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Abstract

Purpose — The issue of consumer ethnocentrism is an
important component of consumer behavior that must
be considered in marketing activities as well as in the
creation of strategies in international marketing. How-
ever, in a number of scientific studies, international com-
parison is lacking.

Design/Methodology/Approach - A total of 1478 re-
spondents from the three investigated countries took
partin asurvey, applying a standardized method to mea-
sure consumer ethnocentrism (CETSCALE). Its whose reli-
ability was verified using McDonald’s Omega. A one-way
ANOVA test and a T-Test were performed for the purpose

Sazetak

Svrha - Potrosacki etnocentrizam vazna je komponenta
ponasanja potrosaca koja se treba uzeti u obzir u marke-
tinskim aktivnostima kao i kreiranju strategija u medu-
narodnom marketingu. Medutim, nedostaje meduna-
rodna usporedba u znanstvenim istrazivanjima.

Metodoloski pristup - U istrazivanju je sudjelovalo
ukupno 1478 ispitanika iz tri zemlje. Koristena je stan-
dardna metoda mjerenja potrosackog etnocentrizma
(CETSCALE), cija pouzdanost je provjerena uz pomo¢
McDonald’sove omege. Za provjeru postavljenih hipo-
teza koristeni su jednosmjerni ANOVA test i T-test. Pritom
nije ispitano samo postojanje nego i veli¢ina u¢inaka.
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of verifying the established hypotheses on the basis of
the research goal. At the same time, not only the exis-
tence but also the size of the effects was examined.

Findings and Implications - The basic goal was to in-
vestigate international differences in ethnocentric ten-
dencies. Results of the survey point to differences in the
rates of consumer ethnocentrism in selected countries.
Likewise, the influence of demographic factors mani-
fests itself differently.

Limitations - The study used a convenience sample,
hence evidently lacking population structure. Although
native speakers were consulted regarding the transla-
tion of the scale, there may have been some misunder-
standing of the statements.

Originality — This study reveals differences in the level
of consumer ethnocentrism in three countries as well as
the possible influence of selected demographic factors.
The international comparison represents a shift in the
understanding of possible connections within ethno-
centric consumer behavior.

Keywords — consumer ethnocentrism, CETSCALE, Slova-
kia, Czech Repubilic, Philippines

Rezultati i implikacije - Osnovni je cilj istraZivanje
medunarodnih razlika u etnocentri¢nim sklonostima.
Rezultati upucuju na razlike u stopama potrosackog et-
nocentrizma u odabranim zemljama. Isto tako, razli¢ito
se ocituje utjecaj demografskih ¢cimbenika.
Ogranicenja - Koristen je prigodan uzorak. Zbog toga
je razvidno da uzorak nema strukturu populacije. lako
su za prijevode ljestvice konzultirani izvorni govornici,
mozda je doslo do pogreSnog razumijevanja izjava.
Doprinos - Radom su otkrivene razlike u razini potro-
Sackog etnocentrizma u tri zemlje kao i moguci utjecaj
odabranih demografskih ¢imbenika. Medunarodna us-
poredba predstavlja pomak u razumijevanju moguce po-
vezanosti unutar etnocentri¢cnog ponasanja potrosaca.

Kljucne rijeci - potrosacki etnocentrizam, CETSCALE,
Slovacka, Ce$ka Republika, Filipini
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1. INTRODUCTION

The concept of ethnocentrism originates in so-
cial psychology, which generally examines eth-
nicities. In 1906, American psychologist William
Graham Sumner described the concept of eth-
nocentrism in his work Folkways: A Study of the
Sociological Importance of Usages, Manners,
Customs, Mores, and Morals. Sumner (1906)
defined ethnocentrism as “a technical name
for looking at a situation where, for an individ-
ual, the group to which he belongs (referred to
as an in-group) is the centre of everything and
uses that group as an ideal in evaluating other
groups (referred to as out-groups).” In Sumner’s
study, in-groups refer to social groups united
by the same thinking and culture but whose
behavior is based on folklore. In addition, an in-
group serves as an evaluation factor for other
groups. As such, it looks for common and dif-
ferent features in individual out-groups. While
the in-group positively evaluates certain com-
mon features, different features are negatively
assessed, irrespecitv of whether they are unfa-
vorable for the group. A positive aspect of this
definition is its versatility, which creates the op-
portunity for different applications. On the oth-
er hand, its limits may arise from a mere naming
of the phenomenon. Depending on the subject
characterized by the group, ethnocentrism can
be linguistic, racial, regional, and/or consum-
er-related, among others.

