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Abstract: The aim of the presented article is fivefold: (1) measuring Slovaks' attitudes to 
climate change, (2) examining the influence of demographic factors on this rate, (3) measuring 
socio-ecological behaviour of Slovaks, as well as (4) examining the impact of demographic 
factors on this rate and (5) the relationship of Slovaks' attitudes to climate change and their 
socio-ecological behaviour. The study is supported by a primary survey based on 384 
respondents who form a quota sample. Based on the objectives of the article, we created 
research questions and hypotheses, which we test based on ANOVA-test and linear regression 
analysis. In this work we use two scales – ACC and SRCB scale. Based on the results, we can 
state below-average to average interest of Slovaks in environmental behaviour and ecologically 
social sustainable consumption. The results of the study can be used in ecological, social, 
environmental as well as educational, marketing, and ecological areas. 
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INTRODUCTION 

One of the greatest challenges for the world in the 21st century is the shift of selfish and 
consumerist behaviour to environmentally conscious consumer behaviour and long-term 
sustainable consumption. In recent years, consumers have begun to realize the impact of their 
behaviour on the environment; especially the stages of shopping and post-buying one. The 
authors Abdul Wahid et al., (2011) concluded that consumer pressure is gradually forcing 
companies to offer products that are environmentally friendly. If companies ignore this 
pressure, they risk losing their competitive advantage. It is important for both producers and 
traders to realize that among the classic purchasing factors such as price, quality and country 
of origin, the ecological side of the product also comes to the fore (Binninger and Robert, 
2008; Zakersalehi and Zakersalehi, 2012). Recent surveys show there is a growing segment 
of consumers who prefer the environmental aspect to the price (Sua et al., 2012). 

Many scientific and professional articles focus on this issue from the perspective of companies. 
However, it is important to realize that one of the main players in the market are households 

mailto:maria.dzurova@euba.sk


21st International Joint Conference 
Central and Eastern Europe in the Changing Business Environment : Proceedings 

11 
 

(consumers), and if companies want to be successful, they must be based primarily on the 
preferences and interests of their customers, who represent the alpha and omega of business. 

Among the basic aspects that need to be examined in relation to consumer behaviour and 
ecological, environmental, and socially responsible behaviour are consumer attitudes, 
willingness to accept / reject ecological lifestyle (pro-environmental behaviour) and to master 
the basic elements of socially responsible consumption in consumer behaviour. It should be 
added that these aspects are conditioned by consumer knowledge as well as basic 
demographic factors. 

The article has high goals that it examines in the conditions of Slovakia based on the primary 
survey. In general, it can be stated that there is no one general concept that would cover all 
aspects of the issue. Therefore, we will take a closer look at these aspects individually. 

1 LITERATURE REVIEW 

The topic of ecological, environmental, and social awareness in the context of consumer 
behaviour represents a new concept that deserves the closer attention of scientists and 
experts. As important authors (e.g., Courtenay-Hall and Rogers, 2002; Gough, 2002) 
emphasize, a model of consumer behaviour that encompasses all these aspects can only be 
interpreted in certain dimensions. As several models suggest, the basis for conscious behaviour 
is a sufficient cognitive level of the consumer which is subsequently reflected in his attitudes 
and leads to pro-environmental behaviour (Chan, 1998). 

Knowledge is the basis of the presented model, but this cognitive component often follows the 
affective one (most often a feeling of fear and a sense of belonging). According to a study by 
Fliegenschnee and Schelakowsky (1998), it can be stated that unless the cognitive component 
manifests itself effectively (internal motives and feelings do not arise), knowledge does not 
provide a sufficient stimulus. 

The cognitive and affective components can shape consumer attitudes. Attitudes can be 
understood as beliefs that can create a certain action or beliefs that affect us so that we do 
not create an act. We understand deed and action as a conative component that is the result 
of this model. Diekmann and Franzen (1997) point out that the more consumers must sacrifice 
(higher price, more time to search for products) in the context of environmental products, the 
lower the positive impact of attitude as well as the ability to act. The results of the survey 
shown that only in the category of small victims are consumers willing to act strongly pro-
environmentally. 

Roberts (1995, 1996a, 1996b) states that consumers are increasingly aware of their social and 
environmental responsibilities, which is reflected in their purchasing decisions. 

