memory (Keller, 1993). These brand-specific associations help consumers differentiate a
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brand from other competing brands (Keller, 1993). Consumers' memory-based associations
have also been proven to have different correlation strength levels, weak or strong, depending
upon the number of times two brand nodes have been associated with each other in the past
(Till and Shimp, 1998). Peterson (2009) focused on brand origin as a potential cue using ANM
model to evaluate the quality of apparel products.

The associative network memory (ANM) model provides an excellent groundwork for
explaining why consumers use the associations from the country of brand origin as a basis for
judging apparel product or brand quality.

Associative network theory also helps in forming base for country of origin cue in this research.
Consumers relate certain brands to specific countries and hence evaluate the different brand
before buying based on their country of origin.

Cue Utilization Theory

According to Cue Utilization theory, “products consist of an array of cues that serve as
surrogate indicators of quality to shoppers” (Richardson et. al., 1994). This theory purports
that cues are evoked by the two separate dimensions of predictive and confidence values. The
predictive value (PV) is “the degree to which consumers associate a given cue with product
quality” (Richardson et. al., 1994). Confidence value (CV) is “the degree to which consumers
have confidence in their ability to use and judge that cue accurately” (Richardson et. al.,
1994). Further, based on relative differences in PV and CV, cues can be broken down into the
distinct areas of extrinsic and intrinsic.

Extrinsic attributes are those attributes that relate to the focal object but are not an inherent
part of the object (Richardson et. al., 1994; Zeithaml, 1988). Intrinsic attributes are those
attributes that are inherent to the composition of the focal object and cannot be changed
without also fundamentally altering the composition of the object (Richardson et. al., 1994;
Zeithaml, 1988). From these definitions, an intrinsic attribute would be one that would
fundamentally alter the focal object (e.g., product) if it was changed or absent and, as per Cue
Utilization Theory, would possess an inherently high degree of PV.

Cue Utilization theory has been used to predict consumer behaviour for purchase and choice
of products such as apparel brands and website quality. Longstreet (2010) used Cue
Utilization Theory to examine the relative importance of each of the WebQual dimensions
(informational fit-to-task, tailored information, trust, response time, ease of understanding,
intuitive operations, visual appeal, innovativeness, emotional appeal, consistent image, on-
line completeness, and relative advantage) in determining consumers’ evaluation of website
quality. Rahman (2011) used Cue Utilization Theory to uncover the relative salient of
intrinsic and extrinsic cues as determinants of consumer purchasing intent toward denim
jeans. The results reveal that fit of denim jeans was the most important cue followed by style
and quality.

Perceived Conspicuous Value

Veblen’s (1899) Theory of the Leisure Class is based on the premise that individuals often
consume highly conspicuous goods and services to advertise their wealth in order to increase
their social status within a group’s hierarchy.

Consumers purchasing status products for their perceived conspicuous value evaluate these
products on the ability to signal status and wealth to others. As a result, the price of status
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goods, which are expensive by normal standards, acts to enhance the integrity of the signal
(Vigneron and Johnson, 1999). The increase in price, often referred to as a status premium,
reflects the additional amount of money consumers are willing to pay above any quality
premium (Chao and Schor, 1998).

While some consumers may purchase goods to signal membership in a higher status group,
other consumers may conspicuously consume goods to avoid the appearance of being low-
class. For example, previous research has shown that individuals who are insecure about their
social status are likely to compensate by purchasing products/brands which convey prestige
to others (Wyatt et. al., 2008). In other words, those individuals who are insecure about their
social status are likely to avoid brands which may lead to being perceived as second-class and
purchase those that convey the opposite signal.

Previous research on conspicuous consumption has shown that prestige products are much
more likely to be publicly consumed than are non-prestige products (Bearden and Etzel,
1982). Therefore, among conspicuous consumers, the utility of status products may be to
publicly advertise an individual’s social standing, and such consumers would prefer highly
visible status products over those that are privately consumed. For example, a study of
women’s cosmetics revealed that consumers were more willing to pay a status premium for
highly visible products (e.g. lipstick) as compared to less visible products (e.g. facial
cleansers) even though there were no discernable differences in quality across the brands
being compared (Chao and Schor, 1998). Additionally, an analysis of product categories
showed that the percentage of women purchasing expensive brands (top 3) increased with the
visibility of the product category. This theory forms a useful framework for publicly
consumed necessity brands, in our case apparel brands, where perceived prestige of the brand
is an important issue for the consumers.

3.2. Application of theoretical frame to factors affecting purchase of necessity brands

The Theory of Reasoned Action suggests that social influence is an important determinant of
behavioural intention. In the purchase of publicly consumed necessity products like apparels,
consumers are often influenced or seek advice from friends and family members. Literature
review on the subject suggests that interpersonal influence is stronger for publicly visible
products (Bearden and Etzel, 1982) and is even more important in developing countries
where interpersonal relationships are of prime importance (Ger et. al., 1993). It can therefore
be hypothesized that interpersonal influence plays an important role affecting purchase of
publicly consumed necessity brands.

The Cue Utilization theory suggests that an array of cues serve as surrogate indicators of
product quality which is paramount to shoppers (Richardson et. al., 1994). Extrinsic cues
have been used as determinants of consumer purchase intent for products like denim jeans.
The literature review shows that among various studies publicly consumed products like cars,
dresses, shoes, cameras and refrigerators have perceived quality as an important criteria in
purchase. We therefore hypothesize that perceived quality is an important factor affecting
purchase of publicly consumed necessity brands.

Veblen’s (1899) Theory of the Leisure Class suggests that consumers were more willing to
pay a status premium for highly visible products like lipstick (Chao and Schor, 1998). In the
literature review relating to perceived prestige several studies e.g. Ergin and Akbay (2010),
Bell (2008), Hanzaee and Taghipourian (2012) show that prestige is an important factor
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influencing purchase of publicly consumed products. It can therefore be hypothesized that
perceived prestige plays an important role affecting purchase of publicly consumed necessity
brands.

As consumers use various memory-based associations to evaluate the quality of products or
brands, the associative network memory model provides a useful theoretical framework to
explain the effects of country of brand origin associations on consumers’ perceptions of
product attributes. In the literature review relating to Country of Origin, researchers
(Patterson and Tai, 1991; Batra et. al., 2000; Dzidrov, 2010; Wang et. al., 2000) show that
consumers in developing countries tend to perceive imported products as being of higher
quality particularly for conspicuous products and apparels. We therefore hypothesize that
country of origin is an important factor affecting purchase of publicly consumed necessity
brands. The above factors can be expressed in terms of our first hypothesis as follows:

H1A: Factors like perceived quality, interpersonal influence, perceived prestige and
country of origin are important in affecting purchase of publicly consumed necessity
brands.

The theory of reasoned action suggests attitude as an important personal factor affecting
behavior. Individuals will perform a behavior when they evaluate it positively. Accordingly
TRA is the most widely known attitude model in the study of consumer behavior (Engel, et.
al., 1986; Ryan and Bonfield, 1975) and has been applied to empirical analysis of energy
consumption (Seligman, et. al., 1983), coupon usage (Shimp and Kavas, 1984), online
shopping (Kim, Kim and Kumar, 2003) and purchase of toothpaste (Wilson, et. al., 1975).
Researchers have also made extensive use of the theory of planned behavior (TPB) to explain
consumer behavior in e-coupon usage (Kang, et. al., 2006), consumption of alcohol (Connor,
et. al., 1999) fruits and vegetables (Bogers, et. al., 2004). The TPB has been found useful to
study the role of emotional value in purchase of (Perugini and Bagozzi, 2001). It has also
been used to study the impact of brand loyalty on behavioral intention towards quality of
banking services (Jalilvand, et. al., 2011).

The literature review suggests that in the FMCG sector convenience and availability are
important factor affecting purchase (Verma et. al., 2003). Several researchers (Reed and
Ewing (2004), Gutierrez (2004)) have suggested that emotional appeal has a strong impact on
consumers. Studies on brand loyalty (Palumbo and Herbig, 2000, Majumdar, 2004) show that
for products like toothpaste or shampoo, brands play an important role in purchase though
long term loyalty is not established. From the above factors we hypothesize that:

H1B: Factors like convenience and availability, emotional value and brand loyalty are
important in affecting purchase of privately consumed necessity brands.

The literature review on comparative understanding of factors affecting purchase of different
product types suggests that the increased disposable income of the cosmopolitan Indian
aspiring for prestige has contributed to increased market for publicly consumed prestige
brands.Several researchers (Bernard and Sandor, 2002; Bell, 2000) have shown that prestige
is an important factor influencing purchase of publicly consumed products. In addition
studies for several countries indicated COO effect in purchase of products used publicly like
apparels, sunglasses.

25



The literature review also suggests that there is strong peer influence for products consumed
in public view like wristwatch (Makgosa and Mohube, 2007) than a private necessity like
toothpaste. Accordingly it may be hypothesized that:

H2A: Publicly consumed necessity brands are judged higher on perceived prestige, country
of origin effect and interpersonal influence than privately consumed necessity brands

The literature review on brand loyalty and product type does not indicate a clear pattern with
privately consumed products like paper towels, toilet soaps, facial tissues showing low
consumer retention and tendency for brand switching. Studies (Mojumdar, 2000) have
indicated short term loyalty, emotions and habits associated with privately consumed
products do explain consumer behavior as suggested in TPB. For the purpose of research we
posit that:

H2B: Privately consumed necessity brands are perceived higher on effect of brand loyalty
than publicly consumed necessity brands.

In the literature review on factors affecting purchase of global vs local necessity brands,
researchers have shown that consumers in India and Ghana show preference for foreign
brands as they were perceived as being of higher quality. The same researchers have also
mentioned that country of origin factor was important in purchase and made in label was held
in low regard. US consumers preferred products from UK and Canada as compared to
Indonesia or Bolivia. Several studies have also suggested that foreign brands provided
emotional value to consumers in countries like Mexico, India and Philippines. Studies by
Batra et. al., (2000), Kapferer (1997) and Friedmann (1990) have suggested that consumers
prefer foreign brands as it enhanced self image and prestige. It is therefore hypothesized that:

H3: Global necessity brands are perceived higher on perceived quality, country of origin
effect, emotional value and perceived prestige than local necessity brands.

The literature review on ethnocentrism indicates that conspicuous consumption takes place
when a product from a more advanced country has a public mode of consumption (Veblen,
1994; Marcaux et. al., 1997) and that derived for foreign goods is higher for publicly
consumed products (Wang et. al., 2004).

In some studies (John and Brady, 2010) privately rather than publicly consumed products
were found to be more susceptible to the effects of ethnocentrism contributing to dilemma
between the two consumption values: ethnocentricity vs conspicuous consumption. Based on
the above findings and for greater understanding of this dilemma, we hypothesize that:

H4: Ethnocentrism plays an important role in the purchase of both privately and publicly
consumed necessity products:
H4A: Consumers who score high in ethnocentrism give more importance to the
purchase of local privately consumed necessity brands than individuals who score
low in ethnocentrism.

H4B: Consumers who score low in ethnocentrism give more importance to the
purchase of global publicly consumed necessity brands than individuals who score
high in ethnocentrism.
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The literature review on influence of demographic variables on purchase behavior shows that
education level and gender have a strong impact on various factors affecting purchase of
necessity products. Different variables have different effects on factors that affect purchase.
Here demographic variables serve as a proxy for social environment where a consumer
decides his purchase intention. These demographic variables also have strong influence on
purchase of global vs local brands. Based on the findings in the literature review it is
hypothesized that:

H5: Demographic variables (a proxy for social environment) have a strong influence on the
purchase of necessity products.

H5A: Gender is important in evaluating social, emotional and functional aspects in the
purchase of necessity brands

H5B: Education level of consumer is affecting the behavior of consumer in the purchase of
necessity brands

H6: Demographic variables affect purchase of global brands differently from local brands

Table 1: Summary of Theoretical underpinning of Variables

Variables Theoretical Backing
Country of Origin Associative Network Memory Theory
(Anderson, 1983; Wyer & Srull, 1989)
Perceived Quality Cue Utilization Theory
(Richardson et. al., 1994)
Perceived Prestige Theory of Leisure Class
(Veblen, 1899)
Brand Loyalty Theory of Planned Behavior (TPB)

(Ajzen, 1988)

Emotional Value )
Theory of Reasoned Action (TRA)

Interpersonal Influence (Fishbein & Ajzen, 1975)

Convenience and Availability
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CHAPTER 4
The Research Methodology

The purpose of this chapter is to present the research methodology used to test our model and
the research hypotheses presented in the previous chapter. In the first section of this chapter,
there is an overview of the measurement of the variables. In the subsequent sections details of
the survey instrument the process of pre-testing of the questionnaire, the data collection and
sampling method have been discussed. In the last section of the chapter, the techniques and
procedures used for data analysis have been presented.

4.1 The Measurement of variables

Measurement of the constructs is the first step in data analysis. All the constructs have been
measured on a 5-point likert scales. The anchors used are strongly disagree to strongly agree.
The sources of the various scales used for measuring the different constructs have been
presented in Appendix A.

The Survey Instrument

A questionnaire was used as the survey instrument for this study. The questionnaire consisted
of six sections (See Appendix C) and comprised multiple choice and open-ended questions
that took approximately 15-20 minutes to complete. The first section of the questionnaire
dealt with questions pertaining to the importance of factors in purchase of publicly consumed
necessity brands. Part two of the questionnaire addressed the same set of items related to
purchase of privately consumed necessity brands. The respondents were asked to compare
global and local apparel brands in the third section. In the fourth section the customers were
asked questions comparing global and local toothpaste brands. The fifth section was for
measuring ethnocentric tendencies of the consumer. The last section of the questionnaire
gathered demographic information of the respondents including gender and education. The
questionnaire was written in English. The validity of the research instrument was established
by face to face interview with respondents in a pilot study. Two questions were designed to
screen out responses from participants regarding awareness of the global and local apparel
and toothpaste brands available in their city.

1. From the above given list of brands, please write down the names of some local brands of
clothes available in the your city

2. From the above given list of brands, please write down the names of some global brands of
toothpaste available in the your city

The survey was conducted in two ways: A physical distribution of the questionnaire directly
to the respondents and allow them to fill it and return it on the following day. B. Web based
survey put up on the internet and accessed by the respondents through the net. The web
survey was specially designed for on-line response at a specified URL address. There are
several operational benefits of Internet surveys because they are associated with fewer errors,
reduced time in data collection and lower overhead costs in information processing and
dissemination.

Pre-testing of the questionnaire
The scale and its respective items were adapted largely from studies related to purchase of
durable brands. Therefore, pre-testing was required to validate the items in the scale. The first
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step in pre-testing the scale was to determine if the items measuring the constructs are
comprehensible in the Indian context. It was also tested whether any of the items of a
construct were redundant with the scale items of any of the other constructs used in the study.
This was done to eliminate multicollinearity of scale items. First pre-testing was done with
consumers of all age groups. However it was soon realized that housewives or other service
class men were ignorant of different brand names for apparel and toothpaste products
available in their city. Therefore another pretesting was done by conducting focus group
discussion and in-depth interviews of graduate students of Lucknow University. After this
step several questionnaire items were modified to suit the study. The results also indicated
absence of multicollinearity among the constructs.

The second step in pre-testing involved empirically testing of the modified scale items from
the previously tested scales. In order to verify whether each item measured the intended
construct, to reduce the number of items in the scale for final data analysis, and to ensure that
the scale is one-dimensional a pre-testing of the questionnaire was done. A convenience
sample of 50 students from Lucknow University was used for pre-testing the questionnaire.
The statistical method used in these scales was principal component analysis. The items
drawn from previously tested scales that were modified for this study were validated by
factor loadings on their respective constructs that determined if they were reliable. The
guideline used was a factor loading of .5 or greater (Hair et al. 1995).