Identifying ethnocentric tendencies in con-
sumer behavior is essential in developing
business strategies, as consumer ethnocen-
trism influences and shapes consumer behav-
ior (Jiménez-Guerrero, Gazquez-Abad & Lin-
ares-AgUera, 2014). Consumer ethnocentrism is
viewed from two main perspectives: domestic
and foreign. Therefore, the issue concerns do-
mestic companies and those interested in enter-
ing new markets or operating in other markets
which, thanks to information on the degree of
consumer ethnocentrism, are able to estimate
the interest in domestic and foreign production
and the success of entering a foreign market.
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Consumers with a high degree of consumer
ethnocentrism tend to prefer domestic prod-
ucts (De Nisco, Massi & Papadopoulos, 2020;
Dmitrovic, Vida & Reardon, 2009; Lu Wang &
Xiong Chen, 2004) and reject foreign products
(Huang, Phau, Lin, Cung & Lin, 2008; Ishii, 2009;
Klein, Ettenson & Krishnan, 2006). From the point
of view of the theory of consumer ethnocen-
trism, the reason for this change in behavioral
intention is the effort to improve the economic
situation of one’s home country (e.g., increasing
employment by buying a domestic product,
supporting the domestic economy).

In selected Southeast Asian countries, only a few
scholars have attempted to examine the influ-
ence of consumer ethnocentrism on consumer
behavior. Hamin and Elliott examined the influ-
ence of consumer ethnocentrism and the coun-
try-of-origin effect in Indonesia (Hamin & Elliott,
2006). In addition, Hulland, Todifo, and Lecraw
(1996) examined the effect of the country of or-
igin on the conditions in the Philippines. How-
ever, no study is known to have measured con-
sumer ethnocentrism based on the CETSCALE
in the Philippines. Moreover, only a few studies
dealing with the measurement of consumer
ethnocentrism have been conducted in Slova-
kia and the Czech Republic. In light of this, the
researchers of the present study worked in three
countries, namely the Philippines, Slovakia, and
the Czech Republic, to identify the degree of
consumer ethnocentrism in each country.

The objectives of this study are as follows: (1) to
determine the degree of consumer ethnocen-
trism based on the CETSCALE in Slovakia, the
Czech Republic, and the Philippines; (2) to iden-
tify potential international differences among
the selected countries; and (3) to analyze and
characterize the significant differences and in-
fluence with respect to consumer ethnocen-
trism in each country and their respective de-
mographic segments.

The degree of consumer ethnocentrism in
each country was measured using a standard-
ized tool called the CETSCALE, which contains
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seventeen (17) statements. The researchers col-
lected information about the age and gender of
the respondents and utilized the demographic
segments to determine the impact on the level
of consumer ethnocentrism.

2. THEORETICAL
BACKGROUND AND
DEVELOPMENT OF
HYPOTHESES AND
RESEARCH QUESTIONS

The concept of consumer ethnocentrism has its
foundations in social psychology, with the Pol-
ish sociologist Ludwig Gumplowicz (Gumplo-
wicz, 1879, 1881) and the American psychologist
William Graham Sumner (Sumner, 1906, 2007)
considered to be pioneers in the understanding
of ethnocentrism. Since then, ethnocentrism
has been applied in many scientific disciplines,
leading to the creation of adaptations such as
consumer ethnocentrism. In 1987, Shimp and
Sharma pointed out that ethnocentrism plays
an important role as one of the components of
consumer behavior, calling the phenomenon
consumer ethnocentrism. Consumer ethnocen-
trism is defined “from the point of view of eth-
nocentric consumers. The purchase of imported
products is unfavourable because they think it
negatively affects the home country’s economy,
causes job regulation, and acts non-proprietary.
Hence, imported products are therefore unac-
ceptable from the point of view of a highly eth-
nocentric consumer” (Shimp & Sharma, 1987).

Several scholars and experts have addressed
the topic of consumer ethnocentrism. Many ex-
perts have tried to measure ethnocentrism with
their tools (Adorno, Frenkel-Brunswik, Levinson
& Sanford, 1950; Chang & Ritter, 1976; Warr, Faust
& Harrison, 1967), but the CETSCALE, developed
by Shimp and Sharma (1987), was adopted as a
universal scientific tool for measuring consumer
ethnocentrism. The CETSCALE was developed
from the original twenty-five (25) proposed
claims, which were eventually reduced to sev-
enteen (17) claims. However, the authors also

reported reducing the instrument from sev-
enteen (17) statements to ten (10) statements.
While the instruments are substitutes from the
point of view of the factors they capture, the
original instrument achieves a higher degree of
reliability estimation (Cvirik, 2022).

Although consumer ethnocentrism applies to
different degrees, multiple factors need to be
considered in the evaluation. Several studies
suggest the need for future research to exam-
ine the validity and reliability of the CETSCALE
in other countries (Lindquist, Vida, Plank & Fair-
hurst, 2001; Netemeyer, Durvasula & Lichten-
stein, 1991; Shimp & Sharma, 1987).