Lifestyle in the context of the environment and awareness creates completely new areas. 
Currently, the concept is often mentioned socially responsible consumption. Webster (1975) 
defined socially conscious consumer "as a consumer who takes into account the public 
consequences of his or her private consumption or who attempts to use his or her purchasing 
power to bring about social change". Mohr et al. (2001) I understand socially responsible 
consumer „as a person basing his or her acquisition, usage and disposition of products on a 
desire to minimize or eliminate any harmful effects and maximize the long-run beneficial 
impact on society„. 

Socially responsible consumption is defined as "those consumer behaviours and purchase 
decisions which are related to environmental and resource-related problems and are motivated 
not only by a desire to satisfy personal needs but also by a concern for the welfare of society 
in general" (Antil 1984; Antil and Bennett 1979). 
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There are several studies that dealt with this issue, but only a small part took place in Slovakia. 
In Hungary, for example, several studies have addressed the issue (Székely et al., 2011; 
Csutora, 2012; Kraiciné Szokoly and Czippán, 2011), which point to the acute need to examine 
the issue and influence consumers to adopt pro-environmental behaviour. 

2 METHODOLOGY  

The aim of the article is fivefold: (1) measuring Slovaks' attitudes to climate change (based on 
Attitudes to Climate Changes Scale), and also (2) examining the influence of demographic 
factors on this rate, (3) measuring socio-ecological behaviour of Slovaks (based on Socially 
Responsible Consumption Behaviour Scale), as well as (4) examining the impact of 
demographic factors on this rate. At the same time, we will examine (5) the relationship of 
Slovaks' attitudes to climate change and their socio - ecological behaviour. 

Creating research questions (RQ) and hypotheses (H): 

Based on the stated goals, we created research questions and hypotheses: 

RQ1: What is the rate of attitudes towards climate change? (based on ACC scale) 

RQ2: What is the level of ecologically and socially responsible consumption? (based on SRCB) 

RQ3: What effect do the selected demographic factors have on the ACC scale? 

H1a: There is a relationship between the measured ACC value and age. 

H1b: There is a relationship between the measured ACC value and gender. 

RQ4: What effect do the selected demographic factors have on the SRCB scale? 

H2a: There is a relationship between the measured value of the SRCB and age. 

H2b: There is a relationship between the measured value of SRCB and gender. 

RQ5: What is the direction and intensity of the relationship between ACC scale and SRCB scale? 

H3: There is a relationship between the ACC value and the SRCB. 

2.1 Sampling and data collection procedures 

In the primary survey, we used a quantitative inquiry method to collect data. Basic population 
will be defined as Slovak consumers older than 15 years. There are several reasons for 
determining the lower limit of our base population for 15 years. As stated by Badzińska (2011) 
most important is that respondents older than 15 years have their own money and often 
decides on their own, without the involvement of parents about their purchases, deeds, and 
create their own attitudes as opposed to respondents younger than 15-year-old. Overall, from 
this age on, consumers perceive the world and have sufficient education to understand the 
environmental aspects of their behaviour.  

Since the aim of the article is to examine demographic variables, we chose the method of non-
probability sample - Quota sample, which captures the demographic characteristics of the basic 
set. Based on the choice of this type of data collection, the findings will be more accurate and 
relevant. 

First stage was to determine quotas in basic population (see Tab. 1). Quotas for research were 
age and gender. Second stage was to apply quotas to create the sample (based on judgement 
and random sample - walk method, where the researcher addressed respondents according 
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to key factors and randomly found respondents who matched the characteristics of the target 
group) what can be seen in the Tab. 1. The basis for our research was 384 respondents. 

Tab. 1 Quotas and their application 

Factors Quotas [%] Quotas applied [pcs.] 

Gender 
Men 48.8 187 

Women 51.2 197 

Age 

15-39 years old 40.31 155 

40-64 years old 41.3 159 

Older than 65 years 18.39 70 

∑ 100 384 

Source: own calculation based on SOSR (2020). 

As shown in Tab. 1, the sample surveyed represents a representative sample of the population 
of Slovakia older than 15 years according to the following quotas: age and gender. For a 
sample of 384 respondents, the maximum statistical error (with a 95 % confidence probability) 
was around 5 %. 