4.2 Context of study and Sampling

In the apparel category for brands “jeans” were chosen because jeans are a frequently
purchased product actively marketed by manufacturers and retailers. It is a product that is
commonly purchased by both the genders thus maintaining product homogeneity. Research
by Workman and Lentz (2000) examined symbolic quality related to types of jeans. Jeans
have extrinsic as well as intrinsic value, in that they are considered to fulfill a purpose outside
of the product itself; that of durability, longevity of wear and utilitarian function. Jeans are
admired and work for their intrinsic value as well; flattering fit and right color, as part of the
whole ensemble that a person enjoys wearing, providing positive aesthetic experiences
(DelLong, et al., 2002). Therefore under apparel products jeans brands served the purpose of
this study. In the toothpaste category, several brands of toothpaste were chosen for this study.

The sample consisted of male and female college students in the age group of 18-35 years.
Research reveals that with student samples it is much easier to control error during theory
testing (Goldsmith, 2002; Malhotra and King, 2003). Hence, though a homogeneous sample
has lesser degree of external validity, this can be sacrificed for a greater degree of internal
validity (Carpenter and Fairhurst, 2005). College students have similar age and educational
background which reduces the potential for random errors which is common when a more
heterogenous sample of the general public is used (Calder et al., 1981). We chose college
students also for the purpose of keeping the sample homogeneous in both the product
categories i.e. for “jeans” and toothpaste brands. Besides students are always more aware of
the existing global and local jeans and toothpaste brands and are also the primary buyers of
jeans.

The questionnaire was composed of six sections (1) Factor rating of apparel brand attributes
(2) Factor rating of toothpaste brand attributes (3) Factor rating of global vs local apparel
brand attributes (4) Factor rating of global vs local toothpaste brand attributes (5)
Ethnocentric scale and (6) Demographic variables. The analysis of demographic data aided in
discerning the characteristics of the consumers’ different categories of products. For necessity
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brands, the measures consisted of perceived quality, emotional value, perceived value, brand
loyalty, perceived prestige, interpersonal influence and country of origin. The scales were
taken from published sources because they have all demonstrated adequate reliability and
validity in previous studies. Scale items for country of origin were adopted from Kinra
(2006); interpersonal influence from Bearden, et. al. (1989); emotional value from Sweeney
(2001); perceived quality from Dodds et. al., (1991); brand loyalty from Yoo et. al. (2000)
and perceived prestige and value from Ergin and Akbay (2010). The scale items for
convenience and availability were developed for this study. However, the original item scales
from the above studies were rephrased and further modified according to the Indian context.
Consumer ethnocentrism was measured by a 17-item CETSCALE (Shimp and Sharma,
1987). In our version, the term American in the original scale was changed into Indian. All
the variables were measured on a 5-point Likert scale from “strongly disagree (1) to strongly
agree (5)”. The general information on respondents included gender and education level.

The questionnaire was distributed to students in a variety of majors at the State University
and premiere institutes like Indian Institute of Management and Indian Institute of
Technology in New Delhi and Northern Country Region (NCR), India. The questionnaire
was administered through both online and hard copy method. A total of 545 valid
questionnaire responses were obtained. 198 additional filled questionnaires were discarded as
they had missing data or had illogical answers due to insufficient interest among respondents
in filling up the form sincerely.

4.3 Data Analysis Techniques and Procedures

Data measurement procedures suggested by Churchill (1979) have been used in this study.
This is because of the fact that the works of these aforementioned scholars have been used as
a framework by several researchers. The key aspects of this procedure involve item
purification by using Cronbach’s coefficient alpha and exploratory factor analysis. However,
Anderson and Gerbing (1988) has suggested an updated paradigm for the assessment of
measures. They posit that coefficient alpha is important in the assessment of reliability, but it
does not assess dimensionality. Their central thesis is that these assessments for item
purification are meaningful only if each of the measures is acceptably unidimensional.
Unidimensionality means the existence of a single trait or construct underlying a set of
measures (Anderson and Gerbing 1988). On this basis, they suggest an updated paradigm for
scale development that incorporates confirmatory factor analysis for the assessment of
unidimensionality. In this research, the updated paradigm proposed by Anderson and Gerbing
(1988) to develop better measures of constructs have been followed. The traditional
procedure suggested by Churchill (1979) has been followed in pre-testing due to low sample
size of the respondents. For conducting the confirmatory factor analysis the minimum size of
the sample should be 100. Besides, for measuring reliability Composite Reliability measure
has been used instead of Chronbach’s alpha. This is because in Chronbach’s alpha all factor
loadings are constrained to be equal, and all error variances are constrained to be equal - an
assumption that can lead to low values of reliability.

The data analysis was done in seven steps: (1) assess reliability and validity of the constructs,
(2) test important factors affecting purchase of publicly and privately consumed necessity
brands (3) compare publicly vs privately consumed necessity brands (4) compare global vs
local necessity brands (5) test the ethnocentric tendencies of consumers towards purchase of
necessity brands (6) test the influence of customers’ demographic on factors affecting
purchase of necessity brands (7) test the influence of customers” demographic on purchase of
global vs local necessity brands.
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CHAPTER DS
Findings and Results

In the first phase of research a pilot study was conducted for pre-testing the questionnaire and
making corrections based on responses. After getting satisfactory results from the pilot study,
the final study was conducted among college students in Lucknow where the full
questionnaire was administered during June-August, 2012. In the first section of this chapter,
the pre-testing of the questionnaire has been discussed. In the subsequent section the survey
methods, sampling and respondent profiles used for the final study have been described. In
the third section of the chapter, the data analysis has been vividly described followed by the
results of hypotheses testing. In the last section of the chapter, a discussion on the data
analysis has been presented.

5.1 Pre-testing of the questionnaire

Before using the questionnaire instrument for the final survey, it was necessary to conduct a
pre-testing of certain items. The purpose of the pretest was to validate the scale items that
were to be used for the final survey. In the first step of the pretest it was necessary to
determine whether all the survey items are understood by students. This was done through
depth interviews and several focus group discussions. Based on the outcomes of the
interviews and group discussions, the wording of some of the questions in the survey were
changed so as to make all the questions comprehendible.

In the next step of the pretest, the scale items that were adapted from previous studies had to
be empirically tested. A convenient sample was used for the purpose. The questionnaire was
distributed graduate and post graduate students in a variety of majors at different colleges in
Lucknow. The sample size consisted of the guideline of minimum 50 responses for principal
component analysis.

5.1.1 Results of Pretest

The pre-testing of the questionnaire was required for validating the questionnaire items
before using them for the final survey. The principal component analysis was used to
determine the unidimensionality of each construct. The results of pretesting had shown that
all the constructs were unidimensional in nature. The reliability of the all the constructs were
also found to exceed the recommended cutoff of .6.

5.2 The Final Survey
In this section, the data collection procedure, the sample characteristics of the Indian sample
has been described.

5.2.1 The data collection procedure

The final questionnaire was distributed in two ways. a) Through web based survey by
providing the respondents with the URL of the website where the survey was uploaded and b)
Through physical distribution of the survey to the participants by the respective course
instructors of various colleges and State Universities. To get the responses from students,
teaching faculty from various premier institutes were contacted. The physical questionnaire in
hard copy was sent to some of them while the URL based survey link was sent to the others.
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5.2.2 The response rate and sample characteristics

The survey was finally sent to students from different colleges and universities in India. The
questionnaire was distributed to 1200 Indian students chosen randomly from various colleges
and universities in India opted to participate in the survey. Out of those students, 743
responses were received. After eliminating unfilled and partially filled responses the final
sample size came to 545. The sample characteristics are shown in Table 8 of Appendix B.
Thus the response rates for the sample was 45.4 percent that was in acceptable range as per
standards of survey based research.

83.1 percent of the consumers belonged to the age group of 21-30 years. There was a higher
percentage of females in the sample (56.9 percent). 46.2 percent consumers had post graduate
level of education and 98.5 percent belonged to higher class.

All the respondents responded via hard copy given directly whereas, a sizeable number of
consumers (10 percent) responded to the online survey.

5.3 Data Analysis
In this section the various data analysis techniques that have been used in the research are
discussed in details.

Stepl: Determine the Reliability and Validity

The two-step procedure prescribed by the Anderson and Gerbing’s (1988) for testing the
theoretical model was followed for data analysis. First, the measurement model, which
provides an assessment of measurement reliability, convergent and discriminant validity, was
estimated before assessment of the structural model. Reliability is concerned about the extent
to which a measurement of a phenomenon provides stable and consistent result. Reliability
has two dimensions: repeatability and internal consistency (Zikmund, 2003). The dimension
of internal consistency is an important verification measure of ability of a scale item to
correlate with other scale items intended to measure the same variable. Two methods have
been employed in this study for testing reliability. In assessing measurement reliability,
Fornell and Larcker (1981) stressed the importance of the reliability of each measure
(individual item), and the internal consistency or composite reliability of each construct.
CFA, as mentioned previously, provides a statistical method to evaluate both reliability of
each item in the scale, as well as composite reliability. The reliability of a measure is simply
its squared loading, when the variables are standardized. Composite reliability is calculated as
the squared sum of the individual item loadings divided by that squared sum of loadings plus
the sum of the error variances for the measures. This measure of internal consistency is
similar to Croncbach’s alpha (Cronbach, 1951) except Cronbach’s alpha assumes a priori that
each measure of a construct contributes equally to the construct. That is, the loadings of the
measures on their associated constructs are set to unity. This measure of internal consistency
is more general that Cronbach’s alpha (Bagozzi, 1981). Bagozzi and Yi (1988) suggested that
composite reliabilities of .6 or greater are desirable and that the individual item reliabilities
will be usually lower than the composites.

Validity refers to the relationship between a construct and its indicators. A construct is valid
to the extent that it measures what it is suppose to measure (Zikmund, 1997). There are
several types of validity to be considered: face/content validity (i.e., the agreement among
professionals that the scale is measuring what it suppose to be measuring, criterion validity
i.e., the degree of correspondence between a measure and a criterion variable usually
measured by their correlation and construct validity i.e., the ability of a measure to confirm a
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network of related hypotheses generated from a theory based on the constructs (Bollen,
1989).

Face/content validity is largely a conceptual test and the pre-test methods of this study
detailed in the previous subsection address this validity issue. There are two validity checks
to determine criterion validity. These are concurrent and predictive validity. Predictive
validity concerns a future criterion that is correlated with the relevant measure and concurrent
validity exists when a new measure of a construct is taken at the same time as the criterion
measure.

Construct validity was addressed by analyzing both convergent validity (i.e., the items and
constructs that are suppose to be correlated with one another one) and discriminant validity
(i.e., the items and constructs that are not suppose to be correlated with one another are not).
Anderson and Gerbing (1988) suggest that “convergent validity can be assessed from the
measurement model by determining whether each indicator’s estimated pattern coefficient on
its hypothesized underlying construct factor is significant (greater than twice of its standard
error)’. Discriminant validity is an assessment of the extent to which a construct differs from
other constructs in a model. One criterion required to satisfy this constraint is that the
correlation between any two constructs must be significantly unity. A stringent criterion for
testing discriminant validity, specified by Bagozzi and Phillips (1982), is to fix the
correlation parameter between two factors at 1.0 (as perfectly correlated) and then employ a y
2 difference test on the values obtained for the constrained and unconstrained models. A
significant lower x % value for the model in which the trait correlations are not constrained to
unity would indicate that the traits are not perfectly correlated and that discriminant validity
is achieved.

CFA provides a statistical tool, to evaluate reliability, convergent and discriminant validity.
The CFA model was evaluated based on goodness-of-fit indices to determine if the model
was a good representation of the relationships. There are number of goodness-of-fit indices
that could be utilized, but this study concentrated on the chi-square significance (x), the
comparative fit index (CFI), incremental fit index (IFI) and root mean square mean error
(RMSEA) measures. A significant y 2 (i.e., p<. 05) means the observed and estimated models
differ considerably' therefore, the desire is to have a non-significant y > However, the y 2
statistic is highly sensitive to sample size and is more likely to be found to be significant, as
the sample size gets larger although the model could still be a good fit. The CFI, IFI and
RMSEA measures used, however, are less affected by sample size and have been accepted as
adequate measures of goodness-of-fit of the model (Hair et al., 1995; Hu and Bentler, 1995).
The CFI and IFI all represent comparisons between the estimated model and a null or
independence model. The closer the CFI and IFI values are to unity, the better is the fit.
Values of .90 or greater indicating an acceptable fit (Benter and Bonett, 1980). To identify
specification or measurement errors, the RMSEA measure was utilized. This measure is an
estimate of the goodness-of fit if the model was estimated in the entire population. The closer
this RMSEA value is to 0, the less the error, the rule of thumb being that the values of .05 or
less indicate a close fit. However, an RMSEA of .08 or less is still considered within a
reasonable error factor of a good fit (Browne and Cudeck, 1993).

In order to measure the reliability and validity of the constructs Confirmatory Factor Analysis
(CFA) was carried out using AMOS 4.0. Seven separate CFAs were done - one for factor
affecting purchase of publicly consumed necessity brands, another one for the factors
affecting purchase of privately consumed necessity brands. Third one for the factors affecting
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purchase of publicly consumed global necessity brands, fourth one for publicly consumed
local necessity brands. Fifth and sixth CFA tested the reliability for factors affecting purchase
of global and local privately consumed necessity brands. Seventh CFA tested the ethnocentric
tendencies of the consumers.

The statistical test result for publicly consumed ( x* (610) = 1364.525, p<.001, CFI = 0.903,

IF1 = 0.904, NFI = 0.839, RMSEA = 0.048) and privately consumed ( y°(584) = 1546.763,
p<.001, CFI = 0.892, IFI = 0.893, NFI = 0.838, RMSEA = 0.055) are satisfactory. Although
the y* values were significant the other indices indicated a good fit. The root-mean-square

error of approximation (RMSEA) is below the cut-off criterion of 0.08 (Bentor, 1990).
Further the IFI and CFI values of both the samples were very close to the cutoff criteria of
.90). The composite reliability values of the constructs for publicly consumed necessity
brands ranged from .65 to .81 and that of the privately consumed necessity brands ranged
from .62 to .85 (Table 9 of Appendix B). All the composite reliability scores were more than
the cutoff criteria of .60 thus reliability criteria of the constructs were satisfied. All the other
items had significant factor loadings ranging from .54 to .81 for publicly consumed necessity
brands and from .51 to .80 for privately consumed necessity brands as shown in table of
appendix. Table 8 is the continuation of confirmatory factor analysis results for publicly and
privately consumed necessity brands depicting factor loading and construct reliability for
intrinsic factors. The assessment of discriminant validity was conducted for all the correlated
constructs. A stringent criterion for testing discriminant validity, suggested by Bagozzi and
Phillips (1982) is to fix the correlation between two constructs as 1.0 and then employ a
difference test for the constrained and unconstrained models. A significantly lower value for
the model in which construct correlations are not constrained to unity would indicate that the
constructs are not perfectly correlated and discriminant validity is achieved. Our results
indicated that with an additional degree of freedom there was an increase in value ranging
from 38.845 to 450.896 (Table 10 of Appendix B). So our model demonstrated improved
model fits when the constructs were separated and hence discriminant validity was achieved.
In case of privately consumed necessity brands, with an additional degree of freedom there
was an increase in value ranging from 0.436 to 268.833 (Table 11 of Appendix B). Therefore
discriminant validity for privately consumed necessity brands was not achieved.