Considering the geographical spread of the
CETSCALE, it was used in the original 17-item
version in various countries around the world,
such as Turkey (Kaynak & Kara, 2002), Israel (Sho-
ham & Brencic, 2003), Spain (Lugue-Martinez,
lbaAez-Zapata & del Barrio-Garcia, 2000), Cana-
da (Saffu & Walker, 2005), Russia (Saffu & Walk-
er, 2005), the US (Yoo & Donthu, 2005), Greece
(Chryssochoidis, Krystallis & Perreas, 2007), Cy-
prus (Nadiri & Tdmer, 2010), Malaysia (Mavondo &
Tan, 1999; Teo, Mohamad & Ramayah, 2011), Ice-
land (Bandyopadhyay, 2012), Poland (Bryta, 2021,
Marcouy, Filiatrault & Chéron, 1997), Columbia
(Correa & Parente-Laverde, 2017), Slovakia (Cvirik,
2021a, b; Saffu, Walker & Mazurek, 2010), France
(Javalgi, Khare, Gros & Scherer, 2005), Australia
(Acharya & Elliott, 2003), Brasil (Strehlau, Ponchio
& Loebel, 2012), India (Joshi & Joshi, 2021), Oman
(Mbaga, Al Abri, Bose & Boughanmi, 2018), and
the Czech Republic (Cvirik, 2021a).

Following from the above, the following re-
search questions (RQ) arise:

RQI: How can the degree of consumer ethnocen-
trism (based on the CETSCALE) be characterized in
selected countries (Slovakia, the Czech Republic,
the Philippines)?

RQ2: How can differences in consumer ethnocen-
trism between countries be characterized?

Insights from a number of studies suggest that,
in addition to ethnic factors, demographics
have a significantimpact. The possible influence
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of age and gender on the degree of consumer
ethnocentrism is largely pointed out.

As far as age is concerned, the persistent view is
that older consumers are more consumer eth-
nocentric (Bawa, 2004; Caruana & Magri, 1996,
Cvirik, 2021a; Good & Huddleston, 1995; Grund-
ey & Bakowska, 2008; Han, 1988; Chryssochoid-
is et al,, 2007; Klein & Ettensoe, 1999; Shimp &
Sharma, 1987; Vida & Fairhurst, 1999; Watson &
Wright, 2000). Conversely, some studies point
to higher levels of consumer ethnocentrism
among younger consumers (Bannister & Saun-
ders, 1978; Schooler, 1971). However, the effect of
age on the degree of consumer ethnocentrism
explored in several studies (Correa & Parente-La-
verde, 2017; Festervand, Lumpkin & Lundstrom,
1985; Kottasz & Bennett, 2006; Nijssen & Doug-
las, 2004; Saffu & Walker, 2005; Sharma, Shipm
& Shin, 1995) has not been confirmed. The age
limits of the segments vary between authors
and are often undefined, which may explain dif-
ferences in the results. It should also be noted
that some studies used a modified CETSCALE
tool, and some even completely different tools
to measure consumer ethnocentrism.

Gender, as a second potential factor influenc-
ing consumer behavior, has been studied by a
number of experts (Balabanis, Diamantopoulos,
Mueller & Melewar, 2001; Bruning, 1997; Bryta,
2021; Caruana & Magri, 1996; Cvirik, 2021a; Shar-
ma et al, 1995), who have arrived to varying
conclusions. While some studies have shown
higher rates of consumer ethnocentrism in ei-
ther women or men, others have even shown
that gender is not a significant factor. There is a
general perception that women are more con-
sumer ethnocentric than men (Balabanis et al.,
2001; Bruning, 1997; Han, 1988; Howard, 1990; Ja-
valgi et al,, 2005; Sharma et al,, 1995; Vida & Fair-
hurst, 1999; Watson & Wright, 2000). Bit a study
conducted by Bannister and Saunders (1978)
shows British men achieving a higher degree of
consumer ethnocentrism than women. Further-
more, various studies (Caruana & Magri, 1996;
Correa & Parente-Laverde, 2017; Chryssochoidis
et al, 2007; Kottasz & Bennett, 2006; Nijssen &
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Douglas, 2004; Saffu & Walker, 2005) have found
no significant effect of gender on the degree of
consumer ethnocentrism.

Good and Huddleston (1995) suggest that
gender may play a role in the context at hand,
concluding that women were more consum-
er ethnocentric in their Polish sample, with no
significant gender impact demonstrated in
the Russian sample. The same difference can
be observed in Cvirik's (2021a) studies, which
identified gender significance with respect to
ethnocentric consumer behavior, with women
being more consumer ethnocentric in the au-
thor's Slovak sample, and men showing greater
ethnocentrism in the Czech sample.

