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Abstract 

INTRODUCTION: The paper focuses on the issue of consumer ethnocentrism, bringing a new perspective on possible 
measurement as well as intervention options. 
OBJECTIVES: The aim of the paper is threefold: (1) to point out the possibilities of alternative measurement of consumer 
ethnocentrism within generation Z, (2) to highlight the possible adaptation and modification of the tool, and (3) to explain 
the influence of key demographic factors on the measure of consumer ethnocentrism among generation Z. 
METHODS: From the point of view of the methodology, we use a range of statistical methods with an emphasis on 
exploratory methods such as network analysis, exploratory factor analysis, and raincloud plots, but also confirmation 
methods such as the Mann-Whitney test and Kruskal-Wallis test. 
RESULTS: The results indicate that CEESCALE is a suitable instrument for measuring consumer ethnocentrism in the 
studied cohort with adaptation within dimensionality. It is possible to state a low level of consumer ethnocentrism among 
Generation Z in Slovakia, while this level is influenced by place of residence but not by gender or region of residence. 
CONCLUSION: The results provide a re-management knowledge base for generating marketing, management, and business 
strategies to support domestic production. 
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1. Introduction

In the scientific community, it is possible to identify the 
consensus of the founders of consumer ethnocentrism, which 
are the author collective Shimp and Sharma [1]. The authors 
understood consumer ethnocentrism as "the beliefs held by 
American consumers about the appropriateness, indeed 
morality, of purchasing foreign-made products"[1]. 
Consumer ethnocentrism was applied to the American 
consumer in this work, but there is the possibility of 
international modification. The authors state that it is a matter 
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of faith, i.e., the inner conviction of individuals in the in-
group (national group) about the need to promote the 
domestic [2]. 

The study of consumer behaviour is central to marketing 
management. It makes it possible to understand the 
motivations, preferences, and decision-making processes of 
customers, who represent the alpha and omega for strategic 
decision-making by the management of every successful 
company [3, 4]. This knowledge is the basis for effective 
market segmentation, product development, pricing policy, 
and communication strategy planning[5]. In addition, it helps 
to identify new market opportunities, solve problems 
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associated with satisfied customers, and create long-term 
relationships, while without a deep understanding of 
consumer behaviour, marketing activities could be 
ineffective, leading to underutilisation of resources and low 
return on investment [6–8]. 

Consumer ethnocentrism represents the internal 
conviction of consumers that buying domestic products is 
morally and ethically correct because they support the 
domestic economy [9–11]. 

The importance of measuring consumer ethnocentrism is 
that it allows businesses and governments to understand 
consumer preferences, which can influence marketing 
strategies and support for domestic producers while providing 
important data on the degree of economic patriotism and its 
impact on international trade. Consumer ethnocentrism is 
most often measured with the help of CETSCALE, while this 
instrument is also subject to considerable criticism [12–14]. 
In this context, it is advisable to use alternatives such as 
CEESCALE [15]. 

The aim of the paper is threefold: (1) to point out the 
possibilities of alternative measurement of consumer 
ethnocentrism within Generation Z, (2) to highlight the 
possible adaptation and modification of the instrument, and 
(3) to explain the influence of key demographic factors on the
measure of consumer ethnocentrism among Generation Z.

2. Literature review

Consumer ethnocentrism expresses the belief that buying 
domestic products is morally right and supports the national 
economy, while buying foreign products can be perceived 
negatively [16, 17]. Shimp and Sharma [1] specify that, in the 
minds of ethnocentric consumers, the purchase of foreign 
products can negatively affect the domestic economy and 
unemployment and appear unpatriotic, which distinguishes it 
from the concept of the country of origin effect, which is 
mainly focused on product characteristics and stereotypical 
ideas about the country of origin [18]. The degree of 
consumer ethnocentrism changes over time, adapting to the 
current economic situation but also to other micro and macro 
indicators. Identifying the degree of consumer ethnocentrism 
is essential for understanding how strong customers' ties to 
domestic products are, which is reflected in their purchasing 
decisions[19, 20]. In the scientific community, CETSCALE 
(Consumer Ethnocentric Tendencies Scale) is used to identify 
the measure, which contains seventeen statements to which 
respondents respond using a Likert scale [12]. However, there 
are opinions that this tool has several disadvantages and limits 
[15, 21–28]. 