Another CFA for the validation of the items for global and local apparel brands was
accomplished and the result of all items is shown in Table. The statistical test result for global

apparel brand (y® (271) = 728.456, p<.001, CFI = 0.928, IFI = 0.929, NFI = 0.891, RMSEA
= 0.056) and local apparel brand ( y*(271) = 886.512, p<.001, CFI = 0.942, IFI = 0.943, NFI

=0.919, RMSEA = 0.065) are satisfactory. Although the y?* values were significant the other

indices indicated a good fit. The RMSEA for both the models was less than the cutoff of .08
(Bollen, 1989). Further the IFI and CFI values of both the samples were greater than the
cutoff criteria of .90. The composite reliability values of the constructs for the global apparel
brands ranged from .69 to .85 and that of the local apparel brands ranged from .79 to .89
(Table 15 of Appendix B). All the composite reliability scores were more than the cutoff
criteria of .60 thus reliability criteria of the constructs were satisfied. All the other items had
significant factor loadings ranging from .55 to .84 for global apparel brands and from .68 to
.85 for local apparel brands as shown in table of appendix. Our results further indicated that
with an additional degree of freedom there was an increase in value ranging from 44.011 to
260.768 (Table 16 of Appendix B) our model demonstrated improved model fits when the
constructs were separated and hence discriminant validity was achieved for global apparel
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brand constructs. In the similar vein the correlation between the two local apparel brand
constructs was set to unity and the value ranging from 14.822 to 78.285 for 1 degree increase
of freedom was significant (Table 17 of Appendix B). Thus discriminant validity for the local
apparel brand constructs was achieved.

The validation of the items through confirmatory factor analysis (CFA) for global and local
toothpaste brands is shown in Table. The statistical test result for global toothpaste brand

(#*(254) = 901.964, p<.001, CFI = 0.917, IFl = 0.918, NFI = 0.889, RMSEA = 0.068) and
local toothpaste brand ( »* (254) = 1014.168, p<.001, CFl = 0.936, IFI = 0.937, NFI = 0.917,

RMSEA = 0.074) are acceptable. Although the y?values were significant the other indices

indicated a good fit. The IFI and CFI values of both the samples were greater than the cutoff
criteria of .90. The composite reliability values of the constructs for the global toothpaste
brand ranged from .68 to .92 and that of the local toothpaste brand ranged from .83 to .92
(Table 19 of Appendix B). All the composite reliability scores were more than the cutoff
criteria of .60 thus reliability criteria of the constructs were satisfied. All the items had
significant factor loadings ranging from .64 to .90 for global toothpaste brands and from .73
to .9 for local toothpaste brands as shown in Table 19 of appendix B. For both the sample the
correlation coefficients between any pair of constructs was significantly below unity which
indicates discriminant validity of the measures. However, a more stringent measure of
validity, as suggested by Bagozzi (1982), is to fix the correlation between any two factors to
1.0 and to recalculate the goodness of fit of the model. An increase of y*value with an
additional degree of freedom for international toothpaste (when the correlation between any
two constructs is fixed to 1.0) ranged from 0.085 to 244.538 (Table 20 of Appendix B) and
for local toothpaste constructs the value ranged from 2.863 to 93.515 (Table 21 of Appendix
B).

Further, the reliability and validation of the items in ethnocentric CETSCALE was
accomplished through confirmatory factor analysis (CFA). The factor loadings obtained for
each item is above desired level of 0.5. The statistical test result for ethnocentric items

7% (34) = 512.894, p<.001, CFIl = 0.953, IFl = 0.954, NFI = 0.940, RMSEA = 0.078) are

satisfactory. Although the y? values were significant the other indices indicated a good fit.

The IFI and CFI values of both the samples were greater than the cutoff criteria of .90. The
composite reliability was calculated after dropping the insignificant items. All the items had
significant factor loadings ranging from .70 to .85 as shown in Table 23 of Appendix B.

Step 2 - Important factors affecting purchase of publicly and privately consumed
necessity brands

Analysis of Variance (ANOVA) was carried out with the help of SPSS 16.0 to test important
factors affecting purchase of publicly consumed necessity brands. After analyzing the
differences in mean values of factors affecting purchase of necessity brands through
ANOVA, a comparative ranking of the mean value was done to get an understanding of how
the consumers prioritize the items. The results indicate statistically significant differences
among the means of different factors affecting purchase of publicly consumed necessity
brands.

Results show that perceived quality is an important factor affecting purchase of publicly

consumed necessity brands. Table 12 indicates that perceived quality is an important factor in
the purchase of publicly consumed necessity brands (1 = 4.34, p<.01). Further, interpersonal
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influence is an important factor affecting purchase of publicly consumed necessity brands.
This hypothesis was supported, as it is evident from the Table 12 of Appendix B, among
factors, interpersonal influence is the fourth important factor affecting purchase of publicly
consumed necessity brands (u = 3.42, p<.01). Perceived prestige is yet another important
factor affecting purchase of publicly consumed necessity products. As evident from Table 11
of Appendix B, perceived prestige is the third most significant factor affecting purchase of
publicly consumed necessity brands (1 = 3.70, p<.01). Country of origin is not an important
factor affecting purchase of publicly consumed necessity brands. This hypothesis is not
supported because as it is evident from the Table 12 (n = 3.21, p<.01) it is among the third
last factors affecting purchase of publicly consumed necessity brands.

The results for hypothesis H1A clearly show that perceived quality, interpersonal influence
and perceived prestige are important factors affecting purchase of publicly consumed
necessity brands while country of origin is not an important factor.

Further the results reveal that convenience and availability are important factors affecting
purchase of privately consumed necessity brands. The hypothesis is supported, as it is evident
from the Table 13 of Appendix B that among factors (4 = 4.01, p<.01) and it is third
important factor affecting purchase of privately consumed necessity brands. Emotional value
is also an important factor affecting purchase of privately consumed necessity brands as it is
evident that it is the second significant factor (i1 = 4.23, p<.01). Moreover, brand loyalty also
affects purchase of privately consumed necessity brands since it is the fourth important factor
affecting purchase of privately consumed necessity brands as is evident from the Table 13 (u
= 3.93, p<.01). The results for hypothesis 1B show that convenience and availability,
emotional value and brand loyalty are important factors affecting purchase of privately
consumed necessity brands.

Table 2: Summary of results for factors affecting purchase of publicly and privately
consumed necessity brands

Hypothesis Statement Supported
(Yes/No)

H1A Perceived quality is an important factor affecting purchase of Yes
publicly consumed necessity brands.
Interpersonal influence is an important factor affecting purchase Yes
of publicly consumed necessity brands.
Perceived prestige is an important factor affecting purchase of Yes
publicly consumed necessity products.
Country of origin is an important factor affecting purchase of No
publicly consumed necessity brands.

H1B Convenience and availability are important factors affecting Yes
purchase of privately consumed necessity brands.
Emotional value is an important factor affecting purchase of Yes
privately consumed necessity brands.
Brand loyalty is an important factor affecting purchase of Yes
privately consumed necessity brands.

Objective one was to determine important factors affecting purchase of necessity brands.
From the results it is seen that factors affecting purchase of publicly consumed brands are
perceived quality, interpersonal influence and perceived prestige. Factors affecting purchase
of privately consumed toothpaste brands are convenience and availability, emotional value
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and brand loyalty. In general it signifies that publicly consumed necessity brands due to their
social visibility have social value that generate conformity to group norms while in case of
privately consumed necessity brands personal taste, convenience and liking are most
important factors.

Step 3 - Comparative assessment of factors affecting purchase of publicly vs privately
consumed necessity brands

For comparative understanding of factors affecting purchase of publicly vs privately
consumed necessity brands, paired sample t-test was carried out with the help of SPSS 16.0
comparing means of brand loyalty, country of origin, interpersonal influence and perceived
prestige. Since our results indicated that with an additional degree of freedom, the change in
Ay2D (refer Table 11 of Appendix B) between interpersonal influence and perceived prestige
is 0.497 and between interpersonal influence and country of origin is 0.439, our model
demonstrated that the constructs were not separated and hence discriminant validity was not
achieved for privately consumed necessity brands. Therefore the three constructs namely
interpersonal influence, perceived prestige and country of origin were collapsed into one
construct namely social influence for both publicly and privately consumed necessity brands.
Therefore hypothesis H2A cannot be proved. In Table 14 of Appendix B, statistically
significant differences in mean values at 0.05 levels are indicated on brand loyalty for both
types of necessity brands confirming hypothesis H4. Hypothesis 2B stated that privately
consumed necessity brands are perceived higher on effect of brand loyalty than publicly
consumed necessity brands. The hypothesis is supported because (pp, = 2.89 < Hpve = 3.93,
p<.01) (Table 14). The respondents have ranked privately consumed necessity brands to be
higher on brand loyalty than publicly consumed necessity brands. The results also show that
there is greater impact of social influence on publicly consumed necessity brands than
privately consumed necessity brands.

Table 3: Summary of results for factors influencing purchase of publicly vs privately
consumed necessity brands

Hypothesis Statement Supported
(Yes/No)

H2A Publicly consumed necessity brands are judged higher on No
perceived prestige than privately consumed necessity brands
Publicly consumed necessity brands are perceived higher on No
country of origin effect than privately consumed necessity
brands
Publicly consumed necessity brands are perceived higher on No
interpersonal influence than privately consumed necessity
brands

H2B Privately consumed necessity brands are perceived higher on Yes
effect of brand loyalty than publicly consumed necessity brands.

Objective two was to understand the factors influencing purchase of publicly vs privately
consumed necessity brands. From the results it is evident that publicly consumed necessity
brands are perceived higher on social influence (i.e. perceived prestige, country of origin and
interpersonal influence) than privately consumed necessity brands. While privately consumed
necessity brands are consumed higher on brand loyalty. It means that privately consumed
products depend upon individual liking and commitment of a consumer towards particular
brand while publicly consumed product is more influenced by reference group and social
norms.
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Step 4 - Comparative assessment of factors affecting purchase of global vs local
necessity brands

For comparative understanding of factors affecting purchase of global vs local necessity
brands, paired sample t-test was carried out with the help of SPSS 16.0 for comparing means
of perceived quality, country of origin, perceived prestige and emotional value for both
apparel and toothpaste brands. In Table 18 and Table 22, mean values are indicated on
perception of factors affecting purchase of global vs local apparel and toothpaste brand.

Hypothesis 3 stated that global necessity brands are perceived higher on perceived quality,
country of origin effect, emotional value and prestige than local necessity brands. The
hypothesis is supported, it is evident from Table 18 and Table 22 of Appendix B that in the
case of apparel brands (pg =4.36 > = 2.92, p<.01) and toothpaste brand (lg = 4.28 > ;=
3.04, p<.01) there is statistically significant differences in the means of global and local
brands. Also global necessity brands are perceived higher on country of origin by consumers
than local necessity brands. The hypothesis is supported as it is evident from Table 18 and
Table 22 that in the case of apparel brands (pg=3.59 > = 2.82, p<.01) and toothpaste brand
(Mg =3.24 > = 2.69, p<.01) there is statistically significant differences in the means of
global and local brands. Further, global necessity brands are perceived higher on emotional
value by consumers than local necessity brands. The hypothesis is supported as it is evident
from Table 18 and Table 22 that in the case of apparel brands (pg =4.30 > py = 2.94, p<.01)
and toothpaste brand (pg=4.27 > ;= 3.01, p<.01) there is statistically significant differences
in the means of global and local brands. Global necessity brands are perceived higher on
prestige by consumers than local necessity brands. The hypothesis is supported as it is
evident from Table 18 and Table 22 that in the case of apparel brands (pg =3.99 > p, = 2.79,
p<.01) and toothpaste brand (g = 3.20 > p, = 2.60, p<.01) there is statistically significant
differences in the means of global and local brands.

Table 4: Summary of results to understand factors influencing purchase of global vs
local necessity brands.

Hypothesis Statement Supported
(Yes/No)

H3 Global necessity brands are perceived higher on perceived Yes
quality by consumers than local necessity brands.
Global necessity brands are perceived higher on country of Yes
origin by consumers than local necessity brands.
Global necessity brands are perceived higher on emotional Yes
value by consumers than local necessity brands.
Global necessity brands are perceived higher on prestige by Yes
consumers than local necessity brands.

Objective three was to understand factors influencing purchase of global vs local necessity
brands. The above results imply that global necessity brands are perceived higher quality,
country of origin effect, emotional value and perceived prestige. Respondents’ preference for
global brands was also based on prestige and status that associated with global brands.
Furthermore, the respondents possessed positive attitudes and perceptions towards brands
from developed countries whereby they tend to associate attributes such as advanced
technology, modernisation, high quality and well designed.
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Step 5 - To examine the influence of ethnocentric tendencies of consumers towards
purchase of necessity brands

To examine the moderating effect of consumer ethnocentrism the sample was divided into
two groups of high and low ethnocentric on the basis of median-split samples. Then chi-
square tests were employed to test the relationship between consumer ethnocentric
orientation and type of brand purchased for both publicly and privately consumed necessity
products.

Statistically significant (p<.01) difference is found between ethnocentric tendencies of
consumer and purchase of publicly consumed necessity brands than privately consumed
necessity brands. The results (Table 24 of Appendix B) indicate that consumer ethnocentrism
is related to the purchase of publicly consumed necessity brands than privately consumed
necessity brands. About 53.8 percent of respondents with low ethnocentric tendencies
favoured purchase of global apparel brands while 66.2 percent consumers with high
ethnocentric orientation favoured local apparel brand while no statistical relationship is found
between ethnocentric tendencies and privately consumed necessity brands. Thus it leads to
the acceptance of hypothesis H4B that consumers who score low in ethnocentrism give more
importance to the purchase of global publicly consumed necessity brands than individuals
who score high in ethnocentrism. While it rejects hypothesis H4A which states consumers
who score high in ethnocentrism give more importance to the purchase of local privately
consumed necessity brands than individuals who score low in ethnocentrism.

Table 5: Summary of results to examine how ethnocentric tendencies of consumers
influence purchase of publicly and privately consumed necessity brands.

Hypothesis Statement Supported
(Yes/No)
H4A Consumers who score high in ethnocentrism give more No

importance to the purchase of local privately consumed
necessity brands than individuals who score low in
ethnocentrism.

H4B Consumers who score low in ethnocentrism give more Yes
importance to the purchase of global publicly consumed
necessity brands than individuals who score high in
ethnocentrism.

Objective four was to examine how ethnocentric tendencies of consumers influence purchase
of publicly and privately consumed necessity brands. This objective assisted the researcher to
gain a further understanding of respondents’ views and perceptions towards domestic and
global brands. Hence, the ethnocentricity plays a role in influencing the attitudes and
perceptions of consumers towards global publicly consumed necessity brands and their
purchase intention when deciding between domestic and foreign brands.

Step 6 - Demographic variables influencing factors affecting purchase of necessity
brands

In this study some of the demographic characteristic yielded significant differences at 0.05
levels in the factors affecting purchase of necessity brands. Analysis of Variance (ANOVA)
has been used to investigate relationship between consumer perception of factors affecting
purchase of necessity brands and customer demographic characteristics. Customer
demographic characteristics had been divided into four variables including gender and
education level. ANOVA results are shown in the table given in the Appendix B.
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Gender

In case of publicly consumed necessity brands (Table 27 of Appendix B), gender had
statistically significant impact on perceived quality (p=0.008). Overall perceived quality (=
4.40 > uy = 4.25) is considered important purchase criteria by females compared to males.
Also in the case of privately consumed necessity brands (Table 30 of Appendix B) gender is
found to have statistically significant impact on perceived quality (p = 0.000) with (us=4.39
> um = 4.13) females giving more importance to overall perceived quality than males. Thus
the above results state that males give more importance to perceived quality than females
while purchasing necessity brands.

Further in the purchase of privately consumed necessity brands gender is found to have
significant impact on emotional value (p = 0.011) (Table 28 of Appendix B) while it has no
statistically significant impact on purchase of publicly consumed necessity brands (Table 27).
It is seen that females have the highest mean score (ps=4.30 > p, = 4.14) compared to males
for emotional value attachment, thus partially supporting hypothesis which states that females
are more susceptible to emotional value attachment while purchasing necessity brands.