On the basis of the above, the following re-
search question (RQ) has been formulated:

RQ3: How can the influence of selected demo-
graphic factors (age and gender) on the level of
consumer ethnocentrism in selected countries (Slo-
vakia, the Czech Republic, the Philippines) be char-
acterized?

3. METHODOLOGY

This study uses several philosophical and scien-
tific methods (analysis, synthesis, deduction, in-
duction, scientific abstraction, and comparison)
at all levels to address the issue at hand. Math-
ematical-statistical methods, both descriptive
and inductive statistics, are also used.

In light of a gap in the academic literature, the
following three research questions also arise:

RQI: How can the degree of consumer ethnocen-
trism (based on the CETSCALE) be characterized in
selected countries (Slovakia, the Czech Republic,
the Philippines)?

RQ2: How can differences in consumer ethnocen-
trism between countries be characterized?

RQ3: How can the influence of selected demo-
graphic factors (age and gender) on the level of
consumer ethnocentrism in selected countries (Slo-
vakia, the Czech Republic, the Philippines) be char-
acterized?
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The first research question (RQ1) is not support-
ed by a hypothesis. The second research ques-
tion (RQ2) is related to one hypothesis:

HO: There is a significant difference between the
degree of consumer ethnocentrism in Slovakia, the
Philippines, and/or the Czech Republic.

In examining the degree of consumer ethno-
centrism, the researchers considered two (2)
demographic segments and three (3) countries
— Slovakia, the Czech Republic, and the Philip-
pines (see Figure 1).

FIGURE 1: Conceptual framework of the differenc-
es in consumer ethnocentrism and the
influence of demographic segments

Country's
Consumer
Ethnocentrism

As visualized in the conceptual framework (Fig-
ure 1), the hypotheses were stated in an alterna-
tive form and read as follows:

Hia: There is a significant difference between the
degree of consumer ethnocentrism and age in
Slovakia.

H1b: There is a significant difference between the
degree of consumer ethnocentrism and gender in
Slovakia.

H2a: There is a significant difference between the
degree of consumer ethnocentrism and age in the
Czech Republic.

H2b: There is a significant difference between the
degree of consumer ethnocentrism and gender in
the Czech Republic.

H3a: There is a significant difference between the
degree of consumer ethnocentrism and age in the
Philippines.

H3b: There is a significant difference between the
degree of consumer ethnocentrism and gender in
the Philippines.

3.1. Samples

The present study is supported by a primary
survey, which was conducted in three coun-
tries: Slovakia, the Czech Republic, and the Phil-
ippines. The choice of countries was not ran-
dom. Based on the literature, it can be assumed
that countries sharing a cultural and historical
connection (the Czech Republic and Slovakia
together formed one country until 1993) will
report similar data (Wall & Heslop, 1986; Ven-
katesh, 1995; Klein, 2002). As consumer ethno-
centrism requires a national context, the defi-
nition of the basic population was formulated
for Slovakia as “consumers of Slovak nationality,”
for the Czech Republic as “consumers of Czech
nationality,” and for the Philippines as “consum-
ers of Filipino nationality.” Based on the above,
it can be stated that three samples were used
in the study, with sampling done in an online
environment (convenience samples). The Slovak
sample consisted of 867 respondents (the max-
imum  statistical error with a 95% confidence
probability is around 3.3%), the Czech sample of
193 respondents (the maximum statistical error
with a 95% confidence probability is around 7%)
and the Philippine sample of 418 respondents
(the maximum statistical error with a 95% con-
fidence probability is around 4.8%). The charac-
teristics of the samples were similar to those of
the populations but were not the same due to
the self-selected sample, which is characteristic
of online surveys.

The researchers adhered to research ethics
guidelines in gathering the data by informing
the respondents of the objective of the study
and obtaining their consent before collecting
responses to the survey questionnaire. The re-
searchers strictly enforce the anonymity of the
respondents and the confidentiality of their
responses.
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3.2. Measuring Consumer
Ethnocentrism

The measurement of consumer ethnocentrism
was performed on the basis of the original
CETSCALE (Shimp & Sharma, 1987). However,
the statements were modified to match the
respective countries. Since the original version
of the CETSCALE contained statements adapt-
ed for Americans, it was necessary to adjust the
statements to the nationalities of the countries
surveyed and also to ensure adequate transla-
tion into the official languages of the respective
countries.

The CETSCALE is a scale tool consisting of 17
statements to which the respondents respond
on the Likert scale. In our research, we used a
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five-point Likert scale (1 - strong disagreement;
5 — strong agreement). By summarizing the
reactions to individual statements, the overall
degree of consumer ethnocentrism of the re-
spondents can be determined. As this is a for-
eign instrument, it was necessary to examine its
reliability in the context of the individual coun-
tries examined. To verify the reliability, we used
McDonald’s w as the reliability estimation coef-
ficient. In the case of McDonald's Omega, the
reliability should be above 0.700 in order for the
tool to be acceptable from the point of view of
reliability (Hair, Prentice & Cano, 1999). Moreover,
it is necessary to exclude a statement from the
tool in order to increase reliability. The results of
McDonald's w, even with the “if item deleted”
method, are shown in Table 1.