2.2 Primary research - basic parameters 

We conducted a standardized inquiry conducted by a research tool - a questionnaire. The 
questionnaire was created in a print and online form and consisted of three parts: 

The first part of questionnaire focused on measuring the attitudes of Slovak consumers to 
climate change. This measurement was performed based on the ACC scale tool (Attitudes to 
Climate Change scale), which was created by Čvirik and Ölveczká (2020a) and tested on 500 
respondents. The scale contains twelve statements, to which the respondent responds on a 
five-point Likert scale. The authors demonstrated a high degree of reliability and population, 
and a strong internal consistency of the scale (total Cronbach's alpha was 0.827), as well as a 
low rate of standard deviation for individual statements (max. 0.833 points). Overall, the 
presented tool appears as suitable for further research in the field of ecology and consumer 
behaviour, so we decided to adapt it in our article. The mean values, standard deviations and 
for individual ACC scale statements were recorded in the Tab. 2. 

Tab. 2 ACC scale 

ACC scale items* 
Mean 

scores 

Standard 

deviations 

Cronbach´s 

alpha*** 

1. The global climate is changing. 2.88 1.35 0.781 

2. Man is the cause of climate change. 2.39 1.01 0.805 

3. The climate in Slovakia is changing significantly. 2.63 1.31 0.809 

4. Climate change does not exist, it is just conspiracy theories. 

** 
2.17 0.88 0.810 

5. The importance of examining climate change is 

overestimated. ** 
2.55 1.29 0.780 

6. The effects of climate change do not affect life on Earth. ** 2.21 0.97 0.807 

7. I am afraid of climate change and its consequences. 2.31 1.31 0.780 
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ACC scale items* 
Mean 

scores 

Standard 

deviations 

Cronbach´s 

alpha*** 

8. I try to use ecological modes of transport. 2.67 1.70 0.795 

9. It is warmer in Slovakia every year, which is caused by 

climate change. 
2.67 1.33 0.808 

10. It does not bother me that the world's seas and oceans are 

rising, because it does not affect me at all. ** 
2.33 1.16 0.804 

11. I would be willing to pay more for products that do not 

contribute to climate change. 
2.15 1.09 0.790 

12. Urban public transport is greener, emits less emissions and 

that is why I prefer it. 
2.47 1.22 0.804 

Note:   * Used 5-degree Likert scale (1 = strong disagreement, 5 = strong agreement). 
          ** Negative / opposite evaluation. 

        *** Overall Cronbach´s alpha = 0.813 

Source: Own calculations based on a scale from Čvirik and Ölveczká, 2020a 

In the second part of the questionnaire we focus on measuring responsible consumption and 
environmental awareness in the consumer behaviour of Slovaks. To achieve this goal, we use 
the SRCB scale (Socially Responsible Consumption Behaviour), which was created by Antil and 
Bennett (1979) and subsequently tested in three steps in which they eliminated redundant 
claims. The scale contains forty statements to which the respondent responds with agreement 
/ disagreement, the intensity of which is divided on a 5-point Likter scale. This version of the 
scale achieved high reliability (Cronbach's alpha = 0.920). Overall, the presented tool appears 
as suitable for further research in the field of ecology and consumer behaviour, so we decided 
to adapt it in our article. The mean values, standard deviations, and Cronbach´s alpha for 
individual SRCB scale statements were recorded in the Tab. 3. As we used the application of 
tools in the first and second part of the questionnaire, it was necessary to verify their reliability. 
Cronbach’s alpha is used to investigate the reliability (accuracy and reliability of a research 
tool) within the internal consistency of the selected scale, while the value of Cronbach's alpha 
should be in the range of 0.750 - 0.950. (Tavakol and Dennick, 2011) As we can see in Table2, 
the total value of Cronbach’s alpha value for ACC scale was 0.813, which can be interpreted 
as a high value. We can see in Table 3 that Cronbach’s alpha value for SRCB scale is 0.911, 
which can be interpreted as a very good value. From a practical point of view, it should also 
be stated that if the Cronbach’s alpha value for the individual statements is higher than a total, 
it is advisable to exclude this statement in future research.  As this will increase the overall 
accuracy and reliability of the research tool – in our case of ACC scale. As we can see, it is not 
appropriate to rule out any of the statements. In the case of the SRCB scale, it is appropriate 
to examine arguments 15 and 33 in more detail.  The standard deviation of the mean 
represents the dispersion of the calculated arithmetic mean across the different samples 
selected from one main population. The standard deviation shows to what extent the individual 
measured values are around the mean value. The smaller the standard deviation, the closer 
the measured values are around the mean one. If the variance is smaller, it can be understood 
that the statement was rated similarly by all respondents. As we can see, 
respondentsrespondents’ answers were more consistent on the ACC scale. 
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Tab. 3 SRCB scale 