Education Level

Statistically significant differences in education level for publicly (Table 27) and privately
(Table 28) consumed necessity brand was found in perceived quality. Perceived quality (p =
0.0008) of publicly consumed necessity brands and perceived quality (p = 0.050) of privately
consumed necessity brands is considered to be good by post graduate consumers with the
highest mean score of p = 4.45, and p = 4.37 respectively, thus supporting hypothesis which
states that consumers with higher level of education give more importance to perceived
quality of necessity brands than consumers with lower level of education.

Statistically significant differences in education level for publicly (Table 27) and privately
(Table 28) consumed necessity brands were also found in country of origin. Country of origin
(p = 0.000) in the purchase of publicly consumed necessity brands is given more importance
by diploma holders after graduate studies with the highest mean score of pu = 3.52 while
country of origin (p = 0.001) in the purchase of privately consumed necessity brands is given
more importance by secondary or intermediate education level consumers with the highest
mean score of p = 3.57. Thus showing that consumers with higher level of education are
more aware of the country of origin cues for purchase of necessity brands.

Similarly statistically significant differences in education level for publicly (Table 27) and
privately (Table 28) consumed necessity brands were also found in brand prestige. Brand
prestige (p = 0.000) in the purchase of publicly consumed necessity brands is given more
importance by diploma holders after graduate studies with the highest mean score of p = 3.93
while brand prestige (p = 0.000) in the purchase of privately consumed necessity brands is
given more importance by secondary or intermediate education level consumers with the
highest mean score of u = 2.78. Thus showing that consumers with higher level of education
are more aware of the country of origin cues for the purchase of necessity brands.
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Table 6: Summary of results to examine the influence of demographic variables
influencing purchase of necessity brands

Hypothesis Statement Supported
(Yes/No)

H5A Females are more susceptible to emotional value attachment | Partial
while purchasing necessity brands.
Females are more susceptible to interpersonal influence while No
purchasing necessity brands.
Females have more preference for prestige brands than males No
while purchasing necessity brands
Females are more brand loyal than males while purchasing No
necessity brands
Males give more importance to perceived quality than females No
while purchasing necessity brands.

H5B Highly educated consumers give more importance to perceived Yes
quality of necessity brands than less educated consumers
Consumers with higher education are more aware of the country Yes
of origin cues for purchase of necessity brands.
Consumers with higher level of education are more likely to | Partial
engage in consumption of prestigious brands than consumers
with lower level of education.

Obijective five was to examine the influence of demographic variables influencing purchase
of necessity brands. The results show that education level has some effect on purchase of
necessity brands. Education level influences perceived quality, country of origin and brand
prestige. It is seen that females have the highest mean score compared to males for emotional
value attachment in case of privately consumed necessity brands.

Step 7 - Demographic variables influencing purchase of global vs local necessity brands
To test the influence of demographic variables on purchase of global vs local necessity
brands, Chi-square test have been used.

It is seen that males have higher purchase intention for global necessity brands than local
necessity brands. Table 25 of Appendix B shows statistically significant results (p = .008)
between gender and apparel brand type while no statistical relationship (p = .122) exists
between gender and toothpaste brand type. The results show that 32.3 percent males have
higher preference for local apparel brand and 77.7 percent females have higher preference for
global apparel brands. Thus implying that gender has significant impact on purchase of
publicly consumed global brands while having no effect on purchase of privately consumed
necessity (toothpaste) brands.

Further it is evident from the results that consumers with higher education are more likely to
purchase global necessity brands than local necessity brands. Table 26 of Appendix B shows
no significant relationship between education and apparel (p = .840) and toothpaste (p = .357)
brand type. The chi-square result for apparel and toothpaste are non-satisfactory. Thus,
implying no relationship between consumers with higher education and brand name.
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Table 7: Summary of results to determine how demographic characteristics of
consumers influence purchase of global vs local brands.

Hypothesis Statement Supported
(Yes/No)
H6 Males have higher purchase intention for global necessity No
brands than local necessity brands.
Consumers with higher education are more likely to purchase No
global necessity brands than local necessity brands.

Objective six was to determine how demographic characteristics of consumers influence
purchase of global vs local brands. The results show that choice of global vs local necessity
brands is independent of education while females have greater intensity for global brands.

5.4 Discussion on data analysis

In this section the data analysis techniques used right from pre-testing of questionnaire to the
final survey have been discussed. To keep the sample homogeneous, student sample was
used. The student sample consisted of students from various colleges and universities in New
Delhi and Lucknow, India.

ANOVA was carried out to test important factors affecting purchase of publicly consumed
necessity brands. Our results show that perceived quality, emotional value, perceived prestige
and interpersonal influence are important factors affecting purchase of publicly consumed
necessity brands. Factors affecting purchase of privately consumed necessity brands are
perceived quality, emotional value, convenience, availability and brand loyalty. The results
show that there are significant product specific intrinsic factors in case of publicly consumed
apparel products and privately consumed products like toothpaste that affect their purchase.

For comparative understanding of factors affecting purchase of publicly vs privately
consumed necessity brands, paired sample t-test was carried out comparing means of brand
loyalty, country of origin, interpersonal influence and perceived prestige. Results of
comparative understanding of factors affecting publicly vs privately consumed necessity
brands shows that social influence has a stronger effect on the purchase of publicly consumed
necessity brands while brand loyalty has greater importance for privately consumed necessity
brands.

For comparative understanding of factors affecting purchase of global vs local necessity
brands, paired sample t-test was carried out. The results reveal that global necessity brands
are perceived higher on perceived quality, country of origin, emotional value and perceived
prestige in comparison to local necessity brands.

To examine the moderating effect of consumer ethnocentrism the sample was divided into
two groups of high and low ethnocentric. Chi-square tests were employed to test the
relationship between consumer ethnocentric orientation and type of brand purchased for both
publicly and privately consumed necessity products. The result show empirical evidence of
ethnocentric ideology of consumers being more related to the purchase of publicly consumed
necessity brands than privately consumed necessity brands as seen from statistically
significant results for consumers who scored low in ethnocentrism and gave more importance
to the purchase of global publicly consumed necessity brands than individuals who scored
high in ethnocentrism.
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ANOVA has been used to investigate relationship between consumer perception of factors
affecting purchase of necessity brands and customer demographic characteristics. There was
significant effect of gender on perceived quality and emotional value attachment in the
purchase of privately consumed necessity brands. The education level of consumer plays a
significant role in influencing perceived quality, country of origin effect and perceived brand
prestige for both publicly and privately consumed necessity brands. In the decision between
choice of global vs local necessity brands using Chi-square test, the results show that choice
of brand is independent of education and social class while females are found to have
preference for global publicly consumed necessity brands.

CHAPTER 6

The findings of this study agree with many findings from empirical studies done earlier.
Some findings are not in agreement. A discussion on the findings with reference to literature
review is presented in some detail ahead. An explanation of the changed hierarchical
relationships between factors and affecting and purchase are discussed in the next section. An
interpretation of the findings and corresponding managerial implications are presented at the
end.

Empirical Support to findings

This study supplements the knowledge about factors affecting purchase of publicly and
privately consumed necessity brands with the findings that perceived quality, emotional
value, perceived prestige and interpersonal influence being important factors affecting
purchase of publicly consumed necessity brands. The results are in correspondence with the
study by Zain and Yasin (1997) who identified perceived quality as an important evaluation
criteria for several categories of products such as cars, dresses/shirts, pants, shoes, cameras,
televisions, refrigerators and radios, all these being publicly visible products.

Ger et. al. (1993) had argued that the social role of publicly visible products such as clothing
or shoes is even more important in developing countries where interpersonal relationships are
of prime importance. Lee et al. (2006) had found that consumers often conform to group
norms when they purchase apparel brands. This was reinforced in Lim and Ting’s (2010)
research on consumption of apparel products that is shown to be affected by opinion of
others. Our finding that interpersonal influence is important in the purchase of publicly
consumed necessity brands supports the conclusions from these studies.

Our research shows that prestige plays an important role in the purchase of apparel brands.
This is similar to the findings by Hanzaee and Taghipourian (2012) which show that prestige
plays an important role in the purchase of wristwatch and mobile phones which are publicly
visible products. It is worth mentioning here that the significant impact of interpersonal
influence and perceived prestige on purchase behaviour indicates that buyers have a natural
inclination to spend and embrace products that promote a lifestyle that they can associate
with their peers. They aspire to become members of these groups through selection of
branded products as these brands are successful in creating images such as being trendy, cool
or classy and are therefore regarded as a symbol of success.
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Sirgy et. al. (1991) suggested that the country of origin is indirectly linked to consumers’
image, creating a wish to be publicly seen with country of origin rated products congruent
with the consumer’s personality or ego. A research conducted by Batra et.al. (2000) in India
found that Indian consumers prefer brands having non local country of origin for their high
quality and attached social status. In our study, however, consumers did not give importance
to country of origin effect in the purchase of publicly consumed necessity brands which
contradicts the findings by these earlier studies.

In the case of privately consumed necessity brands, our findings show perceived quality,
emotional value attachment, convenience and availability and brand loyalty as important
factors affecting their purchase. Significance of convenience and availability points to the
product availability in malls and supermarkets where a consumer is well informed about
other brands and has the ability to choose the best option according to the needs as compared
to local grocery shops where the customer depends upon shopkeeper to provide products and
does not have enough space nor time for different brands evaluation. Our findings contradict
the study by Rehman et. al. (2011) who found that availability does not have significant
effect on purchase decision of privately consumed products.

Products bought weekly or very regularly for everyday household consumption such as
grocery and personal items may have a strong emotional appeal for users of a particular brand
(Reed and Ewing, 2004). Our study confirm the findings by Reed and Ewing, also supporting
the observation that consumers view the brand as being part of themselves and reflecting who
they are (Park et. al., 2010).

Brand loyalty in the purchase of privately consumed necessity brands is not much studied and
researched topic. In the Indian context, it is noted that once consumers get used to a particular
brand of shampoo or toothpaste, they do not readily accept other brands (Majumdar, 2004).
They are more loyal to brands that continually come up with promotion offers at a fair price.
In his study, Gutierrez (2004) highlighted two factors affecting purchase intention of
toothpastes. One is labelled confidence building that generates a contented feeling of having
clean and healthy teeth, the other contributing to richness, status, attractiveness and youth.
However our findings show that brand loyalty is an important factor affecting purchase of
privately consumed necessity brands.

Our study has identified Indian consumers’ perception of social influence encompassing
country of origin (Piron, 2000), interpersonal influence and perceived prestige towards
publicly consumed necessity brands than that towards privately consumed necessity brands
whereas privately consumed necessity brands were perceived higher on the effect of brand
loyalty than publicly consumed necessity brands.

In their study, Sonal and Preeta (2007) found that in case of low involvement products such
as toilet soaps consumers display brand switching behaviour. The researchers suggest that
promotions in this category of products might encourage trial and switching behaviour but
not long term loyalty. In contrast, our studies point towards greater emphasis of brand loyalty
towards privately consumed necessity brands than publicly consumed necessity brands which
suggests that previous information or experience provides underlying reasons for repeat
purchase wherein a consumer forms a regular habit of using the same brand due to the fear of
trying something new or unknown.

45



Second, the findings from the comparison of global and local consumers’ evaluations of
brand attributes show that Indian consumers are highly brand conscious. From the analytical
introspection it is evident that perceived quality, country of origin, perceived prestige and
emotional value attachment are factors affecting purchase of global brands. Perceived quality
in the form of durability and reliability is an important criterion for in evaluating the
performance of global brands. Similar to the findings of Kinra (2006) our study supports the
contention that foreign brands are perceived to be generally higher and superior to local
brands. In case of apparel brands, the long lasting capacity of the apparel item to keep its
appearance and structure while being used frequently is one of the primary motive of Indian
consumers for buying global apparel brand. Our findings support the work by Opoku and
Akorli (2009) and Kumar et. al. (2009) who have shown superior quality and consumer taste
are the two most important reasons for consumers’ preference for foreign products such as
apparel. In our research associated prestige with the purchase of global necessity brands
indicates enhanced self esteem and greater confidence through the purchase of prestigious
brand name. Our research supplements the findings by Ergin and Akbay (2010) on consumers
purchase intention for foreign products in three specific categories (apparel, chocolate and
personal care products) in Istanbul which shows that prestige is an important factor
influencing consumer buying behaviour.

Vigneron and Johnson’s (1999) framework suggests that consumers look for quality by
selecting prestigious brands. Moreover possession of global brands by youth is regarded as a
status symbol and a means to be able to fit in a particular social group. Similarly, our findings
show that the emotional value attachment in the form of happiness and joy by wearing global
brands is exceptionally high among Indian youth. Our findings support earlier study by
Kumar et. al. (2009) where consumers had a positive influence on purchase intention for
Levis brand. Research by lyer and Kalita (1997) shows that as customer expects high
emotional benefit from foreign brands they will purchase that brand to satisfy their emotional
needs from the product. In developing countries, individuals associate foreign brands with
having symbolic meanings (e.g., wealth and status), which enhances the emotional reward
such as a sense of pleasure and happiness upon using these brands (Batra et. al., 2000; Bhat
and Reddy, 1998; Kinra, 2006). Nowadays due to increasing western influence through mass
media and foreign exposure, the youth in India wishes to associate themselves with changing
fashion and keep themselves updated with current market trends.

Identical to the results of earlier studies (Kinra, 2006; Opoku and Akorli, 2009; Cordell,
1992; Schooler, 1965) our results show that country of origin is an important differentiating
factor in consumer attitudes to foreign and local brand names. Consumers in developing
countries prefer products from developed nations as opposed to those made locally or
imported from less developed countries. Since purchase of global brands forms a part of
fashion statement, country of origin matters for Indian youth. According to O’Cass (2004)
people form differing attachments to brands, and that personal attachment could vary from
that of their family or friends in terms of intensity and nature. For example, fashion apparel
brands originated from Italy are perceived as fashionable and high quality thus placing
importance on country of origin of the brand in support of our findings.

In the case of global toothpaste brands, it is seen that global brands such as colgate,
pepsodent etc. are rated high on perceived quality, country of origin, perceived prestige and
emotional value. These factors show consumers attachment to global brands due to enhanced
features that gives higher perceived satisfaction compelling them to use better available
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product in the market. Thus world famous toothpaste brands occupy an absolute majority of
market share giving tough competition to Indian toothpaste brands.

In the choice between purchase of publicly and privately consumed necessity brands, it is
seen that non-ethnocentric consumers prefer to purchase publicly consumed than privately
consumed global necessity brands. Such non-ethnocentric consumers prefer global or foreign
publicly consumed products since they view them as symbols of status. This implies that
ethnocentric ideology of consumers depends upon the type of product under usage. In this
context, Piron (2000) and Essoussi and Merunka (2007) further suggest that publicly
consumed goods would be more sensitive to product conspicuousness whereas privately
consumed products would have greater exposure to ethnocentricity.

In contrast to the study by John and Brady (2010) where consumables with private rather than
public modes of consumption were found to be more susceptible to the effects of
ethnocentricity, our study has shown that ethnocentric tendency is independent of
consumption of privately consumed necessity brands. One possible explanation for
independence of ethnocentric tendency on privately consumed necessity brands could be low
awareness among consumers about toothpaste brand origin.

As regards influence of demographic variables on factors affecting purchase of necessity
brands, our study shows that gender influences emotional value attachment to privately
consumed brands. A large body of research indicates that females are more attuned to their
emotions than are males (Gabriel and Gardner, 1999). Research also shows that parents are
more likely to share and discuss emotions with their daughters than they are with their sons
(Kuebli and Fivush, 1992). Accordingly females tend to access their emotions and talk about
them more than boys (Kuebli et. al., 1995). Therefore, it is expected that for products that are
affect-laden (i.e., hedonic products), gender will make a difference in consumer attitude. In
our study, gender also influenced choice of global vs local public brands. In all such cases
female consumers had greater influence.