TABLE 1: Estimate of CETSCALE reliability rate in selected countries

CETSCALE Item Philippines* Slovakia** Czech Republic***
CET 0913 0919 0925
CET2 0916 0921 0927
CET3 0917 0923 0.930
CET4 0914 0922 0929
CET5 0912 0919 0928
CET6 0910 0917 0925
CET7 0913 0918 0927
CET8 0911 0918 0924
CET9 0913 0919 0925
CET10 0913 0917 0925
CETN 0910 0917 0925
CET12 0916 0919 0.928
CET13 0913 0924 0929
CET14 0912 0920 0929
CET15 0914 0919 0.929
CET16 0912 0918 0924
CET17 0912 0919 0927

* Total McDonald'’s w for tool = 0.918 (Cl 95% = < 0.904 — 0.930 >).
** Total McDonald's w for tool = 0.924 (Cl 95% = < 0.915 - 0.931 >).
*** Total McDonald's w for tool = 0.931 (Cl 95% = < 0.916 — 0.943 >).

Source: Own calculations in Jasp (Ver.0.17.1.0).

The results in Table 1 indicate a high degree of
CETSCALE reliability in the countries under scru-
tiny. At the same time, it can be stated that no

statement needs to be discarded in any country
for the purpose of increasing reliability on the
basis of McDonald's w.

17
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4. RESULTS

The following part of the study will focus on the
results of the primary survey in the context of
the formulated research questions and hypothe-
ses for the purpose of fulfilling the research goal.

RQI: How can the degree of consumer ethnocen-
trism (based on the CETSCALE) be characterized in
selected countries (Slovakia, the Czech Republic,
the Philippines)?

The measurement of consumer ethnocentrism
was performed using the CETSCALE consisting
of 17 statements to which the respondents re-
sponded on a 5-point Likert scale (1 - strong
disagreement; 5 — strong agreement). The aver-
age values measured and standard deviation for
individual statements in specific countries are
shown in Table 2, with the mean value of the
selected five-point scale representing three (3)
points.

TABLE 2: Basic parameters of descriptive statistics for individual statements by countries

CETSCALE Philippines Slovakia Czech Republic
Item Mean St. dev. Mean St. dev. Mean St. dev.
CET1 3.84 099 341 1.20 3.09 1.27
CET2 3.83 1 3.35 1.26 3.02 1.30
CET3 4.66 0.67 4.21 0.86 3.77 11
CET4 4.29 0.87 344 1.07 3.30 1.21
CETS 2.88 1.14 191 1.03 1.79 1.08
CETe 2.67 112 2.39 1.1 1.99 1.07
CET7 3.70 1.03 2.08 1.1 1.95 1.13
CET8 3.96 1.01 3.39 118 3.00 1.30
CET9 4.06 095 3.20 1.12 268 1.19
CET10 3.76 1.03 296 1.15 2.31 1.02
CETN 290 1.1 2.56 1.10 2.17 099
CET12 3.28 113 2.54 1.19 210 1.12
CET13 4.02 0.93 344 1.07 3.27 1.15
CET14 253 1.10 1.64 0.84 1.58 096
CET15 343 1.15 2.20 1.1 1.89 1.03
CET16 3.75 1.07 3.00 1.28 2.54 1.26
CET17 2.69 1.34 218 1.03 1.81 096

Source: Own calculations in Jasp (Ver.0.17.1.0).

As shown in Table 2, the Philippines achieved
higher values in the average evaluation of in-
dividual statements than the Czech Republic
and Slovakia. The Czech Republic and Slovakia
achieved an almost identical average rating in
some statements, although Slovakia achieved a
higher average value in several statements. It is
very interesting to make individual statements in
the context of country affiliation. Certain trends
can be observed in individual statements, with
average values decreasing or rising in all countries.

When it comes to the number of statements
and the grades of the evaluation scale, it can be
stated that the results of the overall evaluation
of the degree of consumer ethnocentrism are in
the range of 17 to 85 points (min = 17, max = 85;
middle value of the scale = 51). The basic param-
eters of descriptive statistics for measuring con-
sumer ethnocentrism in individual countries are
shown in Table 3. For the sake of clarity, Graph
1'is presented below in the form of boxplots for
the individual countries examined.
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TABLE 3: Basic parameters of descriptive statistics for individual countries
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Parameter Philippines Slovakia Czech Republic
Mean 60.25 4790 42.23
Standard Error 0.57 043 0.95
Median 61 48 42

Mode 65 49 39
Standard Deviation 11.66 12.51 13.15
Range 56 68 58
Minimum 29 17 17
Maximum 85 85 75

Count 418 867 193

Source: Own calculations in R.

