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The purposes of this research were to study the relationships among social-psychological factors
(cultural openness, patriotism, conservatism, and collectivism), demographic factors (age, gender,
educational |evel; and income) and consumer nationatism. The sample consisted of 300 male consumers

and 300 female consumers between 20-59 years of age.

Results show that:
1. Cuitural openness does not correlate with consumer nationalism.

2. Patriotism, conservatism, and collectivism have significant positive correlations with consumer

nationalism (p < .001).

3. Cultural openness, patriotism, conservatism, and collectivism can significantly predict
consumer nationalism (RZ = .24, p <.001). Patriotism and conservatism have significant standardized
coefficients (p < .001).

4. Cultural openness, patriotism, conservatism, collectivism, age, gender, educational level, and
income can significantly predict consumer nationalism (R = .21, p <.001). Patriotism, conservatism, and
age have significant standardized coefficients (o <.001). Educational level and income have significant
standardized coefficients (p < .05).

5. Age has significant positive correlation with consumer nationalism (p < .001).

6. Female consumers have lesser consumer nationalism scores than male consumers (p < .05).

7. Consumers with various educational levels differ in consumer nationalism (p < .01).
Consumers in lower bachelor degree educational level have greater consumer nationalism scores than
consumers in master degree educational level or above (p < .05).

8. Consumers with various income levels do not differ among groups in consumer nationalism.