Further, our study shows that education level influences quality, country of origin effect and
brand prestige whereby students doing post-graduation in management studies (i.e. after
completion of graduation studies) and above (one year diploma after Master degree, Ph.D.
holders) had greater influence. According to an earlier study, since higher education leads to
increased ability to think logically and hence higher decision making power, well educated
customer also has better product knowledge (Zanoli et. al., 2004). Moreover, higher
education leads to the possibility of increased travel, internet access and information about
foreign products resulting in increased awareness and openness to buy imported products.
Veblen (1967) further supported the fact that highly educated consumers are more likely to
engage in status buying. Our study supports these findings. Besides as Chao and Schor (1996)
argued, status need not to be devoid of utilitarian dimension and status seekers may spend
money to ‘signal’ their success. It is interesting to note that in a much earlier study
Duesenberry (1949) takes a similar view of the association between income and status
seeking.

Theoretical Support to findings

The basic paradigm of the Theory of Reasoned Action (TRA) suggests that behaviour is
affected by behavioural intention, which in turn is affected by attitude and subjective norms.
This applies well to our study of the factors affecting purchase of necessity brands where it is
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found that in the purchase of publicly consumed necessity products like apparels, consumers
are often influenced or seek advice from friends and family members.

The Theory of Perceived Behavior (TPB) is useful to study the role of emotional value in
purchase of both publicly and privately consumed necessity brands. In our research it
suggests the impact brand loyalty may have on behavioral intention towards privately
consumed necessity brands.

Our study also backs the Cue Utilization theory which suggests that an array of cues serve as
surrogate indicators of product quality which is paramount to shoppers (Richardson et. al.,
1994). Extrinsic cues have been used as determinants of consumer purchase intent for
products like jeans and toothpaste in our study.

Further Veblen’s (1899) Theory of the Leisure Class is supported by our study where it is
shown that consumers are more willing to pay a status premium for highly visible products
and that prestige is an important factor influencing purchase of publicly consumed products.

As consumers in developing countries tend to perceive imported products being of higher
quality particularly for conspicuous products and apparels, our study supports associated
network memory model to explain the effects of country of brand origin associations on
consumers’ perceptions of product attributes.

A Discussion on the Changed Hierarchical Relationships

In the Framework of Research diagram shown in Section 2 of this report (Figure 1), an
undifferentiated hierarchical relationship is shown between factors and purchase of necessity
brands. The findings of this study point to changes in these relationships with significantly
differentiated behavior of consumers towards purchase of publicly versus privately consumed
necessity brands. A modified diagram of these relationships that emerges from our study is
presented below (Figure 2).

The diagram illustrates clearly that not all factors uniformly affect purchase decision for
publicly and privately consumed necessity brands. The first four factors in the diagram, i.e.
country of origin, perceived quality, interpersonal influence and perceived prestige, broadly
classified as social influence factors have a direct impact on publicly consumed necessity
brands. Clearly, the influence of reference groups and social norms are important in publicly
visible necessity products and not in privately consumed necessity products. These in turn are
affected by educational level of the consumer and not affected by the gender. Further the
connection of these factors to global brands indicates the importance given to design,
technology and modern global outlook carried by global brands.

The diagram of hierarchical relationships further illustrates that the purchase decision for
privately consumed necessity products is affected more by brand loyalty and emotional value
indicating that in countries like India persons using a particular brand of privately consumed
necessity product usually does not change brand unless a strong emotional appeal and
convenience of availability are made. These factors are also affected by the gender of the
purchaser and the reasoning applies to global brands as well.

In the diagram below, ethnocentricity affect has been removed from privately consumed
necessity products. It is worth mentioning here that the literature review highlights the fact
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that consumers in developing countries are faced with the dilemma between ethnocentric
consumption and conspicuous consumption and the outcome depends on the product. Since
conspicuous consumption implies publicly visible products, privately consumed products
should logically be ruled out from the effect. This is clearly indicated in our study findings
where ethnocentricity applies to publicly consumed necessity products only.
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Managerial Implications

The empirical findings of the study provide valuable strategic implications for firms
operating in India.

Increasing disposable incomes, urbanization and greater exposure to the different parts of the
world has enhanced Indian consumers’ need for good quality products. With increased inflow
of products from multinational firms, Indians often perceive foreign brands as being of
superior quality. The emerging new lifestyle of Indian consumers further amplifies the need
for higher quality products. For enhanced competitiveness therefore, local brands need to
improve on the quality of products offered to the Indian consumers, whether it is a publicly or
privately consumed necessity. In order to improve the quality of their products local
manufacturers may relook at the quality of raw material, training needs for improved
technical skills and quality of packaging. Further, there is a need for local producers to
develop a strong distribution system for making their product available at convenient
locations at a fair price.

The findings suggest that companies operating in the area of publicly consumed necessity
brands like apparels or shoes marketers should place greater attention to utilization of peer
influence in promotions aimed at youths. Strategies adopted by some brands who have taken
a lead in this direction should be closely scrutinized for learning inputs. In the Indian context,
we see famous sportspersons displaying well established international brands. This certainly
gives them an edge over others in marketing. Though this implies significant costs for smaller
size companies, it is worth examining the returns on such investment. Our study suggests that
this factor must be seriously considered in the marketing strategy. Furthermore, the
advertisement should be emotionally appealing and campaign must communicate the high
quality and comfort in the use of their products. In order to develop stronger brand perception
and image the companies marketing publicly consumed products should also focus on
meeting consumers’ symbolic needs of esteem, status and distinctiveness, apart from meeting
tangible benefits.

In the case of privately consumed necessity brands such as soap, toothpaste, shampoo, our
findings suggest that companies should lay emphasis on intrinsic quality parameters. In
toothpastes, for example, companies should pay attention to pleasant taste, teeth whitening
and sensitive tooth healing capacity and highlight these intrinsic product quality in their
market campaigns for a larger market share. Further to sustain brand loyalty of consumers,
companies need to provide additional benefits such as innovative features in the product. It is
also important to highlight the manufacturer’s reputation and the fact that the product has
been medically tested by well known agencies to retain brand loyal consumers for future
business.

In India traditional values too play an important role in determining consumer behavior. One
can therefore see traditional products selling well along with modern products e.g. age old
hair oils and toothpowders exist in the market despite the presence of other more advanced
personal care products. These are examples of both emotional attachment to tradition and the
experience of owning and using a brand. Therefore companies must acknowledge the role of
traditional values besides other innovative features while promoting themselves in the field of
privately consumed necessity brands. For example, in the case of toothpastes the product
could highlight use of Ayurvedic principles and content in manufacturing.
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Our study also suggests that it is important for firms to focus on building better distribution
intensity because ease of availability has significant impact on purchase behavior. Despite
opening up of several multi-national stores in various parts of India in the last five years,
store formats are not easily scalable across the country. Several companies have found that it
IS not easy to expand beyond some regions and cities as evident from the examples of Margin
Free Market and Foodworld, which are active only in a few states or cities. Non-availability
of their products at local kiranas and stores favors older brands or brand switching behavior
towards other privately consumed necessity brands.

This research also aimed at understanding consumer perception towards global vs local
necessity brands. The results of our study confirm that Indian people have presently become
highly brand conscious. This suggests that companies should enhance their brand appeal to
highlight more hedonic benefits to consumers. This could be done by creating more sensory-
appealing features such as innovative designs, fabric quality, sense of group belongingness in
a apparel brand because such factors can elicit emotional attachment with the brand, which
will eventually lead to brand loyalty. In this manner, Indian marketers can overcome the
inverse relationship between Indian consumers’ attitudes toward foreign products and their
quality perception toward a local apparel brand. A consistent focus on quality improvement
of local products and advertising campaign conveying such messages may alter Indian
consumers’ understanding of perceived quality as well as their attitudes toward local brands.
For quality improvement of local brands, Indian marketers should also invest more in
research and development and employ more sophisticated quality management methods.

Our study further shows that Indian consumers are concerned about the quality of the oral
care products. For example, the young generation college going students are conscious of
their anterior teeth shade than others. Clearly, communicating therapeutic benefits and
providing assurance on product quality is critical for the toothpaste market. Keeping this in
view, companies should promote packaging and advertisements featuring deep cleaning and
advanced teeth whitening capacity to generate sales. These should be highlighted in their TV
commercials and on the company’s website. Moreover, research and development teams may
benefit by knowing the important consumer attributes when they develop new product
formulations and packaging. It may be mentioned here that increasing brand awareness about
the product also implies promotion in government health care centres. Old people along with
young generation must also be targeted to reach an ambitious end.

Moreover, since many consumers have started to prefer natural toothpastes to avoid synthetic
and artificial flavors that are commonly found in regular toothpastes local toothpaste
manufacturers should produce herbal toothpastes to attract consumers and to enhance product
quality. Local brands could cater to a very specific segment i.e. the Herbal toothpaste user
segment to position themselves as Herbal toothpastes thus creating a ‘niche market’. In
general, the “Made in India” label should be promoted as India’s growing prestige in the
international market and the distinctive textile tradition and craftsmanship are well
established and worth promoting.

The findings of this research indicate existence of consumer ethnocentric tendencies towards
publicly consumed necessity brands. There was no statistical relationship between
ethnocentric orientation and privately consumed necessity brands. Since with globalization,
consumers are adapting themselves into western culture by buying global publicly consumed
necessity brands there are possibilities for foreign companies to capture a good share of the
market. However, this issue will put the domestic producers in weaker competitive
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advantage. This issue would damage the domestic industry particularly those which have a lot
of imported alternatives. To stay off this competition and retain its customers in case of
publicly consumed necessity products, Indian companies’ managements need to understand
the ethnocentric nature of their customers and execute the appropriate marketing mix
strategy. One strategy that could be adopted by local companies could be to provide product
information concerning characteristics, price, quality, usage, care, etc. that may reduce the
risk of decision to purchase global brands and provide justification in the consumer’s mind
towards purchase of local brands.

Finally, marketers of necessity products can use age, gender, education and income level as
the key variables for planning their marketing strategies. Marketers should target people of
different age groups through television commercials emphasizing country of origin benefits
and susceptibility to social influence to generate more revenue for publicly consumed
necessity brands. In case of privately consumed necessity brands, marketers could segment
market according to age group and focus on loyalty building programs to increase likelihood
of repeat purchase. This could be done by retrieving important information about the
consumer and their spending habits. The findings also suggest that marketers should target
educated consumers to promote prestigious brands, country of origin benefits and quality
specifications of a product. For targeting these consumers, apparel marketers should focus on
strong fashionable and functional styles to better appeal to the demographic group through
the various fashion magazines. Further since female consumers are seen to give importance to
perceived quality and had emotional attachment to the brand they purchased, advertising
strategy should give importance to women.

Limitations and Directions for Future Research

Although this study has been fairly exhaustive and its implications towards management
practice have been quite interesting, it is not without its limitations. First of all, the major
limitation of the study is that only college students have been considered for analysis.
Consumers with different backgrounds and social status should be included in the future
studies. Future research should test the model involving consumers across all age and income
groups to strengthen or generalize findings of the study.

Secondly, this study can also be replicated for different product categories in order to
understand whether these factors differ across different product categories or not like high vs
low involvement products, high vs low risk products.

Thirdly, investigating the relationship of customer psychographics on the factors affecting
purchase of necessity brands could be a possible extension of the work by using
psychographic variables from the AlO inventory.

Lastly, replications and extension of the same study could be made by comparing consumer
perceptions between a developing country like India and a developed country.
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APPENDIX A

VARIABLES CONSTRUCT ITEMS CONSTRUCT ITEMS MODIFIED IN THE QUESTIONNAIRE AND
ORIGINAL SOURCE USED FOR THIS RESEARCH
VARIABLES ORIGINAL SOURCE CASUAL CLOTHING BRAND TOOTHPASTE BRAND

1. Country of
origin

e Look for “Indian made” on product
label

e Look for country of origin on product
(Source: Kinra, 2006)

Looking for “Made in.... ” label when
purchasing this clothing brand

Looking for the place of manufacture of
this clothing brand

Awareness of the place of manufacture of

this clothing brand

Looking for the “Made in.... ” label
when purchasing this toothpaste
brand

Looking for the place of manufacture
of this toothpaste brand

Awareness of the place of
manufacture of this toothpaste brand

2. Interpersonal
Influence

To ensure that | buy the right brand, |
observe what my friends are buying.

| seek my friends’ advice regarding which
brands to buy.

It is important that my friends like the
brands I buy.

By buying the same brands as my friends, |
achieve a sense of belonging.

I buy the latest fashion when | am sure my
friends like them.

If | have little experience with a brand, | will
ask my friends about the product.

If other people see me using a product, | buy
the brand they expect me to buy.

I like to know what brands make a good
impression on others.

I achieve a sense of belonging by buying the
same brands that others purchase.

If | want to be like someone, | try to buy the
same brands that they buy.

| often gather information from friends or
family about a brand before | buy.

(Source: Bearden et al., 1989)

Observing what your friends are buying
to ensure that you are buying the right
clothing brand.

Seeking your friends’ advice regarding
which clothing brands to buy

People around you encouraging you to
purchase this clothing brand.
Achieving a sense of belonging by
buying the same clothing brand as your
friend.

Gathering information from family about

this clothing brand before you buy.

Observing what your friends are
buying to ensure that you are buying
the right toothpaste brand.

Seeking your friends’ advice
regarding which toothpaste brands to
buy

People around you encouraging you
to purchase this toothpaste brand.
Achieving a sense of belonging by
buying the same toothpaste brand as
your friend.

Gathering information from family
about this toothpaste brand before
you buy.
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VARIABLES CONSTRUCT ITEMS CASUAL CLOTHING BRAND TOOTHPASTE BRAND
ORIGINAL SOURCE
3. Prestige e Having foreign brands provide Having this clothing brand provide Having this toothpaste brand provide
status/prestige to individuals in the status/prestige in the society status/prestige in the society
society Having this clothing brand is a sign of Having this toothpaste brand is a sign
e Having foreign brands is a sign of prosperity of prosperity
prosperity Having this clothing brand increases your Having this toothpaste brand
e Having foreign brands increases my respectability increases your respectability
respectability Having this clothing brand influences Having this toothpaste brand
e Having foreign brand influences other other people’s perceptions of you. influences other people’s perceptions
people’s perceptions of me. of you.
(Source: Ergin and Akbay, 2010)
4. Perceived e Bedurable This clothing brand is very durable This toothpaste brand is very durable
Quality e Bereliable This clothing brand is very reliable This toothpaste brand is very reliable
e Be high quality This clothing brand is of high quality This toothpaste brand is of high
(Source: Dodds et. al., 1991) quality
5. Emotional Value e Be one that | enjoy. This clothing brand tends to be the one This toothpaste brand tends to be the
o Make me feel good. that you enjoy one that you enjoy
e Give me pleasure. This clothing brand tends to be the one This toothpaste brand tends to be the
e Make me want to use it. that | feel comfortable using it. one that | feel comfortable using it.
e Feel comfortable using it. This clothing brand makes you feel good This toothpaste brand makes you feel
e Be one that | would feel relaxed about This clothing brand is the one that you good

using.
(Source: Sweeney, 2001)

would feel relaxed about using

This toothpaste brand is the one that
you would feel relaxed about using
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VARIABLES

CONSTRUCT ITEMS
ORIGINAL SOURCE

CASUAL CLOTHING BRAND

TOOTHPASTE BRAND

7. Convenience
and availability

Remarks obtained from the participants in the
pre-test survey

This clothing brand is easily available.
This clothing brand is available in the
nearest shop.

This clothing brand is available locally.

This toothpaste brand is easily
available.

This toothpaste brand is available in
the nearest shop.

This toothpaste brand is available
locally.

8. Brand Loyalty

e | will not buy another brands if this
brand is unavailable.

e This brand is my first choice among
competing brands.

e | am loyal to this brand
(Source: Yoo et. al., 2000)

Not buying another clothing brand if this
brand is unavailable.