ACC scale items* 
Mean 

scores 

Standard 

deviations 

Cronbach´s 

alpha*** 

1. People should be more concerned about reducing or limiting 

the noise in our society. 
2.76 1.34 0.903 

2. Every person should stop increasing their consumption of 

products so that our resources will last longer. 
3.25 2.58 0.905 

3. The benefits of modern consumer products are more 
important than the pollution which results from their production 

and use.** 
4.19 1.63 0.907 

4. Pollution is presently one of the most critical problems facing 

this nation. 
2.99 2.08 0.902 

5. I don't think we're doing enough to encourage manufacturers 

to use recyclable packages. 
2.65 2.22 0.912 

6. I think we are just not doing enough to save scarce natural 

resources from being used up. 
2.29 1.27 0.906 

7. Natural resources must be preserved even if people must do 

without some products. 
2.74 1.52 0.907 

8. All consumers should be interested in the environmental 

consequences of the products they purchase. 
2.48 1.79 0.905 

9. Pollution is not personally affecting my life.** 2.11 0.87 0.907 

10. Consumers should be made to pay higher prices for 

products which pollute the environment. 
2.93 1.86 0.907 

11. It genuinely infuriates me to think that the government 

doesn't do more to help control pollution of the environment. 
2.84 1.82 0.906 

12. Nonreturnable bottles and cans for soft drinks and beer 

should be banned by law. 
3.35 1.77 0.909 

13. I would be willing to sign a petition or demonstrate for an 

environmental cause. 
2.60 1.46 0.904 

14. I have often thought that if we could just get by with a little 

less there would be more left for future generations. 
3.36 2.13 0.907 

15. The Federal government should subsidize research on 

technology for recycling waste products. 
2.58 1.60 0.905 

16. I'd be willing to ride a bicycle or take a bus to work in order 

to reduce air pollution. 
2.77 2.06 0.905 

17. I would probably never join a group or club which is 

concerned solely with ecological issues.* 
2.65 2.06 0.906 

18. I feel people worry too much about pesticides on food 

products.** 
2.43 1.30 0.906 

19. The whole pollution issue has never upset me too much 

since I feel it's somewhat overrated.** 
2.33 1.33 0.905 

20. I would donate a day's pay to a foundation to help improve 

the environment. 
2.74 1.50 0.906 
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ACC scale items* 
Mean 

scores 

Standard 

deviations 

Cronbach´s 

alpha*** 

21. I would be willing to have my laundry less white or bright in 
order to be sure that I was using a non-polluting laundry 

product. 
2.50 1.79 0.905 

22. Manufacturers should be forced to used recycled materials 

in their manufacturing and processing operations. 
3.20 2.59 0.904 

23. I think that a person should urge his/her friends not to use 

products that pollute or harm the environment. 
2.72 1.81 0.904 

24. Commercial advertising should be forced to mention the 

ecological disadvantages of products. 
3.38 2.15 0.908 

25. Much more fuss is being made about air and water pollution 

than is really justified.* 
2.65 2.05 0.905 

26. The government should provide each citizen with a list of 
agencies and organizations to which citizens could report 

grievances concerning pollution. 
2.43 1.28 0.905 

27. I would be willing to pay a 5 % increase in my taxes to 

support greater governmental control of pollution. 
3.21 2.03 0.903 

28. Trying to control water pollution is more trouble than it is 

worth.** 
2.95 2.16 0.906 

29. I become incensed when I think about the harm being done 

to plant and animal life by pollution. 
3.00 2.66 0.906 

30. People should urge their friends to limit their use of products 

made from scarce resources. 
2.55 1.66 0.906 

31. I would be willing to pay one dollar more each month for 

electricity if it meant cleaner air. 
3.20 2.26 0.91 

32. It would be wise for the government to devote much more 

money toward supporting a strong conservation program. 
2.51 2.00 0.908 

33. I would be willing to accept an increase in my family's total 
expenses of 50€ next year to promote the wise use of natural 