The original CETSCALE was applied to the conditions of 
the American market, while translation and use in other 
countries may lead to loss of meaning or misinterpretation. 
Also, this tool is generally referred to as unidimensional [24, 
29], which represents a considerable simplification of the 
understanding of consumer ethnocentrism. The questions 
contain a reduced degree of variability within the construct 
and capture effects rather than motives. As a response to these 
and other limits, CEESCALE was created by [15], which 

better explains the willingness to buy domestic/foreign 
products as well as the motives for this willingness. The tool 
is relatively little applied in international settings such as 
Syria [30], Myanmar [31] , and in other countries where it 
achieved acceptable levels of reliability and variability. In 
European conditions, it was applied relatively rarely. 

RQ1: What is the level of consumer ethnocentrism 
measured on the CEESCALE basis in the studied segment? 

In the scientific community, one can find several opinions 
and perspectives on the dimensionality of consumer 
ethnocentrism [21, 32–36]. A number of opinions point to 
multidimensionality, while this finding mainly results from 
the examination of consumer ethnocentrism with the help of 
CETSCALE. The authors of CEESCALE themselves [15] 
point to the existence of multidimensionality of the tool, 
stating the dimension of prosociality, which is oriented 
towards love for the homeland and one's own social group, 
the cognitive dimension is oriented towards knowledge and 
perception of domestic production, the dimension of 
uncertainty is oriented towards uncertainty and threats 
affecting the economic situation of the home country, the 
dimension of reflexivity represents the perception of 
information biased (ethnocentrically), which leads to the 
rejection of foreign products, and the dimension of 
habituation (habit) focuses on the fact that ethnocentrism is 
generated by repeated behaviour associated with morality. In 
this context, it is appropriate to examine the situation in terms 
of the studied cohort. 

RQ2: How can one characterise the latent factors affecting 
the level of consumer ethnocentrism measured with the 
CEESCALE? 

It is indisputable that the degree of consumer 
ethnocentrism is influenced by a number of mediators [37–
42]. From the point of view of demography, three key ones 
can be identified, namely gender, residence, and residence in 
the context of the geographical location [40, 43–49]. 
However, it is necessary to note that the results differ from 
country to country, while the influence of individual factors 
can change over time. Therefore, continuous research is 
necessary. It is also worth emphasising that the results were 
not applied to Generation Z but to more generally 
characterised populations. 

RQ3: How do selected demographic characteristics of 
Generation Z consumers affect the level of consumer 
ethnocentrism? 

H1: Gender has an effect on the level of individual factors 
of consumer ethnocentrism. 

H2: Residence has an effect on the level of individual 
factors of consumer ethnocentrism. 

H3: The region of origin of the consumer has an influence 
on the level of individual factors of consumer ethnocentrism. 

