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Abstract 
The aim of the paper is to divide cattle breeders in groups regarding their preference 
towards domestic or foreign industrial feed, to determine importance of some charac-
teristics when buying feed and to determine impact of sociodemographic character-
istics on cattle breeders preferences towards domestic or foreign industrial feed. Fur-
thermore, the goal is to determine knowledge about industrial feed market in Poland 
among cattle breeders and the impact of sociodemographic characteristics and prefer-
ence towards domestic or foreign industrial feed on their knowledge. The main source 
of data used was primary information from the authors’ own study (PAPI method, 
200 cattle breeders). Based on the conducted research, it can be concluded that the ma-
jority of cattle breeders on the Polish market has the medium level of ethnocentricity 
(47%). Another group consists of purchasers declaring the high level of ethnocentrism. 
The purchasers with the low level of ethnocentricity are the smallest group. When 
choosing feed suppliers, farmers usually take the price, good location, and favorable 
payment terms into account. The level of ethnocentrism depend on age and education 
of the purchasers. They were the most common among people with a basic vocational 
education and breeders over 55 years old. No statistical correlation between the eth-
nocentrism level and the gender of the respondents was found. Cattle breeders believe 
that feed from foreign companies is more innovative, accessible, and is of better quality. 
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1 Introduction
The industrial feed market is one of the most dynamically developing production 
means markets in Poland. According to the Central Statistical Office of Poland, 
the 2016 industrial feed production amounted to 10.9 million tonnes compared 
to 9.3 million tonnes in 2015. The sales amounted to 9.80 million tonnes com-
pared to 9.12 million tonnes in the previous year. The production of industrial 
feed for poultry grew by 10%, for pig – by 6%, and for cattle – by 1%. The quantita-
tive structure of industrial feeds for cattle was dominated by complementary feed 
compounds (89%). The percentage share of milk replacers was 5% and mineral 
feed compounds - 4%. The proportion of complete feed compounds was 2%, and 
premixtures (calculated per 1%) - 1.5% (GUS, 2017). 

In 2016, the economic and financial of companies obliged to produce finan-
cial statements improved compared to previous years. Due to the low prices of 
raw materials for feed, profitability indicators and generated profits were high 
throughout the 2016/2017 season (Rynek pasz, 2017).

The industrial feed market in Poland is highly concentrated. The leaders on 
the analyzed market of agricultural production means are: Cargill, De Heus, Sano 
and Wipasz (Rynkometr, 2018). It is characterised by a continuously changing 
structure of supply. Foreign feed companies intensify their marketing activities in 
Poland and those already operating are subject to diverse transformations. The ef-
fect of the process of internationalisation of the feed sector is the increase of com-
petitiveness between national and foreign companies (Piwowar, 2013; Ploplis, 
2017; Rynek pasz, 2017). Competition in such a dynamic and internationalised 
environment requires understanding diverse attitudes of purchasers towards na-
tional and foreign feed companies. The preferences towards domestic or foreign 
products offered on the market often have a significant impact on their purchase 
decisions and, in consequence, on the success of a given institution. These pref-
erences continuously change over time. (Hat and Smyczek, 2016; Guo & Zhou, 
2017; Michailova et al., 2017).

The preferences towards domestic or foreign industrial feed on the industrial 
feed market are still not researched. Researchers have been focusing mostly on 
consumer goods (Godey et al., 2012; Claret et al., 2012; Lee et al., 2013, Lagerkvist 
et al., 2014) and services market (Lin & Chen, 2006; Chaney & Gamble, 2008; 
Ferguson et al., 2008). The market of production means, including the industrial 
feed market, its meaning and specificity, which often needs a separate marketing 
approach, has not been discussed much. It is due mostly to a smaller number of 
entities on this market, lower number of transactions, and different trade in goods 
structure (prevalence of direct trade) (Wojciechowski, 2003).
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Thus, the aim of the paper is to divide cattle breeders in groups regarding their 
preference towards domestic or foreign industrial feed, to determine importance 
of some characteristics when buying feed and to determine impact of sociodemo-
graphic characteristics on cattle breeders preferences towards domestic or foreign 
industrial feed. Furthermore, the goal is to determine knowledge about industrial 
feed market in Poland among cattle breeders and the impact of sociodemograph-
ic characteristics and preference towards domestic or foreign industrial feed on 
their knowledge. Apart from their cognitive dimension, the information obtained 
may be used to design marketing actions in feed businesses effectively and reduce 
the vulnerability of their position on the Polish feed market.