This clothing brand is your first choice
among competing clothing brands.
Loyalty towards this clothing brand.
Buying the same clothing brand since last
few years/months.

Not buying another toothpaste brand
if this brand is unavailable.

This toothpaste brand is your first
choice among competing toothpaste
brands.

Loyalty towards this toothpaste
brand.

Buying the same toothpaste brand
since last few years/months.
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ETHNOCENTRIC
SCALE

CONSTRUCT ITEMS
ORIGINAL SOURCE

CONSTRUCT ITEMS MODIFIED IN THE QUESTIONNAIRE AND
USED FOR THIS RESEARCH

American people should always buy
American-made products instead of imports.
Only those products that are unavailable in
the V.S should be imported.

Buy American-made products. Keep
America working.

American products first, last and foremost.
Purchasing foreign made products is un-
American.

It is not right to purchase foreign products
because it puts Americans out of jobs.

A real American should always buy
America-made products.

We should purchase products manufactured
in America instead of letting other countries
get rich off us.

It is always best to purchase American
products.

There should be very little trading or
purchasing of goods from other countries
unless out of necessity

Americans should not buy foreign products,
because this hurts American business and
cause unemployment.

Curbs should be put on all imports.

It may cost me in the long-run but I prefer to
support American products.

Foreigners should not be allowed to put their
products on our markets.

Foreign products should be taxed heavily to
reduce their entry into the U.S

Indians should only buy Indian brands instead of imports

Only those products that are unavailable in India should be imported

Buy India-made products. Keep Indians working

Indian products, first, last, and foremost

Purchasing foreign made products is non-Indian

A true Indian should always buy Indian-made products

Indians should not buy foreign products because it puts Indians out of job

It is best to purchase Indian products

We should purchase products manufactured in India instead of letting other countries get
rich off us.

There should be very little trading of goods from other countries unless out of necessity
Indians should not buy foreign products, because this hurts Indian business and cause
unemployment.

No imports should be allowed

It may not be good but I prefer to support Indian products

Foreigners should not be allowed to sell their products in India

Foreign products into India should be taxed heavily

We should buy from foreign countries only those products that we cannot obtain within
our own country

Indian consumers who buy foreign brands are putting Indians out of work and
unemployment
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We should buy from foreign countries only
those products that we cannot obtain within
our own country.

American consumers who purchase products
made in other countries are responsible for
putting their fellow Americans out of work.
(Source: Shimp and Sharma, 1987).
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APPENDIX B

Results in Tabular Form

Table 8: The Sample Characteristics

Sample Number Valid Percent  [Cumulative Percent

Size (N) 545 - -
Male 235 43.1 43.1
Female 310 56.9 100.0
Less than 20 years 70 12.8 12.8
Bet 21-30 years 453 83.1 96.0
Between 31-40 years 22 4.0 100.0
Primary/High School 2 4 4
Secondary/Inter School 30 55 59
Graduate 245 45.0 50.8
Post Graduate 252 46.2 97.1
Diploma after graduation 7 1.3 98.3
Others (Ph.D.) 9 1.7 100.0
Middle class 7 1.3 1.3
High class 537 98.7 100.0
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Table 9: Summary of descriptive statistics and confirmatory factor analysis results of

factors affecting purchase of publicly and privately consumed necessity brands

Factors Publicly Privately
consumed consumed
necessity Brands | necessity brands

Measurement item Factor CR? | Factor CR?
Loading Loading

Perceived Quality .682 .700

This apparel/toothpaste brand is very durable. 0.566 0.660

This apparel brand/toothpaste is very reliable. 0.707 0.666

This apparel/toothpaste brand is of high quality 0.669 0.664

Interpersonal Influence 813 .851

Observing what your friends are buying to ensure that 0.663 0.740

you are buying the right apparel/toothpaste brand

Seeking your friends’ advice regarding which 0.730 0.752

apparel/toothpaste brands to buy

People around you encouraging you to purchase this 0.759 0.745

apparel/toothpaste brand

Achieving a sense of belonging by buying the same 0.644 0.732

apparel/toothpaste brand as your friend

Gathering information from family about this 0.619 0.678

apparel/toothpaste brand before you buy

Perceived Prestige 782 851

Having this apparel/toothpaste brand provide 0.595 0.752

status/prestige in the society

Having this apparel/toothpaste brand is a sign of 0.719 0.780

prosperity

Having this apparel/toothpaste brand increases your 0.764 0.754

respectability

Having this apparel/toothpaste brand influences other 0.604 0.790

people’s perception of you

Country of origin 749 .621

Made in .....label when purchasing this 0.539 0.508

apparel/toothpaste brand.

Looking for the place of manufacture of this 0.800 0.756

apparel/toothpaste brand

Awareness of the place of manufacture of this 0.805 0.737

apparel/toothpaste brand

Emotional Value 154 .703

This apparel/toothpaste brand tends to be the one that you | 0.595 0.566

enjoy
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This apparel/toothpaste brand tends to be one that you 0.710 0.657

feel comfortable using it

This apparel/toothpaste brand make you feel good 0.733 0.650

This apparel/toothpaste brand is the one that you would 0.603 0.577

feel relaxed about using

Brand Loyalty 616 .698
Not buying another apparel/toothpaste brand if this brand 0.591 0.625

is unavailable

This apparel/toothpaste brand is your first choice among 0.717 0.655
competing apparel brands

Buying the same apparel/toothpaste brand since last few 0.670 0.643
years/months

Loyalty towards this apparel/toothpaste brand 0.717 0.528
Convenience and Availability 733 742
This apparel/toothpaste is easily available 0.647 0.692

This apparel/toothpaste brand is available in the nearest 0.633 0.753

shop

This apparel/toothpaste brand is available locally 0.773 0.666

Note: ® Composite Reliability
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Table 10: Test for Discriminant Validity

y2(UM) 72(CM) A 2D
Target
d(PQ, Inter) 1364.525(610) 1587.353 (611) 222 828
d(PQ, PP) 1364.525(610) 1613.989 (611) 249 464
d(PQ, COO) 1364.525(610) 1614.383 (611) 249.858
O(PQ,EV) 1364.525(610) 1621.146 (611) 256.621
@(PQ, BL) 1364.525(610) 1753.180 (611) 388.655
D(PQ, Avail) 1364.525(610) 1645.005 (611) 280.48
®(Inter, PP) 1364.525(610) 1409.077 (611) 44552
®(Inter, COO) 1364.525(610) 1403.370 (611) 38.845
®(Inter, EV) 1364.525(610) 1727.561 (611) 363.036
@(Inter, BL) 1364.525(610) 1688.130 (611) 323.605
@(Inter, Avail) 1364.525(611) 1662.709 (611) 298.184
@ (PP, COO) 1364.525(610) 1438.718 (611) 74.193
®(PP, EV) 1364.525(610) 1677.401 (611) 312.876
®(PP, BL) 1364.525(610) 1682.919 (611) 318.394
D(PP, Avail) 1364.525(610) 1663.013 (611) 298.488
d(COO, EV) 1364.525(610) 1751.914 (611) 387.389
®(COO, BL) 1364.525(610) 1687.359 (611) 322.834
D(COO, Avail) 1364.525(610) 1637.939 (611) 273.414
®(EV, BL) 1364.525(610) 1476.121 (611) 111.596
D(EV, Avail) 1364.525(610) 1415.881 (611) 51.356
d(BL, Avail) 1364.525(610) 1443.997 (611) 79.472
Table 11: Test for Discriminant Validity (Toothpaste)

y2(UM) [¥2(CM) A 2D
Target
®(PQ, Inter) 1546.763 (584) 1792.748 (585) 245.985
®(PQ, PP) 1546.763 (584) 1770.045(585) 223.282
d(PQ, COO0) 1546.763 (584) 1680.158 (585) 133.395
®(PQ,EV) 1546.763 (584) 1664.115 (585) 117.352
®(PQ, BL) 1546.763 (584) 1641.795 (585) 95.032
@ (PQ, Avail) 1546.763 (584) 1701.538 (585) 154.775
®(Inter, PP) 1546.763 (584) 1547.260 (585) 0.497
®(Inter, COO) 1546.763 (584) 1547.202 (585) 0.439
@(Inter, EV) 1546.763 (584) 1803.623 (585) 256.86
@(Inter, BL) 1546.763 (584) 1728.655 (585) 181.892
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@ (Inter, Avail) 1546.763 (584) 1758.913(585) 212.15
@ (PP, COO) 1546.763 (584) 1765.199(585) 218.436
®(PP EV) 1546.763 (584) 1773.655(585) 226.892
®(PP, BL) 1546.763 (584) 1709.432(585) 162.669
(PP, Avail) 1546.763 (584) 1754.517(585) 207.754
@(COO, EV) 1546.763 (584) 1676.802(585) 130.039
@(COO, BL) 1546.763 (584) 1643.075(585) 96.312
d(COO, Avail) 1546.763 (584) 1656.090(585) 109.327
®(EV, BL) 1546.763 (584) 1639.890(585) 93.127
D(EV, Avail) 1546.763 (584) 1703.425(585) 156.662
®(BL, Avail) 1546.763 (584) 1622.836(585) 76.073

Table 12: ANOVA results for factors affecting purchase of publicly consumed necessity

brands
Factors Mean F Significance
1. Perceived Quality 4.34
2. Emotional Value 3.75 138.300 .000*
3. Perceived Prestige 3.70
4. Interpersonal Influence 3.42
5. Country of origin 3.21
6. Convenience & Avail. 3.10
7. Brand Loyalty 2.89
Note: * p <0.001

Table 13: ANOVA results for factors affecting purchase of privately consumed
necessity brands

Factors Mean F Significance
1. Perceived Quality 4.28

2. Emotional Value 4.23 348.676 .000*

3. Convenience and Avail. 4.09

4. Brand Loyalty 3.93

5. Country of origin 2.69

6. Interpersonal Influence 2.56

7. Perceived Prestige 2.46

Note: * p <0.001
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Table 14: Paired sample t-test between publicly and privately consumed necessity

brands
Items (Public vs Private) Mean Significance
Brand Loyalty (public) 2.89 0.000*
Brand Loyalty (private) 3.93
Social Influence (public) 3.45 0.000*
Social Influence (private) 2.57

Note: * p <0.001

Table 15: Summary of descriptive statistics and confirmatory factor analysis results of

factors affecting purchase of global and local publicly consumed necessity brands

Factors Global Apparel | Local Apparel
Brand Brand

Measurement item Factor | CR® | Factor |CR®
Loading Loading

Perceived Quality .687 .830

This apparel brand is very durable. 0.549 0.767

This apparel brand is very reliable. 0.710 0.810

This apparel brand is of high quality 0.685 0.785

Perceived Prestige .853 .853

Having this apparel brand provide status/prestige in the society 0.788 0.746

Having this apparel brand is a sign of prosperity 0.813 0.819

Having this apparel brand increases your respectability 0.765 0.782

Having this apparel brand influences other people’s perception of | 0.713 0.735

you

Country of origin .820 .790

Made in...label when purchasing this apparel brand. 0.843 0.768

Looking for the place of manufacture of this apparel brand 0.813 0.797

Awareness of the place of manufacture of this apparel brand 0.683 0.682

Emotional Value 770 .888

This apparel brand tends to be the one that you enjoy 0.605 0.779

This apparel brand tends to be one that you feel comfortable using it | 0.673 0.781

This apparel brand make you feel good 0.718 0.854

This apparel brand is the one that you would feel relaxed about | 0.731 0.852

using

Note: * p < 0.001,  Composite Reliability
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Table 16: Test for Discriminant Validity (Global Apparel brands)

72(UM) 72(CM) A 42D
Target
d(PQ, COO) 728.456 (271) 968.706 (272) 240.25
d(PQ, EV) 728.456 (271) 076.994 (272) 248 538
®(PQ, PP) 728.456 (271) 036.179 (272) 207.723
®(COO0, EV) 728.456 (271) 015.586 (272) 187.13
®(COO, PP) 728.456 (271) 772.467 (272) 44.011
®(EV, PP) 728.456 (271) 884.386 (272) 155.93

Table 17: Test for Discriminant Validity (Local Apparel brands)

2(UM) y2(CM) 4 42D
Target
@(PQ, COO) 886.512 (271) 955.263 (272) 68.751
®(PQ, EV) 886.512 (271) 906.205 (272) 19.693
@(PQ, PP) 886.512 (271) 927.460 (272) 10 948
®(COO, EV) 886.512 (271) 952.367 (272) 65 855
®(COO, PP) 886.512 (271) 933.556 (272) 17 044
®(EV, PP) 886.512 (271) 920.020 (272) 33508

Table 18: Paired sample t-test between Global and Local Apparel Brand Attributes

Items (Global vs Local) Mean Significance
Perceived Quality (Global) 4.36 0.000*
Perceived Quality (Local) 2.92
Country of Origin (Global) 3.59 0.000*
Country of Origin (Local) 2.82
Perceived Prestige (Global) 3.99 0.000*
Perceived Prestige (Local) 2.79
Emotional Value (Global) 4.30 0.000*
Emotional Value (Local) 2.94

Note: * p <0.001
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Table 19: Summary of descriptive statistics and confirmatory factor analysis results of
factors affecting purchase of global and local privately consumed necessity brands

Factors Global Local
Toothpaste Toothpaste
Brand Brand

Measurement item Factor CR* | Factor | CR®
Loading Loading

Perceived Quality .718 .839

This toothpaste brand is very durable. 0.671 0.771

This toothpaste brand is very reliable. 0.673 0.783

This toothpaste brand is of high quality 0.699 0.832

Perceived Prestige 915 875

Having this toothpaste brand provide status/prestige in the 0.782 0.733

society

Having this toothpaste brand is a sign of prosperity 0.860 0.822

Having this toothpaste brand increases your respectability 0.899 0.837

Having this toothpaste brand influences other people’s 0.880 0.805

perception of you

Country of origin .842 .832

Made in .....label when purchasing this toothpaste brand. 0.845 0.789

Looking for the place of manufacture of this toothpaste brand | 0.766 0.785

Awareness of the place of manufacture of this toothpaste 0.776 0.794

brand

Emotional Value 176 .892

This toothpaste brand tends to be the one that you enjoy 0.699 0.824

This toothpaste brand tends to be one that you feel 0.735 0.835

comfortable using it

This toothpaste brand make you feel good 0.637 0.812

This toothpaste brand is the one that you would feel relaxed 0.668 0.813

about using

Note: * p < 0.001, * Composite Reliability

Table 20: Test for Discriminant Validity (Global Toothpaste brands)

¥2(UM) [¥2(CM) A 22D
Target
d(COO, PQ) 001.964 (254) 1070.246 (255) 168.282
d(COO, EV) 001.964 (254) 1053.009 (255) 151.045
d(COO, PP) 001.964 (254) 002.049 (255) 113.085
d(PQ, EV) 001.964 (254) 1102.716 (255) 200.752
@(PQ, PP) 001.964 (254) 1105.234 (255) 203.27
®(EV, PP) 001.964 (254) 1069.272 (255) 167.308
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Table 21: Test for Discriminant Validity (Local Toothpaste brands)

72(UM) 72(CM) 442D
Target
(COO, PQ) 1014.168 (254) 1067.181(255) 53.013
D(COO, EV) 1014.168 (254) 1067.567 (255) 53.399
(COO, PP) 1014.168 (254) 1041.611 (255) 27 443
®(PQ, EV) 1014.168 (254) 1023.095 (255) 8.927
®(PQ, PP) 1014.168 (254) 1028.083 (255) 13.915
®(EV, PP) 1014.168 (254) 1086.733 (255) 72.565

Table 22: Paired sample t-test between Global and Local Toothpaste Brand Attributes

Items (Global vs Local) Mean Significance
Perceived Quality (Global) 4.28 0.000*
Perceived Quality (Local) 3.04
Country of Origin (Global) 3.24 0.000*
Country of Origin (Local) 2.69
Perceived Prestige (Global) 3.20 0.000*
Perceived Prestige (Local) 2.60
Emotional Value (Global) 4.27 0.000*
Emotional Value (Local) 3.01

Note: * p <0.001

Table 23: Summary of descriptive statistics and confirmatory factor analysis results of
ethnocentric tendencies of consumers

Ethnocentric scale Factor Mean
Loading

Indians should only buy Indian brands instead of imports 0.831 3.02

Only those products that are unavailable in India should be 0.791 3.11

imported

Buy India-made products. Keep Indians working 0.797 3.22

Indian products, first, last, and foremost 0.794 3.06

Purchasing foreign made products is non-Indian 0.828 2.87

A true Indian should always buy Indian-made products 0.825 2.96

Indians should not buy foreign products because it puts Indians 0.845 2.84

out of job

It is best to purchase Indian products 0.804 3.17

We should purchase products manufactured in India instead of 0.827 3.14

letting other countries get rich off us.