3. Methodology

The article uses both secondary and primary research. 
Secondary research was used in the context of literature 
research, which provided the basis for primary research. 
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The population for the needs of the primary survey was 
defined as Slovak consumers of generation Z. In this context, 
it was necessary to respect certain selection criteria when 
creating the sample. First of all, it was Slovak nationality. The 
national context is key in the evaluation of consumer 
ethnocentrism, as it is orientated towards a national group. It 
was also necessary to consider the limitation from the point 
of view of generational affiliation. From the point of view of 
generational affiliation, the respondents were between the 
ages of 15 and 29 [50]. Generation Z is currently an important 
segment that needs to be investigated more closely. It should 
be noted that Generation Z, which is often overlooked in the 
study of moral and ethical influences, should be realised that 
it is a generation that will soon represent the main labour and 
purchasing power [51]. It is also crucial to know the value-
creating elements for this generation [52], which will 
represent the basis for generating strategies in a dynamic 
environment [53]. Studies indicate that the effect of the 
country of origin and consumer ethnocentrism [54–57] 
affects Generation Z only to a limited extent, and therefore a 
deeper investigation of these effects is necessary for the 
economic prosperity of the home country. The survey was 
conducted in Q1 to Q2 2024. The average age of the 
respondents was 22 years. The sample had similar, but not 
identical, characteristics to the population, which brings 
certain limitations. After cleaning the data, 1370 respondents 
became the base for the primary survey. From the point of 
view of the sample size and from the point of view of the 
population size, it can be expected that at 95% confidence the 
error rate of the outputs will be approximately ± 2.56% (at 
99% CI it is ± 3.37). To measure consumer ethnocentrism, we 
use CEESCALE, which has not yet been applied in Slovakia. 
Of course, the language mutation was ensured, as well as the 
change of the application from British nationality to Slovak. 

In the paper, we use a number of statistical methods chosen 
for the best possible fulfilment of the goal. We use descriptive 
and inferential statistics [58]. Terms of descriptive statistics, 
we focus on the median and average, as well as the minimum 
and maximum values. In the sense of variability, we use 
standard deviation. It is necessary to note that even with 
regard to the ordinality of the data, the average and standard 
deviation are rather indicative for a simple comparison [59]. 
In the work, we also use the calculation of the sum index 
characteristic of the assessment of scale tools. To investigate 
connections, we use a network map/network plot, which is 
created on the basis of correlations and thus provides a clear 
graphic visualisation [60]. 

We use EFA to identify dimensions (latent factors). We 
verify its use based on the Kaiser-Meyer-Olkin criterion 
(KMO is expected above 0.6) and Bartlett's Test (significance 
is expected) [61, 62]. Considering the nature of the data, it is 
advisable to use the polychoric correlation matrix [63] as a 
basis for EFA. Parallel analysis is recommended for learning 
the number of factors [64]. It is also recommended to verify 
the quality of the model, whereby the model should explain 
more than 50% of the variability (Field, 2018), RMSEA 
should be below 0.06, SRMR below 0.06, and TLC and CFI 
above 0.9, ideally above 0.95 [65, 66]. For the investigation 
of differences, it is appropriate to subsequently generate a 

regression factor score [67]. This score serves as a variable 
for examining the influence of the factors. Descriptive 
analyses using raincloud plots as a modern cross-sectional 
tool for the variable are recommended for investigating 
differences [68]. For the possibility of generalisation, the 
Mann-Whitney test can be used when examining two groups 
(with the evaluation of effect size using rank-biserial 
correlation) and the Kruskal-Wallis test for the comparison of 
more than two groups (by evaluating the effect size using rank 
η²) [69]. 

4. Results

In this part, we focus on answering research questions and 
verifying hypotheses for the needs of fulfilling the main goal. 

RQ1: What is the level of consumer ethnocentrism 
measured on the basis of CEESCALE among Slovaks of 
generation Z? 

First of all, we examined the individual statements of the 
CEESCALE tool. In this context, we use elements of 
descriptive statistics to create a basic overview (Table 1). 

Table 1. Results of descriptive statistics for individual 
CEESCALE statements. 