GRAPH 1: Boxplot for selected countries

82 - <+ -

CETSCALE
s
R

L

17 - - L

| I ]
Slovakia Philippines Czech Republic

Source: Own processing in R.

Based on Table 3 and Graph 1, it can be con-
cluded that the average measured value of
consumer ethnocentrism in the Philippines is
60.25 points (median = 61 points, mode = 65
points). The maximum measured value in the
Philippines represents the maximum possible
value of the scale. The interval of measured val-
ues (range = 56) in the context of the standard
deviation (st. dev. = 11.66) indicates a relatively
consistent measurement. The boxplot (Graph 1)
shows the strongest data consistency com-
pared to the other countries examined. Outliers
in the form of low values can also be observed.
In general, we rate the level of consumer eth-
nocentrism measured in the Philippines as
above average (above the middle value of the
scale), indicating the impact of consumer eth-
nocentrism.

In Slovakia, the average measured value is 47.90
points (median = 48 points, mode = 49 points).
Regarding the interval depth of measured val-
ues (range = 68) and standard deviation (st.
dev. = 12.51), a high diversity in measurements
can be identified. This is also confirmed by the
fact that both the lowest possible value of the
scale (17 points) and the highest possible value
(85 points) were measured. Based on the box-
plot (Graph 1), considerable variability in the
measurements is visible. At the same time, an
outlier (maximum) value can be observed. This
phenomenon points to a high diversity of con-
sumer ethnocentrism in Slovakia. In general, we
rate the consumer ethnocentrism of Slovaks as
average to below average (below the middle
value of the scale).

The Czechs achieved an average measured lev-
el of consumer ethnocentrism of 42.23 points
(median = 42 points, mode = 39 points). The
depth of the interval of the obtained measure-
ments per individual and the standard devia-
tion indicate the diversity of values. In general,
a below-average level (below the middle value
of the scale) of consumer ethnocentrism in the
Czech Republic can be identified.

RQ2: How can differences in consumer ethnocen-
trism be characterized?

HO: There is a significant difference between the
degree of consumer ethnocentrism in Slovakia, the
Philippines, and/or the Czech Republic.
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As demonstrated above, certain differences
can be observed with respect to the individual
countries. However, these results are only in-
dicative. We used a one-way ANOVA test to ex-
amine the differences between countries. This
test was chosen due to the nature of the data
as well as its high robustness. Based on the ini-
tial results of the one-way ANOVA test, it can be
stated that there is a significant difference be-
tween at least two out of the three countries (al-
pha = 0.05; p-value = <0.001). In addition to the
test, we examined the effect size using Omega
squared (w?). The result (w? = 0.205) indicates a
large effect size (Field, 2013). In short, it can be
concluded that the differences in the average
values of consumer ethnocentrism are not only
statistically but also interpretatively significant.

Subsequently, we continued with the analysis
in the form of post hoc tests for examining
pairwise differences. A significant difference
was observed between the average value of
consumer ethnocentrism in Slovakia and the
Czech Republic (alpha = 0.05; p-value = <0.001),
Slovakia and the Philippines (alpha = 0.05;
p-value = <0.001), and the Czech Republic and

the Philippines (alpha = 0.05; p-value = <0.001).
In addition, the Tukey test was significant for
all comparison combinations. We again ex-
amined the effect size, this time with the help
of Cohen'’s d due to the use of the T-Test as a
post hoc test for the ANOVA. The results again
demonstrated a large effect size among all the
countries studied.

The results point to significant differences in
averages in terms of the level of consumer eth-
nocentrism. It can therefore be expected that,
on average, there will be a higher rate of con-
sumer ethnocentrism in the Philippines than in
Slovakia, and a higher rate of consumer ethno-
centrism in Slovakia than in the Czech Republic.

RQ3: How can the influence of selected demo-
graphic factors (age and gender) on the level of
consumer ethnocentrism in selected countries (Slo-
vakia, the Czech Republic, the Philippines) be char-
acterized?

When examining the impact of selected demo-
graphic factors, certain differences in terms of
average values emerged among the individual
countries (Table 4).

TABLE 4: Average values with respect to country and demographics

SDee;nr:egr::sphlc Subvariables Slovakia R:;:ﬂl.ic Philippines
up to 25 years old 46.58 4049 60.50

Age 26-40 years old 46.33 4118 59.67
41-55 years old 5195 4313 59.09
above 55 years old 58.31 51.31 5767

Gender male 44.77 40.90 58.76
female 49.77 43.31 60.90

Source: Own calculations in R.