resources. 
4.19 1.55 0.913 

34. Products which during their manufacturing or use pollute the 

environment should be heavily taxed by the government. 
3.01 1.21 0.907 

35. People should be willing to accept smog in exchange for the 

convenience of automobiles.* 
3.02 0.89 0.908 

36. When I think of the ways industries are polluting I get 

frustrated and angry. 
3.91 0.08 0.909 

37. Our public schools should require all students to take a 

course dealing with environmental and conservation problems. 
3.49 0.25 0.909 

38. I would be willing to stop buying products from companies 

guilty of polluting the environment even though it might be 

inconvenient. 

2.62 1.07 0.906 

39. I'd be willing to make personal sacrifices for the sake of 

slowing down pollution even though the immediate results may 

not seem significant. 

2.52 1.14 0.904 
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ACC scale items* 
Mean 

scores 

Standard 

deviations 

Cronbach´s 

alpha*** 

40. I rarely ever worry about the effects of smog on myself and 

family.** 
2.66 1.18 0.906 

Note:   * Used 5-degree Likert scale (1 = strong disagreement, 5 = strong agreement). 
          ** Negative / opposite evaluation. 

        *** Overall Cronbach´s alpha = 0.911 

Source: Own calculations based on a scale from Antil and Bennett, 1979 

The last part of the questionnaire was focused on the identification of respondents (age, 
gender, and residence). 

3 RESULTS AND DISCUSSION  

3.1 Results 

In the primary research we used a quantitative method to collect data. We conducted a 
standardized query using a research tool - the questionnaire. To achieve the main goal, we 
focused on solving partial goals, based on which we formulated hypotheses and research 
questions. In the next section we focus on answering research questions and verifying 
hypotheses. 

RQ1: What is the rate of attitudes towards climate change? (based on ACC scale) 

The scale used for the measurement contained 12 statements, with the respondent 
commenting on 5 points of the Likert type scale for each one. It follows that the resulting 
value can range from 5 to 60 points. The average value measured by us is 29.45 points 
(approximately 44.45 %), which is below average to the average value (the average of the 
scale is 32.5 points). The average calculation error is 0.433 points. The modus represents a 
value of 22 points and a median 28 points. Overall, we rate of the ACC scale in Slovakia as 
below-average / average. 

RQ2: What is the level of ecologically and socially responsible consumption? (based on SRCB) 

The average of SRCB investigated accounted for 115.77 points that is below the average in 
scale (scale average - 120; <40,200> scale). The average calculation error is 1.23 points. The 
modus represents a value of 128 points and a median 121 points. Overall, we rate the SRCB 
as below-average to average. 

RQ3: What effect do the selected demographic factors have on the ACC scale? 

H1a: There is a relationship between the measured ACC value and age. 

H1b: There is a relationship between the measured ACC value and gender. 

Age and gender were chosen as the selected demographic factors. Already the initial results 
suggest that there are significant differences. Males achieved an average ACC score of 26.32 
points (st. dev. = 3.64) and females achieved an average ACC score of 32.42 points (st. dev. 
= 10.47). As we can see, the men's segment achieved a more consistent response. 

From the point of view of age differences, we examined 3 segments, namely 15-39 years old, 
40-64 years old and older than 65 years. Respondents between the ages of 15-39 achieved 
an average ACC score of 27.91 points with a standard deviation of 9.92 points. Respondents 
aged 40-64 achieved an average score of 33.40 points (st. dev. = 5.42) and respondents older 
than 65 years achieved an average ACC value of 23.87 points (st. dev. 6.26). 
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However, these results can only be understood as indicative. An important step is to test the 
hypotheses, which we did with the help of the ANOVA test. We recorded significant test results 
in Tab. 4. 