Statement Valid Median Mean Std. 
Dev. Min Max 

CEESCALE_01 1370 3 3.19 1.58 1 7 
CEESCALE_02 1370 3 3.07 1.55 1 7 
CEESCALE_03 1370 5 4.83 1.43 1 7 
CEESCALE_04 1370 4 3.58 1.56 1 7 
CEESCALE_05 1370 4 3.99 1.41 1 7 
CEESCALE_06 1370 3 3.18 1.59 1 7 
CEESCALE_07 1370 4 3.72 1.42 1 7 
CEESCALE_08 1370 3 2.98 1.49 1 7 
CEESCALE_09 1370 4 3.76 1.42 1 7 
CEESCALE_10 1370 4 3.76 1.43 1 7 
CEESCALE_11 1370 4 3.56 1.39 1 7 
CEESCALE_12 1370 4 4.04 1.49 1 7 
CEESCALE_13 1370 4 4.26 1.39 1 7 
CEESCALE_14 1370 4 3.90 1.53 1 7 
CEESCALE_15 1370 4 3.88 1.39 1 7 
CEESCALE_16 1370 4 3.99 1.40 1 7 
CEESCALE_17 1370 3 3.42 1.58 1 7 

It can be stated that each respondent expressed their attitude 
to each statement in the form of a degree of agreement. Based 
on table 1, it can be concluded that the highest agreement was 
with statement no. 3, and on the contrary, we identified the 
lowest level of agreement with statement no. 2. Position 
measures are orientated around the centre value of the scale 
(around four points). It is worth noting that the statements 
contain a relatively wide standard error from the mean value 
and also that the full depth of the Likert scale was used for all 
statements, which may indicate the influence of determinants. 
If we understand the tool as a complex measuring tool of 
consumer ethnocentrism, the sum index (SEsum) can also be 
evaluated based on the relationship: 
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𝑆𝑆𝑆𝑆𝑠𝑠𝑠𝑠𝑠𝑠 =  ∑ 𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝑖𝑖17
𝑖𝑖=1  (1) 

Due to the use of a 7-point Likert scale, the results will be 
from the interval <17-119>. The median value was at the 
level of 65 points. The average value was at the level of 63 
points with a standard error of 17 points. The minimum and 
maximum measured values represented the lowest and 
highest possible values. In general, the measured level of 
consumer ethnocentrism on the basis of CEESCALE can be 
evaluated as below average (the average value points to 
roughly 45% of the level of consumer ethnocentrism), while 
on the basis of the bootstrap method (95% confidence 
interval), one can expect an average value of consumer 
ethnocentrism in the population in the range of 62 to 64 
points. 

RQ2: How can one characterise the latent factors affecting 
the level of consumer ethnocentrism measured with the 
CEESCALE? 

The study presenting the CEESCALE concept [15] 
assumes a five-dimensional model. Since no study has yet 
been carried out in the conditions of Slovakia, we will use 
exploratory factor analysis (EFA) in order to unbiasedly 
search for possible latent factors. In the first step, it was 
necessary to evaluate the assumptions for the use of EFA. The 
basic prerequisite for the use of this analysis is the existence 
of a correlation between the statements, which we recorded 
in the form of a network map on figure 1. 

 

 

Figure 1. Network map for CEESCALE items 

 
Figure 1 points to the existence of a link between the 

statements. It is also possible to observe some strong 
connections between some statements, such as between 
CEESCALE_01 and CEESCALE_02, or CEESCALE_09, 
CEESCALE_10, and CEESCALE_11. The image thus 
indicates not only the existence of relationships but also 
possible latent groupings. On the basis of the above, we 
expect the appropriateness and substantive meaningfulness of 
the EFA. We also verified the assumptions based on statistical 
indicators such as the Kaiser-Meyer-Olkin (KMO) criterion 
and Bartlett's Test, while the results of the KMO (0.938) and 

Bartlett's Test (x2=14126.5; df=136) indicate the 
appropriateness of using EFA. 

Within EFA, we use principal axis factoring as a factoring 
method. We perform the analysis on the basis of the 
polychoric correlation matrix due to the ordinality of the data. 
We use parallel analysis to determine the number of factors. 
It is necessary to note that the initial results did not clearly 
classify the statements into latent factors; therefore, we used 
rotation. Considering the expected correlation between latent 
factors, we chose oblique rotation, specifically promax. We 
recorded factor loadings for individual statements in the 
context of their factor affiliation in Table 2.
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Table 2. Factor loading and Uniqueness from EFA. 