There should be very little trading of goods from other countries 0.794 3.08

unless out of necessity

Indians should not buy foreign products, because this hurts Indian 0.849 3.01

business and cause unemployment.

No imports should be allowed 0.830 2.80
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It may not be good but I prefer to support Indian products 0.807 3.17
Foreigners should not be allowed to sell their products in India 0.834 2.85
Foreign products into India should be taxed heavily 0.813 3.10
We should buy from foreign countries only those products that we | 0.808 3.14
cannot obtain within our own country

Indian consumers who buy foreign brands are putting Indians out 0.702 2.83
of work and unemployment

Table 24: Cross Tabulation for ethnocentric tendencies and publicly and privately
consumed necessity brands

Ethnocentrism Publicly consumed Chi Privately consumed Chi
necessity brands Square necessity brands Square
Global Local (Sig) Global Local (Sig)
Apparel Apparel Toothpaste | Toothpaste
Low 215 (53.8%) | 49 (33.8%) | .000* | 252 (49.1%) | 12 (37.5%) 202
Ethnocentrism
High 185 (46.2%) | 96 (66.2%) 261 (50.9%) | 20 (62.5%)

Ethnocentrism

Note: * p <0.001

Table 25: Cross Tabulation for gender and publicly and privately consumed necessity

brands
Publicly consumed necessity | Chi Privately consumed Chi
Gender brands Square necessity brands Square
Global Local (Sig) Global Local (Sig)
Apparel Apparel Toothpaste | Toothpaste
Male 159 (67.7%) | 76 (32.3%) | .008* | 217 (92.3%) | 18 (7.7%) 122
Female 241 (77.7%) | 69 (22.3%) 296 (95.5%) | 14 (4.5%)

Note: * p <0.001

Table 26:

Cross Tabulation for education and publicly and privately consumed

necessity brands

Publicly consumed necessity | Chi Privately consumed Chi

Education brands Square necessity brands Square
Global Local (Sig) Global Local (Sig)
Apparel Apparel Toothpaste | Toothpaste

High School 2 (100%) 0 (0%) .840 2 (100%) 0 (0%) 357

Intermediate 24 (80%) 6 (20%) 29 (96.7%) 1 (3.3%)

Graduate 175 (71.4%) | 70 (28.6%) 232 (94.7%) | 13 (5.3%)

Post Graduate | 187 (74.2%) | 65 (25.8%) 236 (93.7%) | 16 (6.3%)

Diploma 5 (71.4%) 2 (28.6%) 7 (100%) 0 (0%)

Others (Ph.D.) | 7 (77.8%) 2 (22.2%) 7 (77.8%) 2 (22.2%)
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Table 27. Publicly consumed necessity brands

N
Fit Fabric | Color | Design | Perceived | Country | Emotional | Interpersonal | Perceived | Brand
Quality | of origin | Value Influence Prestige | Loyalty

Age
Less than 20 years 70 4.04 2.84 3.09 2.94
21-30 years 453 4.39 3.29 3.50 2.87
31-40 years 22 411 2.89 2.89 3.07
F value 10.731 5.396 8.681 .566
p value .000** .005** .000** .568
Gender
Male 235 | 4.39 4.33 4.31 4.18 4.25 3.75 3.36 3.65 2.97
Female 310 | 4.56 4.48 4.51 4.44 4.40 3.75 3.47 3.73 2.82
F value 10.860 | 8.201 | 14.064 | 19.392 7.194 .001 1.707 915 3.472
p value .001** | .004** | .000** | .000** .008** 976 192 .339 .063
Education Level
Primary/High School 2 4.33 2.17 1.88
Secondary School 30 4.26 2.71 3.30
Graduate 245 4.25 3.04 3.59
Post Graduate 252 4.45 3.43 3.85
Diploma 7 3.90 3.52 3.93
Others (Ph.D.) 9 4.15 3.41 3.86
F value 3.176 4.555 4.720
p value .008** .000** .000**
Social Class
Middle Class 7 3.29
High Class 537 2.88
F value 1.216
p value 271
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Table 28: Privately consumed necessity brands

N
Taste | Sensitive | Teeth | Perceived | Country | Emotional | Interpersonal | Perceived | Brand
Tooth | White | Quality | of origin Value Influence Prestige | Loyalty

Age
Less than 20 years 70 4.04 2.83 2.59 3.58
21-30 years 453 4.34 2.71 2.55 4.02
31-40 years 22 3.76 2.73 2.75 3.24
F value 10.369 181 .330 15.699
p value .000** .834 .719 .000**
Gender
Male 235 4.13 4.14 2.66 2.54 3.86
Female 310 4.39 4.30 2.49 2.40 3.99
F value 16.344 6.488 3.224 1.939 2.710
p value .000** 011* .073 .164 100
Education Level
Primary/High School 2 3.17 2.33 2.12
Secondary School 30 4.30 3.57 2.78
Graduate 245 4.20 2.88 2.69
Post Graduate 252 4.37 2.47 2.20
Diploma 7 4.00 3.29 2.75
Others (Ph.D.) 9 4.33 2.67 2.39
F value 2.232 4.235 4.784
p value .050* .001** .000**
Social Class
Middle Class 7 4.14
High Class 537 3.93
F value .396
p value 530
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Table 29 : Hypotheses testing research objective 1

Hypothesis Statement Supported
(Yes/No)
H1A Perceived quality is an important factor affecting purchase of Yes
publicly consumed necessity brands.
Interpersonal influence is an important factor affecting purchase of Yes
publicly consumed necessity brands.
Perceived prestige is an important factor affecting purchase of Yes
publicly consumed necessity products.
Country of origin is an important factor affecting purchase of No
publicly consumed necessity brands.
H1B Convenience and availability are important factors affecting Yes
purchase of privately consumed necessity brands.
Emotional value is an important factor affecting purchase of Yes
privately consumed necessity brands.
Brand loyalty is an important factor affecting purchase of privately Yes
consumed necessity brands.
Table 30 : Hypotheses testing research objective 2
Hypothesis Statement Supported
(Yes/No)
H2A Publicly consumed necessity brands are judged higher on perceived No
prestige than privately consumed necessity brands
Publicly consumed necessity brands are perceived higher on country No
of origin effect than privately consumed necessity brands
Publicly consumed necessity brands are perceived higher on No
interpersonal influence than privately consumed necessity brands
H2B Privately consumed necessity brands are perceived higher on effect Yes
of brand loyalty than publicly consumed necessity brands.
Table 31: Hypotheses testing research objective 3
Hypothesis Statement Supported
(Yes/No)
H3 Global necessity brands are perceived higher on perceived quality Yes
by consumers than local necessity brands.
Global necessity brands are perceived higher on country of origin by Yes
consumers than local necessity brands.
Global necessity brands are perceived higher on emotional value by Yes
consumers than local necessity brands.
Global necessity brands are perceived higher on prestige by Yes

consumers than local necessity brands.
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Table 32: Hypotheses testing research objective 4

Hypothesis Statement Supported
(Yes/No)
H4A Consumers who score high in ethnocentrism give more importance No
to the purchase of local privately consumed necessity brands than
individuals who score low in ethnocentrism.
H4B Consumers who score low in ethnocentrism give more importance to Yes
the purchase of global publicly consumed necessity brands than
individuals who score high in ethnocentrism.
Table 33: Hypotheses testing research objective 5
Hypothesis Statement Supported
(Yes/No)
H5A Females are more susceptible to emotional value attachment while |  Partial
purchasing necessity brands.
Females are more susceptible to interpersonal influence while No
purchasing necessity brands.
Females have more preference for prestige brands than males while No
purchasing necessity brands
Females are more brand loyal than males while purchasing No
necessity brands
Males give more importance to perceived quality than females No
while purchasing necessity brands.
H5B Highly educated consumers give more importance to perceived Yes
quality of necessity brands than less educated consumers
Consumers with higher education are more aware of the country of Yes
origin cues for purchase of necessity brands.
Consumers with higher level of education are more likely to engage | Partial
in consumption of prestigious brands than consumers with lower
level of education.
Table 34: Hypotheses testing research objective 6
Hypothesis Statement Supported
(Yes/No)
H6 Males have higher purchase intention for global necessity brands | No
than local necessity brands.
Consumers with higher education are more likely to purchase | No

global necessity brands than local necessity brands.
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APPENDIX C

RETAILING QUESTIONNAIRE

The objective of the questionnaire is to understand consumer preference towards global and local brands.
The questions asked will give a comparative understanding of the factors influencing purchase of global
and local brands.

Informed consent

If you accept to answer the questions, we want to make sure that you understand that all the information
you give us will be kept anonymous. The information you will give us will not be associated to your name
in any of our work or in our further interviews with other people working in the marketing sector.

INSTRUCTIONS FOR COMPLETING THE QUESTIONNAIRE:

Please...
e Read the introductory paragraph before answering the questionnaire

e Be specific in your answers, in the sense that your responses are to focus on your preference towards
your clothing and toothpaste brands and answer the options accordingly.

e The Questionnaire displayed below is self-explanatory and will allow you to check your responses

depending upon the question.

Please check the appropriate number with your response for each question given in the table. The meaning
of each number is given at the top of the column of the table. Please be sure to answer all questions and
only select one answer per question.

Example:

1uenodwiun-¢
psp1dspun -g
juepiodwi-9
jueiodwil
yonw AIsA-/,

jueniodwil |e 18 10N-§

How important is the topic to you?

[EEN
N
w
N
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QL. Please tick mark below how important is clothing as a product for you?

1. Not at all important ]
2. Somewhat unimportant ]
3. Neutral ]
4. Somewhat important ]
5. Highly important 1

Q2. Which brand(s) of clothes do you buy for casual wears from the following list (check all that you shop
for clothing):

1. () Levis. 10. () John Parker

2. () Mufti 11. () Lee

3. () Wrangler 12. () Passport

4. () Peter England 13. () Allen Cooper

5. () Trigger 14. () Killer

6. () New Port 15. () Eva

7. () Denim 16. () Lawman

8. () Integriti 17. ()Other......oooiiiiiiiii e,
9. () Lifestyle

Q3. If you had to choose from the above listed clothing brands, which ones would you prefer to buy
From the above list, please write down your: 1. FIRST Preference of clothing brand

2. Second Preference of clothing brand
3. LEAST Preferred clothing Brand

Q4. From the above given list of brands, please write down the names of some local brands of clothes

available in your city

Q5. From the above given list of brands, please write down the names of some international brands of
clothes available in your city

Q6. PLEASE CIRCLE THE NUMBER BELOW that best describes how IMPORTANT OR NOT AT
ALL IMPORTANT are each of the following statements for you while purchasing your first preferred

casual clothing brand using the scale given below:

el O B Bl B 4
pd | 2|9 I
CASUAL CLOTHING BRAND S| 215|132 |=
~ s |28 |2 | <
QO > - S _—
- | 3 2|3
2ls| |58
S| 3 g |5
<8} o —+ —
> = o
—+ 1 =2
3 -+
“Made in.... ” label when purchasing this clothing brand 1 2 3| 4
Observing what your friends are buying to ensure that you are buying the 1 2 3|4
right clothing brand.
Having this clothing brand provide status/prestige in the society 1 2 3|14 1|5
Fitting of this clothing brand is excellent 1 2 31415
Fabric quality of this clothing brand is excellent 1 2 3|14 1|5
This clothing brand retains it colours 1 2 | 31415
Designs of this clothing brand are excellent 1 2 3|14 1|5
This clothing brand is very durable 1 2 31415
This clothing brand tends to be the one that you enjoy 1 2 3|14 1|5
Carefully looking to find the casual wears with the best value for money 1 2 | 31415
This clothing brand is easily available. 1 2 3|14 1|5
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CASUAL CLOTHING BRAND

1
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Not buying another clothing brand if this brand is unavailable.

Looking for the place of manufacture of this clothing brand

Seeking your friends’ advice regarding which clothing brands to buy

Having this clothing brand is a sign of prosperity

This clothing brand fits you well

Fabric of this clothing brand is comfortable to wear

Colour combination of this clothing brand is excellent

This clothing brand offers unique designs

This clothing brand is very reliable

This clothing brand tends to be the one that you feel comfortable using it.

Getting your money’s worth from this clothing brand you purchase

This clothing brand is available in the nearest shop.

This clothing brand is your first choice among competing clothing brands.

Awareness of the place of manufacture of this clothing brand

People around you encouraging you to purchase this clothing brand.

Having this clothing brand increases your respectability

This clothing brand is available in all size and fitting

Fabric of this clothing brand is quite elastic

Colours of this clothing brand are durable

Designs of this clothing brand are trendy

This clothing brand is of high quality

This clothing brand makes you feel good

The more this clothing brand will be preferred the higher will be its value

This clothing brand is available locally.

Buying the same clothing brand since last few years/months.

Achieving a sense of belonging by buying the same clothing brand as your friend.

Having this clothing brand influences other people’s perceptions of you.

This clothing brand is the one that you would feel relaxed about using

Achieving happiness by owning this clothing brand that most people cannot have.

Loyalty towards this clothing brand.

Gathering information from family about this clothing brand before you buy.

R R R R R R R R R R R R R R R R R R R R R R R R R R R R R R R
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Q7. Please tick mark below how important is toothpaste as a product for you?

6. Not at all important ]
7. Somewhat unimportant [ ]
8. Neutral ]
9. Somewhat important  []
10. Highly important 1

Q8. Which brand(s) of toothpaste do you buy for daily use from the following list (check all that you shop
for toothpaste):

1. () Colgate. 7. () Aguafresh

2. () Anchor 8. () Active

3. () Pepsodent 9. () Dabur Lal

4. () Ajanta 10. () Sensodyne

5. () Close Up 1 () Vicco Vajradanti

6. () Babool . ()Other ...

Q9. If you had to choose from the above listed toothpaste brands, which ones would you prefer to buy
From the above list, please write down your: 1. FIRST Preference of toothpaste brand

2. Second Preference of toothpaste brand
3. LEAST Preferred toothpaste Brand
Q10. From the above given list of brands, please write down the names of some local brands of toothpaste

available in your city
Q11. From the above given list of brands, please write down the names of some international brands of
toothpaste available in your city

Q12.PLEASE CIRCLE THE NUMBER BELOW that best describes how IMPORTANT OR NOT AT
ALL IMPORTANT are each of the following statements for you while purchasing your first preferred
toothpaste brand using the following scale:

R R R el 4
g 1812158
%) @ o | @ =
~ | = S
TOOTHPASTE BRAND 2 g—i 8 |3
21g| |58
S |3 ERE
<} o ~+ [

> | 3 o

~+ Q 0

2 —

“Made in.... ” label when purchasing this toothpaste brand 2 4

Observing what your friends are buying to ensure that you are buying the 1] 2 4

right toothpaste brand.