Even though certain differences within indi-
vidual countries can be identified, these results
are only indicative and need to be statistically
verified. We have therefore developed hypoth-
eses. As shown in Table 4, two values for gen-
der (male, female) and four age groups were
examined. In view of the above, as well as in
view of the examination of the data and their

characteristics, we used the T-Test (independent
samples T-Test) to examine the differences in
gender and the ANOVA test (one-way ANOVA
test) to examine the differences in age groups.

The key results of the ANOVA test for the investi-
gation of age differences in individual countries
are shown in Table 5.
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TABLE 5: Basic one-way ANOVA test results

alpha | p-value w?
Hla 0.05 < 0.001 0.062
H2a 0.05 0.022 0.049
H3a 0.05 0.745 -

Based on Table 5, it can be concluded that
there are differences in the average degree of
consumer ethnocentrism in at least the two
investigated age intervals identified in Slova-
kia (H1a) and the Czech Republic (H1b). On the
contrary, in the Philippines, it can be expected
that there will be no significant differences in
the degree of consumer ethnocentrism in the
studied age intervals. In addition, we also exam-
ined the size effect based on w? (see Table 5).
While, in the Czech Republic, the effect of age
on the measure of consumer ethnocentrism
can be interpreted as small, in Slovakia it can be
interpreted as medium (Field, 2013). This made
us consider a partial investigation of differenc-
es within individual age groups. We used post-
hoc tests to ensure correct results. In the Czech
Repubilic, a significant difference was observed

TABLE 6: Basic independent samples T-Test results
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between groups with an age categorization of
up to 25 years and over 55 years, and groups of
25-40-year-olds and those over 55 years of age.
The other groups did not demonstrate a signifi-
cant difference. When these findings are placed
in context with the average measured values
(Table 4), it can be concluded that the group
of over 55 years of age achieved a higher level
of consumer ethnocentrism on average. In the
case of Slovakia, post-hoc tests were also per-
formed, finding significant differences between
the groups, except for the group of respondents
under 25 and the group of 26-40-year-olds. This
indicates that the two groups do not differ sig-
nificantly. However, significant and interpreta-
ble differences can be seen among the other
groups. It can be concluded that age as a factor
of consumer ethnocentrism, examined in the
context of age groups, has different character-
istics in the examined countries.

Gender was also examined as a factor in the
differences in consumer ethnocentrism. The
key results of the T-Test for the investigation of
gender differences in individual countries are
shown in Table 6.

Levene test Binls T-Test Cohen’s d
(p-value) (p-value)
H1b 0.561 0.05 < 0.001 0407
H2b 0.043 0.05 0.210 -
H3b 0.001 0.05 0.176 -

As part of the analysis of differences, we first
checked for equality/difference in variances us-
ing Levene's test to correctly determine which
type of T-Test to use (Student’s or Welch's
T-Test). The results of the T-Test indicate that
gender manifests itself as a significant factor
only in Slovakia. In other words, if we were to
create a selection an infinite number of times,
we would identify 95% of the differences be-
tween men and women in the average value

of consumer ethnocentrism in Slovakia. At the
same time, we also examined the factual in-
terpretation using the size effect, in this case
Cohen’s d (Cohen's d = 0407, 95% Cl for ef-
fect size <0.268 - 0.546>), which pointed to
a large effect (Cohen, 1988). The results show
that women are, on average, more consumer
ethnocentric than men. In the other countries
studied, gender did not appear to be a signifi-
cant factor in consumer ethnocentrism.
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5. DISCUSSION

The issue of consumer ethnocentrism is gaining
more and more importance, which intersects
in several areas. From the point of view of the
country’s domestic companies, it is essential to
know the degree of consumer ethnocentrism as
well as possible demographic influences in mar-
ket segmentation, the creation of marketing ac-
tivities, and marketing strategies. From the per-
spective of international trade and international
marketing, this information is crucial when ex-
panding to other countries. Of course, the study
of consumer ethnocentrism is also important for
government organizations and institutions aim-
ing to promote the prosperity of domestic pro-
duction, improve the country's economic situa-
tion, increase interest in domestic products, and
increase the living standards and well-being of
the country’s population. It can also be stated
that, under certain conditions, consumer eth-
nocentrism has a stronger effect than the influ-
ence of price and quality (Siamagka & Balabanis,
2015; Cvirik, 2023).

The measurement of consumer ethnocentrism
on the basis of the standard tool, that is, the
CETSCALE, points to significant differences in
the countries under scrutiny. It should be not-
ed that the high reliability rate of the original
version of the CETSCALE was estimated for all
countries. The higher value was measured, on
average, in the Philippines (degree of consumer
ethnocentrism approximately 63.6%), the lower
value in Slovakia (degree of consumer ethno-
centrism approximately 45.41%), and the lowest
in the Czech Republic (degree of consumer eth-
nocentrism approximately 37.1%). At the same
time, these differences were found to be signifi-
cant. This finding contradicts previous research,
which showed that the Czech people are more
consumer ethnocentric than the Slovaks (Cvirik,
2021a). One should keep in mind, however, that
the degree of consumer ethnocentrism chang-
es over time as it responds to developments
in the country and in the world (Baber, Upad-
hyay, Baber & Kaurav, 2023). The reasons for the
differences can be several, including cultural

influences, the economic situation of the coun-
try, patriotism, cosmopolitanism, and attitudes
towards domestic and imported products
(Lindquist et al., 2001; Cvirik, 2021a).

