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ETHNOCENTRISM AND ANIMOSITY IN CONSUMER BEHAVIOR IN BOSNIA AND
HERZEGOVINA AND IMPLICATIONS FOR COMPANIES

ABSTRACT

This study attempts to examine ethnocentrism
of BiH consumers, animosity tendencies, and
consumers' notions of products originating
from two neighboring countries – Croatia and
Slovenia. The aim is to expose the causal
relation between the expression of an
individual's animosity, her/his understanding
of neighboring countries' image, and her/his
degree of ethnocentrism. Klein, Ettenson and
Morris (1998) argued that animosity (one of
COI – Country of Origin Image aspects) affects
consumer behavior, but not the assessment of
products originating from this country. This
study seeks to examine this argument. The
regression analysis confirmed this assumption
on a sample of 300 BiH consumers. Additionally
one marketing scale and one psychological
scale were used: one for measuring consumer
ethnocentrism, and the other for measuring
country of origin image. This study used the
method of mall intercepts – intercepting
customers in large shopping malls. Data was
processed using ACNOVA, Cronbach alpha and
hierarchical regression analysis.
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1. INTRODUCTION
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2. CONSUMER ANIMOSITY

2.1. General considerations
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2.2. Theoretical assumptions of animosity

2.3. Link between animosity and
ethnocentrism
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2.4. Scale for measuring ethnocentrism –
CETSCALE
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2.5. Parameswaran and Pisharodi scale for
measuring – COI

3. RESEARCH

Galenika
Pliva Jelen Karlova ko
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Mostar Banja Luka Sample
Number of respondents

Sex

Age

Education

Employment
status

Household
Income

Marital
status

Nationality

Total
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4. ANALYSIS AND DISCUSSION OF
RESEARCH FINDINGS

Statement
Item factor
loadings

General Impression of Country 1 Croatia (cognition and affect) GCA 1 – CRO

Croatia citizens are friendly and likeable.

Croatia citizens are artistic and creative.

Croatia citizens are well educated

Croatia citizens are hard working.

Croatia citizens are technically educated.

Croatia citizens achieve high standards.

Croatia citizens are increasing the standard of living.

Croatia citizens have technical skills.

Croatia actively participates in international deals.

General Impression of Country 2 Croatia (perceived similarities) GCA 2 – CRO

Croatia has similar political views as BiH

Croatia is economically similar to BiH

Croatia is culturally similar to BiH

General Impression of Country 1 Serbia (cognition and affect) GCA 1 – SER

Serbia citizens are friendly and likeable.

Serbia citizens are artistic and creative.

Serbia citizens are well educated

Serbia citizens are hard working.

Serbia citizens are technically educated.
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Serbia citizens achieve high standards.

Serbia citizens are increasing the standard of living.

Serbia citizens have technical skills.

Serbia actively participates in international deals.

General Impression of Country 2 Serbia (perceived similarities) GCA 2 – SER

Serbia has similar political views as BiH

Serbia is economically similar to BiH

Serbia is culturally similar to BiH

Scale

Composite
Scores

(standard
error)

Mean
Difference

Reliability

a)
Bosnjaks

b)
Croats

c)
Serbs

d)
Others

a – b a c a d b c b d c d

GCA1 CRO

GCA2 CRO

GCA1 SER

GCA2 SER

GPA1 CRO

GPA2 CRO

GPA3 CRO

GPA1 SER

GPA2 SER

GPA3 SER

SPA1 CRO
PL

SPA 1 SER
GA
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ETHNOCENTRISM
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Karlova ko
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Galenika Jelen

Jelen Galenika

Jelen

5. CONCLUSION
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6. LIMITATIONS

7. MANAGERIAL IMPLICATIONS

8. RECOMMENDATIONS FOR FURTHER
RESEARCH



///

///

REFERENCES

Multiple regression

Journal
of Marketing Research

Journal of
Consumer Marketing

Groups, leadership and men

International
Marketing Review,

Journal of
Consumer Research

Journal of International Business Studies,

Explorations in Cognitive Dissonance

Marketing Intelligence and Planning,

Akademija MM

Revista Europea de Direccion
Economia de la Empresa,

A Theory of Cognitive
Dissonance

Anti Japanese triangle
of East Asia

Journal of
Marketing

Social
Identifications: A Social Psychology of



///

///

Intergroup Relations and Group Processes,

Psychological Record

Asia
Pacific Journal of Marketing and Logistics

Hitotsubashi
Review of Commerce and Management

European
Journal of Marketing

Divided
by Color: Racial Politics and Democratic
Ideals,

Journal of
Marketing,

Journal of International
Consumer Marketing

Journal of
International Business Studies,

Euro
pean Journal of Marketing

International
Journal of Psychology

Ethnocentrism, Theories of Conflict, Ethnic
Attitudes and Group Behaviour

European
Journal of Marketing

European Journal of Marketing

Interna
tional Journal of Advertising



///

///

Journal of Marketing
Research, 2

International Journal of Research
in Marketing

Psychometric Theory

Journal of Marketing

Dimensions of International
Business

Journal of
International Business Studies

Journal of
Advertising

Journal of Consumer Research

International Marketing Review

International Journal
of Research in Marketing

Journal
of Marketing Research

Psychology
& Marketing,

Journal of Empirical
Generalization in Marketing Science

Journal of
International Marketing

Annual Review of Psychology

Folkways: The
Sociological Importance of Usages,
Manners, Customs, Mores and Morals



///

///

Psychology of Intergroup
Relations

Journal of the Academy
of Marketing Science,

Corporate Communi
cations: An International Journal

An Attributional Theory
of Motivation and Emotion

Journal of Marketing
Research

Advances in
International Marketing

Yevas

Internatio
nal Journal of Advertising