2 Data and Methods
The main source of data used was primary information from authors’ own study. 
The research was conducted in 2017 using the PAPI method on a group of 200 
cattle breeders from the Małopolska Province. In 2013, the number of bovine 
holdings in the analyzed province was 42,200 (Urząd Statystyczny, 2014). Pur-
posive sampling was used. To estimate the minimal sample size, the following 
formula was used (Szreder, 2004): 

 z
x x

x x
=

− min

max − minij
ij i ij

i ij i ij

 

where: N – population size,
d – statistical error,
zα/2 – the value of random variable Z of normal standard distribution. 

The maximal value of the statistical error of the result was assumed as 5%. 
The necessary minimal sample size was determined as 101 persons. 210 breeders 
participated in the study. After excluding inconsistent and incorrectly filled ques-
tionnaires, data from 200 questionnaires was further analyzed.

The questionnaire was divided into two parts and consisted of 21 questions in 
total. Most of the questions were closed, only two were open. The first part con-
tained questions regarding observable elements of the consumers’ ethnocentrism 
on the industrial feed market (cognitive, affective, and behavioral components). 
To measure the level of ethnocentrism, was used the CETSCALE. The minimum 
possible score was 17 points, maximum of 119. Three, roughly equal length levels 
of ethnocentrism of respondents have been established: low (17-51 points), me-
dium (52-85 points) and high ethnocentricity (86-119 points). The second part 
contained sociodemographic variables of respondents.
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30% of the respondents were women and 70% were men. Only adult persons 
(over 18 years of age) participated in the study. Over 50% of the respondents 
were between 18 and 35 years old. The high share of young farmers in the sample 
results that they were more willing to participate in research. The two remaining 
groups of participants were middle-aged (23%) and elderly (23%). The majority 
of the studied group declared secondary education. Persons with basic vocational 
education constituted 25% of the studied group. The remaining respondents de-
clared tertiary education. 

Distinguishing the criteria based on which a person is likely to consider a giv-
en product/brand domestic or foreign is an important issue. In case of the indus-
trial feed market, the correct criterion is the country of origin of the dominant 
share of equity capital (Figiel, 2004).

Two groups of factors have a direct impact on the level of consumers’ eth-
nocentrism: psychosocial (patriotism, conservatism, individualism, etc.) and de-
mographical (age, gender, education, place of residence). Selected demographical 
factors were included in the study. Based on the literature, it was assumed that 
the results obtained so far within the psychosocial determinants were coherent 
and uniform (Figiel, 2004), so there is no need to take them into consideration. 
However, it is worth remembering that the behaviors of purchasers on the market 
change over time, so these factors should be included in future research. 

The statistical analysis of the studied material encompassed aggregate statisti-
cal indicators as well as the non-parametric test „chi square” (χ2) allowing for an 
assessment of the significance of relationship between variables if at least one of 
them is non-measurable. All hypotheses were verified on the significance level α 
= 0.05. 

Apart from the primary sources they also used secondary sources which en-
compassed both domestic as well as foreign literature. Results of studies were pre-
sented in a descriptive, tabular and graphic form.

3 Results and Discussion
The conducted research shows (Figure 1) that almost 40% of cattle breeders con-
sciously choose feed manufactured by companies with the prevalence of Polish 
capital (the high ethnocentricity). Almost every second respondent had the me-
dium level of ethnocentricity. 15% of the participants declared that they prefer 
foreign companies’ feeds (the low level of ethnocentricity). 
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Figure 1 Levels of ethnocentrism of respondents (%)

 Source: Own research, n = 200.

Breeders with the medium level of ethnocentricity pointed to a range of dif-
ferent factors they take into account when buying feed. The most important, de-
cisive one was low price (31% of answers). The research results are consistent 
with the results obtained by other researchers (Staszczak, 2014; Bórawski, 2016). 
Good location of the point of sale was also important (22%). The respondents also 
mentioned favorable payment terms (sale in instalments and deferred payment 
term), as well as the availability of other products needed in an agricultural hold-
ing in the point of sales (13% each). Feed availability was also an important factor 
(11%), indicated mostly by dairy cattle breeders. Only fixed and balanced feed 
composition guarantees the high productivity of dairy cattle. All, in particular 
sudden changes in feed rations may lead to metabolic diseases, and a decrease in 
productivity and milk quality. Every tenth respondent indicated the possibility of 
the direct delivery of the feed to the holding included in the price. It would allow 
the farmers to save time and reduce transport costs (Seremak-Bulge et al., 2015).