Factor 
Loadings Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Uniqueness 

CEESCALE_11 0.861      0.232 
CEESCALE_09 0.85      0.293 
CEESCALE_10 0.84      0.287 
CEESCALE_02  0.883     0.188 
CEESCALE_01  0.841     0.272 
CEESCALE_04  0.566     0.362 
CEESCALE_07   0.765    0.337 
CEESCALE_08   0.757    0.312 
CEESCALE_06   0.714    0.39 
CEESCALE_16    0.788   0.263 
CEESCALE_15    0.772   0.405 
CEESCALE_17    0.617   0.436 
CEESCALE_14     0.748  0.357 
CEESCALE_12     0.729  0.426 
CEESCALE_13     0.611  0.391 
CEESCALE_03      0.636 0.506 
CEESCALE_05      0.405 0.428 

Note: For the clarity of the results, only factor loadings higher than 0.4 are shown. 
 

 
As we can see (Table 2), after the rotations, we got a clear 
idea of the classification of the statements. In total, we 
identified six factors. The factors were generated according 
to the assumptions made during their creation, except for 
factor 1 (prosociality), which in our case is divided into two 
(factor 2 and factor 6). Based on semantic analysis and 
heuristics, factor 2 can be labelled as "patriotism," and factor 
6 can be called "altruism," while their intersection is related 
to prosociality. It is important to comment more closely on 
the quality of the presented six-factor model. It can be 
concluded that the model explains 65.4% of the variability. 
From the point of view of additional fit indices, the model 
reaches acceptable values, with RMSEA = 0.038, RMSEA 
90% CI = (0.031-0.045), SRMR = 0.009, TLI = 0.98, and CFI 
= 0.99. Based on the above, we consider the model to be a 
reliable image of reality and will continue to work with this 
model. We examined more closely the correlations between 
individual factors and recorded the results in Table 3. 

Table 3. Factor Correlations. 

Factor Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 
Factor 1      
Factor 2 0.641     
Factor 3 0.645 0.744    
Factor 4 0.478 0.581 0.599   
Factor 5 0.684 0.644 0.614 0.619  
Factor 6 0.536 0.58 0.471 0.537 0.605 
 

Our assumption of the existence of correlations between 
factors was correct, as can be seen in Table 3. In all cases, a 
positive correlation was identified, which supports the logic 
of the construct. The strongest connection can be identified in 
the case of factor 2 and factor 3. However, it is worth 

mentioning that all correlations were moderately strong to 
strong, which indicates a considerable intensity of the 
connection between the individual factors. 

RQ3: How do selected demographic characteristics of 
Generation Z consumers affect the level of consumer 
ethnocentrism? 

To answer the research question (RQ3), we will follow the 
formulated hypotheses that reflect the investigated 
demographic characteristics of consumers. For further work 
with factors, we generated factor scores (regression factor 
scores) for individual factors. Hypotheses have the character 
of a theoretical hypothesis, so we will subsequently modify 
them into statistical hypotheses for the needs of testing. 

H1: Gender has an effect on the level of individual factors 
of consumer ethnocentrism. 

Hypothesis 1 operates with gender as a possible factor. In 
the first step, it is advisable to examine the hypothesis 
descriptively, with the help of visualisation, while we will use 
raincloud plots, which offer an overview and summary of the 
distribution, central tendencies, and spread of values. We 
recorded the results for individual factors in figure 2. 