Tab. 4 Hypotheses H1 Evaluation Results (ANOVA) 

 F - value F - crit. F-F crit. alpha p-value alpha - p-value 

H1a 42.598 3.019 F > F crit. 0.05 0.000 Alpha > P-value 

H1b 57.049 3.866 F > F crit. 0.05 0.000 Alpha > P-value 

Source: own calculations 

Based on the results given in Tab. 4 (F> FCritical), hypotheses H1a and H1b can be confirmed. 
The confirmation of the hypotheses is also supported by the fact that Alpha> P-value. This 
can be rejected as only a noise or a random factor, and we confirm the selected demographic 
factors (age and gender) as factors influencing attitudes towards climate change. 

RQ4: What effect do the selected demographic factors have on the SRCB scale? 

H2a: There is a relationship between the measured value of the SRCB and age. 

H2b: There is a relationship between the measured value of SRCB and gender. 

We examined two demographic factors - age and gender. The average score of men was 
107.45 points with a standard deviation of 26.89 points and the average score of women was 
123.56 points with a standard deviation of 17.92 points. 

In terms of age difference, it can be stated that consumers aged 40-64 achieved the highest 
average score (average 125.77 points with a standard deviation of 17.24 points), followed by 
a segment of 15-39-year-old (average 113 points with a standard deviation of 25.97 points) 
and the lowest average score was obtained by consumers over 65 (average 98.42 points, st. 
dev. 22.05). 

These results can be understood as indicative and therefore no clear conclusion can be drawn 
from them. Therefore, we decided to test the hypotheses based on the ANOVA test (see Tab. 
5). 

Tab. 5 Hypotheses H2 Evaluation Results (ANOVA) 

 

 

 

Source: own calculations 

Based on the results given in Tab. 5 (F> Fcritical), hypotheses H2a and H2b can be confirmed. 
The confirmation of the hypotheses is also supported by the fact that Alpha> P-value. This 
can be rejected as only a noise or a random factor. And we confirm the selected demographic 
factors (age and gender) as factors influencing socio-ecological conscious consumption. 

RQ5: What is the direction and intensity of the relationship between ACC scale and SRCB scale? 

H3: There is a relationship between the ACC value and the SRCB. 

To confirm (refuse) the hypotheses we chose the ANOVA one-way test. Based on the test, it 
can be stated that the F-value > F crit. value, hypothesis can be confirmed (in all cases). 

 F - value F - crit. F-F crit. alpha p-value alpha - p-value 

H2a 38.933 3.019 F > F crit. 0.05 0.000 Alpha > P-value 

H2b 47.494 3.866 F > F crit. 0.05 0.000 Alpha > P-value 
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Confirmation of the hypothesis is also supported by the fact that alpha (0.05) > P-value. In 
this way, it can be rejected that it was just a noise. We confirm that there is a relationship 
between ACC values and SRCB values. We used regression analysis to determine the direction 
and magnitude of this relationship (see Tab. 6). 

Tab. 6 Results of regression analysis 
 

Regression Statistics ANOVA Regression 

function 
Multiple 

R 

R 

Square 

Standard 

Error 
Alpha P-

value 
Significance F 

H3 0.731 0.534 16.46 0.05 0.000 0.000 positive 

Source: own processing 

We can see a positive relationship between ACC values and SRCB values. In ANOVA, we test 
a null hypothesis that claims the model we have chosen to explain dependence (in our case 
linear regression line) is not appropriate (the alternative hypothesis argues the opposite). The 
F test is used to evaluate this claim. The significance F ≤ 0.05 (α - significance level) that 
means that the model has been selected correctly. The null hypotheses that are tested in this 
analysis relate to the significance of the locating constant and the regression coefficient with 
the null-hypothesis asserting the insignificance of the relevant coefficient and the alternative 
hypothesis of its significance. The P-value for the locating constant is less than 0.05 (alpha), 
this suggests that the locating constant is statistically significant. As we can see, this is a strong 
relationship (Multiple r = 0.731), with the selected regression line explaining revenue variability 
to approximately 53%. Error (16.464) is acceptable given the depth of the variables examined. 
The regression function has a positive character. It can be stated that the more positive the 
rate of attitude towards climate change (ACC), the higher the level of sociological-ecological 
awareness (SRCB) among respondents. 

3.2 Discussion 

The results of the primary are comprehensive. We have shown that consumers have an 
average attitude towards climate change. While some are strongly positive, consumers are 
also diametrically opposed, creating overall average results. The scale captures mainly the 
cognitive (cognitive) dimension, which needs to be increased. Overall, it can be stated that 
from the point of view of ecological education and ecologically responsible behaviour, it is 
necessary to increase this number. This can be achieved e.g., consumer education and further 
complementary education. 