As mentioned above, 15% of breeders buy feed manufactured by companies 
in which foreign capital prevails. In their opinion, this feed is of better quality 
(54%) than Polish companies’ products, but are more expensive (46%). The ob-
tained results confirm the results of other research (Pietrzko, 2017). Almost 40% 
of the respondents believe that products used in cattle nutrition manufactured 
by foreign companies are more innovative than the Polish ones. One in four par-
ticipants said that there were no problems with the purchase or timely delivery 
of feed from foreign companies, whereas such issues were not uncommon in the 
case of Polish manufacturers. Every twelfth breeder stated that foreign feed is of-
ten cheaper than Polish feed.

Preferences towards domestic or foreign industrial feed is determined by mul-
tiple factors, one of which is gender (Szromnik & Wolanin-Jarosz, 2013; Schnettler 
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et al., 2017). The high level of ethnocentricity were presented by men and women 
equally (χ2=2.3; df=2). Research shows that for 33% of women the fact that the 
manufacturer is a Polish company plays a decisive role and for men the result was 
only 3 pp lower (Table 1). The segment of low ethnocentricity is primarily made 
up of men (60%). These results are consistent with those of earlier studies (Gar-
cia-Gallego & Chamorro Mera, 2015).

Table 1 Respondents’ level of ethnocentricity by gender, age and education (%)

Specification
Respondents’ level of ethnocentricity

Total
High Medium Low

Gender
Women 33 51 16 100%

Men 30 60 10 100%

Age
18-35 years 31 42 25 100%
36-55 years 30 54 16 100%

>55 60 24 16 100%

Education
Vocational 50 34 16 100%
Secondary 40 44 16 100%
University 32 55 13 100%

Source: Own research, n = 200.

The statistical analysis conducted shows that the factor determining the level 
of ethnocentrism among breeders on the industrial feed market is age (χ2 = 83.4; 
df=2). The highest level of ethnocentrism was observed in the oldest respond-
ents. Two in three people in this group declared that they consciously choose feed 
manufactured by Polish companies. The lowest level of ethnocentrism was noted 
in the youngest group. The respondents from this age group chose feed from for-
eign manufacturers most often in comparison with other groups. The research 
results are consistent with the results obtained by other researchers and demon-
strate that the level of ethnocentrism increases with age (Watson & Wright 2000, 
Javalgi et al., 2005; Shankarmahesh, 2006; Rašković et al., 2016). 

Another factor determining the level of ethnocentrism is education. Accord-
ing to the research, people with basic vocational education were the most ethno-
centric (χ2=36.3; df=4). Every second respondent from this group bought feed 
from Polish manufacturers. The share of persons with a secondary education rep-
resenting the high level of ethnocentricity was 10 pp lower than in the case of 
respondents with a basic vocational education. People who completed a higher 
education were the least likely to pay attention to whether the feed manufacturer 
is a Polish or foreign company. The obtained results confirm the results of other 
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research identifying the factors determining the level of ethnocentrism, which 
shows that the ethnocentrism level decreases with the increase of purchasers’ ed-
ucation level (Sharma et al., 1995; Luque et al., 2004; Matysik-Pejas, 2009; Gar-
cia-Gallego & Chamorro Mera, 2015). 

An important issue in the process of identifying of ethnocentrism level is 
the perception of a feed manufacturer as a Polish or foreign company. Given the 
continuous changes and fusions on the industrial feed market, it is difficult for 
an ordinary purchaser to distinguish between Polish and foreign companies. In 
the study, the breeders were asked to indicate Polish and foreign companies in 
a group of industrial feed manufacturers. They identified the companies in terms 
of prevailing capital without difficulties. The recognisability of the two largest Pol-
ish feed manufacturers was 92% (Ekoplon SA) and 70% (Wipasz SA) The recog-
nisability of foreign feed companies was also high (Cargill — 92%, Sano — 92%, 
Josera — 85%). The respondents had a problem with recognising two Polish com-
panies: Dolfos — 61%, and Golpasz — 53%). 

The level of feed manufacturer recognisability in terms of capital owner is de-
termined by multiple factors. One of them is the gender of purchasers (χ2=78.7; 
df=2). Men were characterized by a significantly higher level of knowledge on the 
subject. 60% of them identified all the feed brands correctly, whereas only 20% of 
the women were able to do so (Table 2). Taking the age of breeders into account, 
it can be stated that respondents over 35 years of age were the best in identifying 
brands (χ2=90.2; df=4). The level of actual recognisability also grew with the level 
of education of the respondents (χ2=94.2; df=4). A vast majority of respondents 
who completed a higher education was characterized by a high degree of brand 
identification (80%). In breeders with a secondary education the level was 40% 
and in breeders with basic vocational education — only 25%.