Having this toothpaste brand provide status/prestige in the society 112 (3|45
This toothpaste brand tastes good. 1123|415
This toothpaste brand contains fluoride to fight tooth decay 1123|465
This toothpaste brand helps to keep your teeth white. 1123|415
This toothpaste brand is of high quality 11213 ]41]5
This toothpaste brand tends to be the one that you enjoy 1123|415
Carefully looking to find the toothpaste brand with the best value for money 11213415
This toothpaste brand is easily available. 1123|465
Not buying another toothpaste brand if this brand is unavailable. 11213 ]4]5
Looking for the place of manufacture of this toothpaste brand 1123|415
Seeking your friends’ advice regarding which toothpaste brands to buy 1123|415

92



TOOTHPASTE BRAND

1

jueniodwy |e 1e 10N

-C

-€

[edInaN

n%

jueniodw| Jeymawos

-G

ueniodw | AjybiH

Having this toothpaste brand is a sign of prosperity

This toothpaste brand has refreshing taste

This toothpaste brand protects your teeth from cavities

This toothpaste brand helps to make your teeth shiny

This toothpaste brand is highly durable

This toothpaste brand tends to be the one that you feel comfortable using it.

Getting your money’s worth from this toothpaste brand you purchase

This toothpaste brand is available in the nearest shop.

This toothpaste brand is your first choice among competing toothpaste
brands.
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Awareness of the place of manufacture of this toothpaste brand

People around you encouraging you to purchase this toothpaste brand.

Having this toothpaste brand increases your respectability

This toothpaste brand has a pleasant taste

This toothpaste brand protects your gums

This toothpaste brand has teeth whitening capacity

This toothpaste brand is very reliable

This toothpaste brand makes you feel good

The more this toothpaste brand will be preferred the higher will be its value

This toothpaste brand is available locally.

Buying the same toothpaste brand since last few years/months.

Achieving a sense of belonging by buying the same toothpaste brand as your
friend.
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Having this toothpaste brand influences other people’s perceptions of you.

This toothpaste brand leaves your teeth healthy

This toothpaste brand is the one that you would feel relaxed about using

N I

N N NN

Achieving happiness by owning this toothpaste brand that most people cannot
have.
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Loyalty towards this toothpaste brand.

=

N

SN

Gathering information from family about this toothpaste brand before you buy.

This toothpaste brand reduces plaque
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Q13. Now suppose you are given both
International and local casual clothing brand to
rate on the following set of statements given
below. PLEASE CIRCLE THE NUMBER
BELOW that best describes how much you

INTERNATIONAL
CLOTHING BRAND
(LEVIS)

LOCAL
CLOTHING BRAND

AGREE OR DISAGREE with each of the O R R
following statements while purchasing 219 |z |2 |2 wlolz|>» |9
International and Local Clothing brandsby |8 | & | £ |3 |9 s g2 |2 |8 |3
assuming the examples given below. :3 ‘% s | ® :3 2 |9 5_) 8 |2
EXAMPLE -INTERNATIONAL CLOTHING o > < |@ “)<>
BRAND (L evis) g < Q
EXAMPLE-LOCAL CLOTHING BRAND (Any Q 3 3
local jeans brand) &

Fitting of this clothing brand is excellent 1| 2 31415 1123|465
Fabric quality of this clothing brand is excellent | 1 | 2 3 4 |5 112]3]|4
Colour combination of this clothing brand is 1| 2 31415 1123|465

excellent

Designs of this clothing brand are excellent

[N
()
w
N
ol

This clothing brand is very durable

Looking for “Made in.... ” label when
purchasing this clothing brand

This clothing brand tends to be the one that you
enjoy

Having this clothing brand provide
status/prestige in the society

This clothing brand fits you well 1| 2 4 |5 1123|465
Fabric of this clothing brand is comfortable to 1| 2 31415 112 4
wear

This clothing brand retains it colours 1| 2 31415 1123 |4]5
This clothing brand offers unique designs 1| 2 31415 1123|465
This clothing brand is very reliable 1| 2 31415 1123 |4]5
Looking for the place of manufacture of this 1| 2 31415 1123|465

clothing brand

This clothing brand tends to be the one that you
feel comfortable using it.

Having this clothing brand is a sign of
prosperity

This clothing brand is available in all size and
fitting

Fabric of this clothing brand is quite elastic 1| 2 31415 1123|465
Colours of this clothing brand are durable 112 |3 |45 112 (3]41|5
Designs of this clothing brand are trendy 1| 2 31415 1123|465
This clothing brand is of high quality 1] 2 31415 1123 ]4]5
Awareness of the place of manufacture of this 1| 2 31415 1123|465
clothing brand

This clothing brand makes you feel good 1] 2 3|14 1|5 1|2 4
Having this clothing brand increases your 1| 2 4 |5 1123|465

respectability

This clothing brand is the one that you would feel
relaxed about using

Having this clothing brand influences other
people’s perceptions of you.
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Q14. Now suppose you are given both INTERNATIONAL LOCAL

International and L_ocal toothpaste brands to TOOTHPASTE TOOTHPASTE

rate on the following set of statements given

below. PLEASE CIRCLE THE NUMBER BRAND BRAND

BELOW that best describes how much you = o 1w 1= o
AGREE OR DISAGREE with each of the AN o I el & I A N R

following statements while purchasing wlolz|> v ® ||z |>» |«
International and Local toothpaste brand by |5 g |2 || 5 s |8 |2 ‘,9; o
assuming the examples given below. a |5 S 1% |3 a3 (2 |° |&
EXAMPLE- INTERNATIONAL BRAND S|® N S |° N
(Colgate, Pepsodent, Sensodyne, Close Up, @ = & =
Aguafresh) ; LOCAL BRAND (Dabur Lal, Li-’: 3 Q @
Babool, Anchor, Ajanta,Vicco Vajradanti) ® 3

This toothpaste brand is of high quality 1] 2 31415 1123 ]4]5
This toothpaste brand tends to be the one that 1| 2 3| 4 112|3|4]5
you enjoy

This toothpaste brand tastes good. 1| 2 31415 1123|465
Looking for “Made in.... ” label when 1| 2 31415 1123 |4]5
purchasing this toothpaste brand

This toothpaste brand helps to keep your teeth 1| 2 31415 112|3|4]5
white.

This toothpaste brand contains fluoride to fight 1| 2 31415 1123|465
tooth decay

Having this toothpaste brand provide 1| 2 31415 112|3|4]5
status/prestige in the society

This toothpaste brand is highly durable 1| 2 31415 112|3|4]5
This toothpaste brand tends to be the one that 1] 2 31415 112|13]4]5
you feel comfortable using it.

This toothpaste brand has refreshing taste 1] 2 31415 112131415
Looking for the place of manufacture of this 1| 2 31415 1123|465
toothpaste brand

This toothpaste brand helps to make your teeth 1| 2 31415 1123|465
shiny

This toothpaste brand protects your teeth from 1| 2 31415 1123 |4]5
cavities

This toothpaste brand is very reliable 1] 2 3|14 1|5 112131415
This toothpaste brand makes you feel good 1| 2 31415 1123|465
This toothpaste brand has a pleasant taste 1| 2 31415 1123 |4]5
Awareness of the place of manufacture of this 1| 2 31415 1123|465
toothpaste brand

This toothpaste brand has teeth whitening 112 |3 |45 112 (3]41|5
capacity

This toothpaste brand protects your gums 1] 2 3|14 1|5 112131415
Having this toothpaste brand is a sign of 1] 2 31415 11213 ]4]5
prosperity

This toothpaste brand is the one that youwould | 1 | 2 3|14 1|5 112131415
feel relaxed about using

This toothpaste brand leaves your teeth healthy | 1 | 2 3|14 1|5 112131415
Having this toothpaste brand increases your 1] 2 31415 11213 ]4]5
respectability

This toothpaste brand reduces plaque 1| 2 31415 1123|465
Having this toothpaste brand influences other 1] 2 31415 11213 ]4]5
people’s perceptions of you.
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Q15. Please CIRCLE THE NUMBER BELOW that best describes how much
you AGREE OR DISAGREE with each of the following statements, using the

following scale:

T
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9010y AjBuons

Indians should only buy Indian brands instead of imports

Only those products that are unavailable in India should be imported

Buy India-made products. Keep Indians working

Indian products, first, last, and foremost

Purchasing foreign made products is non-Indian

A true Indian should always buy Indian-made products

Indians should not buy foreign products because it puts Indians out of job

It is best to purchase Indian products

We should purchase products manufactured in India instead of letting other
countries get rich off us.

| k| k| k| k| k| k| ~| ]| 231Besig ABuons
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There should be very little trading of goods from other countries unless out of
necessity

Indians should not buy foreign products, because this hurts Indian business and
cause unemployment.

No imports should be allowed

It may not be good but I prefer to support Indian products

Foreigners should not be allowed to sell their products in India

Foreign products into India should be taxed heavily

We should buy from foreign countries only those products that we cannot obtain
within our own country

R

N N N NN

wW| Wl W wl w

EEN I~ B SN N SN N
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Indian consumers who buy foreign brands are putting Indians out of work and
unemployment
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General Information about you

Q16. Gender 1. Male [] 2. Female []
Q17.Marital Status 1. Married [] 2.Single []
Q18. Age 1. Less than 20 years ]

2. Between 21-30 years  []
3. Between 31-40 years  []

Q19. Education level 1. llliterate ] 5. Post Graduate ~ []
2. Primary/Junior High School [ ] 6. Diploma ]
3. Secondary/High School ] 7. Others (mention)......
4. Graduate ]

Q20. Please tick mark the items that you have access at home (where your parents live)

1. Electricity connection ] 6. Personal Computer/Laptop [_]
2. Ceiling Fan ] 7. Car/Jeep/Van ]
3. LPG Stove ] 8. Air conditioner ]
4. Two Wheeler ] 9. Washing Machine ]
5. Colour TV ] 10. Refrigerator ]

THANK YOU VERY MUCH FOR YOUR CO-OPERATION!!!
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DICHIARO
di essere a conoscenza:

1) del fatto che in caso di dichiarazioni mendaci, oltre alle sanzioni previste dal codice
penale e dalle Leggi speciali per I’ipotesi di falsita in atti ed uso di atti falsi, decado fin
dall’inizio e senza necessita di nessuna formalita dai benefici conseguenti al provvedimento
emanato sulla base di tali dichiarazioni;

2) dell’obbligo per 1’Universita di provvedere, per via telematica, al deposito di legge
delle tesi di dottorato presso le Biblioteche Nazionali Centrali di Roma e di Firenze
al fine di assicurarne la conservazione e la consultabilita da parte di terzi;

3) che I’Universita si riserva i diritti di riproduzione per scopi didattici, con citazione della
fonte;

4) del fatto che il testo integrale della tesi di dottorato di cui alla presente dichiarazione viene
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6) del fatto che la copia della tesi in formato elettronico depositato nell’ Archivio Istituzionale
ad Accesso Aperto e del tutto corrispondente alla tesi in formato cartaceo, controfirmata dal
tutor, consegnata presso la segreteria didattica del dipartimento di riferimento del corso di
dottorato ai fini del deposito presso I’Archivio di Ateneo, e che di conseguenza va
esclusa qualsiasi responsabilita dell’Ateneo stesso per quanto riguarda eventuali errori,
imprecisioni 0 omissioni nei contenuti della tesi;
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- la riproduzione a fini personali e di ricerca, escludendo ogni utilizzo di carattere
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Estratto per riassunto della tesi di dottorato

L’estratto (max. 1000 battute) deve essere redatto sia in lingua italiana che in lingua inglese e nella lingua
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Studente: Aditi Vidyarthi Matricola: 955708
Dottorato: Economia Aziendale
Ciclo: XXV
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Abstract:

Contesto di ricerca: | prodotti di prima necessita hanno ottenuto l'attenzione nella ricerca di mercato a
causa del declino della crescita delle loro vendite in India. Ad oggi, esiste poca ricerca che esplori
complessivamente i motivi che influenzano I'acquisto delle marche di beni di prima necessita nei paesi in via
di sviluppo. Iniziando dalla teoria della classificazione del prodotto basata sulla visibilita sociale, questa
ricerca si focalizza sul consumo pubblico e privato delle marche di beni prima necessita in India. L'obiettivo
della ricerca e quello di esaminare i fattori che influiscono sull'acquisto delle marche di beni di prima
necessita: I'influenza del marchio, i fattori etnocentriche e diverse caratteristiche personali, come le variabili
demografiche dei consumatori che ne condizionano I'acquisto.

Metodologia e risultati: | dati per lo studio sono stati raccolti attraverso indagini condotte tra gli studenti
provenienti da diverse universita e principali istituti in India. L'analisi fattoriale confermativa é stata
utilizzata per testare la validita e I'affidabilita delle voci del questionario. Per esplorare fattori importanti che
riguardano l'acquisto di marche di beni di prima necessita ¢ stata utilizzata 1’analisi della varianza
(ANOVA). L’analisi ANOVA viene inoltre utilizzata per esaminare l'influenza delle variabili demografiche
su questi fattori. 1l Paired Sample T-Test e stato utilizzato per la valutazione comparativa dei fattori che
influenzano l'acquisto di marche di beni di prima necessita in modo diverso tra pubblico e privato e tra
acquisto globale e locale. Il Chi-Square Test & stato utilizzato per testare l'influenza dell’orientamento
etnocentrico dei consumatori e I'influenza delle variabili demografiche che influiscono sull'acquisto globale
e locale delle marche di beni di prima necessita. Questo studio mette in evidenza diversi effetti significativi e
relazioni importanti nel comportamento dei consumatori nel marketing dei prodotti di prima necessita.

I nostri risultati empirici mostrano che la qualita percepita, il valore emotivo, il prestigio percepito e
I’influenza interpersonale sono importanti fattori che influenzano I'acquisto delle marche di beni di prima
necessita consumate pubblicamente. | fattori percepiti per le marche di beni di prima necessita consumate in
privato sono: qualita, valore emotivo, convenienza, disponibilita e fedelta alla marca. Un'analisi comparativa
dei fattori che influenzano le marche di beni di prima necessita consumate pubblicamente e privatamente
mostra che l'influenza sociale ha un forte impatto sull'acquisto di marche di beni di prima necessita
consumate pubblicamente, mentre la fedelta alla marca ha una maggiore importanza per quelle consumate in
privato.

I risultati rivelano inoltre che le marche globali di beni di prima necessita sono preferite a causa della qualita
percepita, del paese di origine, del valore emotivo e prestigio percepito. Lo studio dimostra che I'ideologia
etnocentrica dei consumatori ha piu impatto sull'acquisto di marche di beni di prima necessita consumate
pubblicamente che sull’acquisto di quelle consumate in privato. Per quanto riguarda le variabili
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demografiche, c'e un effetto significativo del sesso sulla qualita percepita e valore emotivo legato
all'acquisto delle marche di beni di prima necessita consumate in privato.

Il livello di istruzione dei consumatori gioca un ruolo significativo nell’influenzare la qualita percepita, il
paese di origine e I’effetto di prestigio percepito del marchio, sia per le marche di beni di prima necessita
consumante in pubblico che in privato. Nella decisione tra la scelta di marche globali o locali, le donne
preferiscono per le marche di beni di prima necessita globali per i beni consumati pubblicamente.

Implicazioni manageriali dei risultati dello studio: I risultati sono utili per le aziende coinvolte nella
marketing dei prodotti di beni di prima necessita consumati in pubblico e in privato al fine di comprendere
quali fattori necessitino maggiormente d’attenzione nella promozione delle loro marche nel mercato indiano.
Lo studio puo anche incentivare ulteriori ricerche in un ambito poco analizzato quale lo studio delle marche
dei beni di prima necessita che ha visto, durante il periodo post recessione, un calo nella crescita delle
vendite.

Parole chiave: marche di prima necessita, pubblico vs privato, globale vs locale, tendenza etnocentrica,
demografia, comportamento dei consumatori
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