This study has also focused on examining the
influence of selected demographic factors,
namely age and gender. Even in this context,
differences amoung the countries can be ob-
served. In Slovakia, age and gender have a
significant impact on the level of consumer
ethnocentrism. In the Czech Republic, only age
has a significant effect (gender has not been
confirmed). Neither age nor gender have a sig-
nificant impact on the level of consumer ethno-
centrism in the Philippines. Again, there can be
several reasons for this, including the position of
men and women in society, purchasing roles in
the context of gender, or economic awareness
in individual countries. Age and generation
specificities may differ in different countries. It
should also be noted that the countries have
a different population distribution in terms of
age (different demographic structure), a differ-
ent education system, and so on. The results
obtained can shed some light on why there is
no agreement in the literature on the effect of
the demographic factors studied, and on the
fact that it is largely a question of the country
in which consumer ethnocentrism is measured.
Therefore, claims about the influence of con-
sumer ethnocentrism cannot be generalized for
the whole world universally.

6. CONCLUSION

The aim of the present research study was
threefold: (1) measurement of consumer eth-
nocentrism based on CETSCALE17; (2) examina-
tion of possible international differences; and
(3) examination of the influence of selected
demographic factors on the measured level of
consumer ethnocentrism. Based on the mea-
surement of consumer ethnocentrism (using
the CETSCALE tool), it can be stated that the
average measured value in the Philippines was
above the average level of the instrument, in
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Slovakia, the average value was roughly at the
average level of the scale instrument, and in the
Czech Republic, it was below the CETSCALE lev-
el. By examining the differences observed, we
concluded that there are statistically significant
differences in the values measured in individual
countries. An examination of the impact of se-
lected demographic factors (age and gender)
also showed differences with respect to the
countries concerned. While the results for Slova-
kia demonstrated a significant influence of both
factors, and only age factors proved to be signif-
icant in the Czech Republic, in the Philippines,
no significant influence as to the demographic
variables examined was observed. Based on the
above, it can be stated that the set goals have
been met. The results represent an important
source of information for various scientific disci-
plines such as marketing, international market-
ing, international trade, behavioral economics,
psychology, and others.

In future research, it would be worthwhile to ex-
plore possible effects on the degree of consum-
er ethnocentrism. Based on the measurement of
consumer ethnocentrism using the CETSCALE,
examining the existence of latent variables that
may be contained in the CETSCALE would be an
appropriate research avenue.

This study also contains certain limitations.
Namely, samples were obtained using online
questionnaires and represent a convenient
sample, thus evidently pointing to a lack of pop-
ulation structure. This limitation was partially
removed by using inductive statistical meth-
ods. Measurements were performed on three
samples in different countries, with a mother
tongue translation used in each country. Al-
though native speakers were consulted for the
translation, there may have been some misun-
derstanding of the statements.

The results can be used both in the field of
consumer behavior for the creation of market-
ing activities and as a basis for further scientif-
ic research. The findings represent information
sources for professional practice in the context
of international trade, as well as domestic trade,
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marketing, psychology, and the like. Namely,
research results highlight consumer ethnocen-
trism as a significant factor to be considered
when formulating strategic marketing objec-
tives. It should be noted, however, that the de-
gree of consumer ethnocentrism as well as the
influence of demographic factors vary in the
countries under scrutiny. Specifically, the find-
ings may also be used by marketing managers
when creating a marketing mix or when plac-
ing products on the market as part of product
policy. Namely, a high degree of consumer eth-
nocentrism significantly strengthens the accep-
tance of products from the home country and,
conversely, the rejection of foreign products.
Likewise, considering the influence of age and
gender identified in the study, a customer pro-
file can be created that will rather emphasize
and even demand domestic products. In con-
nection with the results of the study, women
(Slovak women) and older consumers can be
identified as the segments that will accept or
demand more products in the Slovak context,
while this is true for the segment of older con-
sumers in the case of the Czech Republic. The
Philippines is characterized by a high level of
consumer ethnocentrism in all the studied seg-
ments, which can greatly complicate the import
of foreign products into this country. In terms of
price policy, a higher degree of willingness to
buy domestic products can be expected even
at a higher price. It is necessary to state that,
in the context of international trade and mar-
keting, ethnocentrism is a significant element
but not the only one that needs to be taken
into account.
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