Table 2 Level of the actual recognisability by gender, age and education (%)

Specification
Level of the actual recognisability

Total
Low Medium High

Gender
Women 25 55 20 100%

Men 15 25 60 100%

Age
18-35 years 16 39 45 100%
36-55 years 16 24 60 100%

>55 16 39 45 100%
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Specification
Level of the actual recognisability

Total
Low Medium High

Education
Vocational 15 60 25 100%
Secondary 15 45 40 100%
University 15 5 80 100%

Source: Own research, n = 200.

According to B. Sternquist and S. McLain (1991), when characterizing ethno-
centrism, the relation between the intensiveness of ethnocentrism and purchas-
ers’ awareness of the actual origins of products is of significance. Often, despite 
their ethnocentric tendencies, purchasers are not aware of the country of origin 
of the purchased products. The awareness of the origin of the product is necessary 
in order to choose a domestic product consciously, so the phenomenon explains 
the discrepancies between the declarations and actual behaviour on the market. 

Table 3  Level of the actual recognisability of the country of origin of feed com-
panies in terms of kinds of respondents’ level of ethnocentricity (%)

Respondents’ level of 
ethnocentricity

Level of the actual recognisability
Total

Low Medium High
High 20% 52% 28% 100%
Medium 11% 22% 67% 100%
Low 14% 57% 29% 100%

Source: Own research, n = 200.

According to the conducted analysis (Table 3), the phenomenon was also ob-
served in the studied group. Persons with the medium level of ethnocentricity 
had the highest level of actual recognisability of feed brand owners. Almost 70% 
of respondents from this group correctly distinguished Polish and foreign feed 
companies operating on the Polish market. Respondents with the highest ethno-
centrism level had the highest number of incorrect answers. 

Considering the discrepancies between the intensiveness of ethnocentrism 
and the purchasers’ awareness regarding the actual country of origin of the feed, 
the breeders were asked the following question: “Do you feel the need to learn 
which companies manufacturing industrial feed are Polish and which are for-
eign?” Based on their declarations, it can be concluded that almost 50% of the 
respondents were not interested in this information. These were mostly partic-
ipants representing the medium level of ethnocentricity. Almost 1/3 of farmers 
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look for such information. The remaining participants were not able to express 
their opinion. These results are consistent with those of earlier studies (Czy polscy 
konsumenci…, 2012).

4 Conclusion
The behaviour of contemporary production means purchasers is the result of 
global economy globalisation and internationalization processes. The inflow of 
a growing number of foreign companies to the Polish industrial feed market in-
creases competitiveness on the internal market and affects the operations of do-
mestic feed plants and business. Therefore, it is important to consider the prefer-
ences of feed purchasers in view of these changes and their ethnocentric reaction 
to the presence of numerous foreign institutes in particular.

Based on the conducted research, it can be concluded that the majority of cat-
tle breeders on the Polish market has the medium level of ethnocentricity (47%). 
Another group consists of purchasers declaring ethnocentrism. The purchasers 
with the low level of ethnocentricity are the smallest group. When choosing feed 
suppliers, farmers usually take the price, good location, and favorable payment 
terms into account.

The level of ethnocentrism depend on age and education of the purchasers. 
They were the most common among people with a basic vocational education and 
breeders over 55 years old. No statistical correlation between the ethnocentrism 
level and the gender of the respondents was found, although most researchers 
believe that women are characterized by a higher level of ethnocentricity.

Cattle breeders believe that feed from foreign companies is more innovative, 
accessible, and is of better quality. This information should be used by the man-
agers of these companies to emphasize the attributes of their products, which will 
result in a sales increase and in market share gains in the long term.

An important issue in the process of identifying of the level of respondents’ 
ethnocentrism is the problem of actual distinction between Polish and foreign 
companies by the purchasers. According to the conducted research, the respond-
ents with the high level of ethnocentricity were the least familiar with feed com-
panies in terms of prevailing capital. Due to high level of ethnocentrism of Polish 
cattle breeders, this information should be taken into account when shaping mar-
keting strategies or promotional actions by Polish companies, e.g. building strong 
brands emphasizing their country of origin.
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