The authors Čvirik - Ölveczká (2020a) concluded that "Slovaks have an average knowledge of 
the subject, and also achieve an average level of willingness to address (or mitigate the 
impacts) of climate change." We came to the same conclusion. 

As we can say, women are more positive about climate change, which may be due to their 
higher interest in ecology, which is also linked to climate change. Respondents aged 40-64 
reached the highest average ACC scale, which may be due to the fact that this is a generation 
that has enough information (from different fashions) and is also aware of its role in the 
ecological system. Respondents aged 15-39 achieved a lower score, who, although they have 
enough information, form their own opinions, which may not be exactly identical with the 
ecological intention. The 65+ generation did not have a relationship with ecology at a younger 
age, when ecological problems did not recur as often as they do today. It is therefore logical 
that it achieves the lowest average rate on the ACC scale. We believe that increasing the 

http://abacus.bates.edu/~ganderso/biology/resources/writing/HTWsections.html#discussion
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knowledge component would also increase the rate of ACC, but it is necessary to choose the 
right communication strategy and media mix for each segment. 

Socially and environmentally responsible consumption is currently one of the most important 
topics of conscious consumer behaviour. 

From the available sources it can be stated that the topic of responsible consumption and 
ecological awareness in consumer behaviour in the conditions of Slovakia was dealt with by 
the authors Čvirik - Ölveczká (2020b), who measured a below-average level on the basis of 
SCRB. As we found out, the rate of the SRCB is currently on average to below average. It is 
necessary to increase this rate. From the point of view of individual statements of the scale, it 
can be stated that Slovak consumers feel that they are doing enough to protect scarce 
resources. At the same time, they have insufficient information about environmental 
consequences on the consumption of certain products; that pollution and pesticides do not 
affect their lives, which poses a direct risk to health. 

It can be stated that women have more socially responsible consumption and are more aware 
of the environmental impact of consumption than men. 

From the point of view of age, the lowest socially responsible consumption is achieved by 
respondents over 65 years of age, followed by respondents from 15 to 39 years of age, and 
the highest level of social and environmental responsibility is achieved by consumers between 
40 and 64 years of age. The reason may be several, whether the time in which the generations 
live, the degree of ecological awareness, or interest in the issue. 

Although the ACC and SRCB scale examine environmental issues from different perspectives, 
it can be stated that there is a strong positive relationship between them. This is a logical 
interpretation, as both concepts examine environmental and ecological aspects, while at a 
higher value, higher ecological awareness can be stated. 

CONCLUSION 

The aim of the article was fivefold: (1) measuring Slovaks' attitudes to climate change (based 
on Attitudes to Climate Changes Scale), and also (2) examining the influence of demographic 
factors on this rate, (3) measuring socio-ecological behaviour of Slovaks (based on Socially 
Responsible Consumption Behaviour Scale), as well as (4) examining the impact of 
demographic factors on this rate. At the same time, we would examine (5) the relationship of 
Slovaks' attitudes to climate change and their socio - ecological behaviour. 

Based on the primary survey, it can be stated that the average value of both examined scales 
(ACC and SRCB) reaches below-average to average level. This result can serve as a basis for 
further research. It is necessary to realize that environmental conditions are constantly 
deteriorating, and it is also up to individuals to contribute their awareness of the issue to the 
one that will ultimately bring an increase in the quality of life. 

It is possible to state the significance of demographic factors - age and gender - on the 
researched concepts. These results can be used mainly in communication, whether in the 
creation of communication strategies or in general in the creation of a communication policy 
that focuses on increasing the level of environmental awareness. Men and consumers over the 
age of 65 can be identified as critical segments in this area. 

In the future, it would be appropriate to examine other demographic factors, but also 
psychological-behavioural ones, which would help in more accurate segmentation of 
consumers and thus identify potential critical segments that need to be worked with (raising 
awareness). At the same time, it would be appropriate to create a model that would contribute 
to raising awareness (environmental, social, and environmental). 
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The results of the work can be used both in marketing areas (product, price, distribution, and 
communication), as well as in consumer behaviour and consumer policy. 
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