The visualisation (Figure 2) indicates that there are 
probably no differences within the studied groups, which 
would indicate that gender does not affect the level of 
individual factors. Since the results are ambiguous, we will 
subject the formulated theoretical hypothesis to statistical 
testing. In view of the above, it is necessary to transform it 
into a statistical hypothesis and then choose a suitable 
statistical test. It is necessary to state that due to the existence 
of six factors, it will be necessary to formulate six statistical 
hypotheses. For this type of hypothesis and due to the nature 
of the data and pre-documents, we will use the Mann-
Whitney test. We recorded the results in Table 4. 
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Figure 2. Raincloud plots for identifying differences within gender for individual factors. 

Table 4. Mann-Whitney test results for gender. 

Factor Hypothesis p-value Rank-Biserial Correlation 
FA_1 H1a 0.396 0.027 
FA_2 H1b 0.045 -0.064 
FA_3 H1c 0.122 -0.049 
FA_4 H1d 0.642 0.015 
FA_5 H1e 0.111 0.051 
FA_6 H1f 0.114 0.05 
 

Through the prism of alpha (0.05) and p-value comparison, 
it can be concluded that the statistically significant difference 
between men and women in the studied population shows 
statistical significance within factor 2. For a better 
understanding of the intensity (effect size) of this 
relationship, we used rank-biserial correlation, which 
indicates that this effect is materially negligible. It can 
therefore be expected that there are no differences in the 
perception of the identified factors by men and women, and 

therefore that gender in the studied population will not be a 
significant determinant. 

H2: Residence has an effect on the level of individual 
factors of consumer ethnocentrism. 

Hypothesis 2 focuses on a possible determinant of 
consumer ethnocentrism — residence. When choosing a 
place of residence, respondents had a choice between the city 
or the countryside. We examined these two groups from the 
point of view of description with the help of raincloud plots 
(Figure 3).  

The results are slightly unclear, although certain 
differences in central tendencies can be noted. For a better 
understanding of possible differences as well as 
specifications for generalisation, we used statistical testing. 
In view of the above, it is necessary to transform it into a 
statistical hypothesis and then choose a suitable statistical 
test. It is necessary to state that due to the existence of six 
factors, it will be necessary to formulate six statistical 
hypotheses. For this type of hypothesis and due to the nature 
of the data and assumptions, we will use the Mann-Whitney 
test. We recorded the results in Table 5. 
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Figure 3. Raincloud plots for identifying differences within residence for individual factors.

 
Table 5. Mann-Whitney test results for gender. 

Factor Hypothesis p-value Rank-Biserial Correlation 
FA_1 H2a 9.607×10-5 0.125 
FA_2 H2b 0.001 0.104 
FA_3 H2c 1.052×10-4 0.124 
FA_4 H2d 9.281×10-6 0.142 
FA_5 H2e 2.894×10-6 0.15 
FA_6 H2f 7.868×10-4 0.108 

 
As can be seen from Table 5, at the 95% confidence 

level, differences between the studied groups in the 
population can be expected in all identified factors of 
consumer ethnocentrism. In other words, residence 
represents a significant determinant of consumer 
ethnocentrism at all levels of its manifestations. Rank-
Biserial Correlation indicates that the effect of residence is  
relatively low, but higher values can be expected for 
countryside residents. 

 
H3: The country of origin of the consumer has an 

influence on the level of individual factors of consumer 
ethnocentrism. 

When investigating the influence of the region of origin, 
we focused on eight regions of Slovakia. To investigate the 
hypothesis, we therefore examined eight groups and the 
differences between them. We again used statistical testing, 
but due to the number of groups and the nature of the data, 
we used the Kruskal-Wallis Test.  We recorded the results 
of the Kruskal-Wallis Test in Table 6. 

The results (Table 6) show that no significant difference 
between the two regions can be expected in any factor. In 
other words, the region where people come from within the 
studied country does not appear to be a significant 
determinant of consumer ethnocentrism. 
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Table 6. Kruskal-Wallis Test for the region. 

 Factor Hypothesis p-value Rank η² 
FA_1 H3a 0.144 0.003 
FA_2 H3b 0.268 0.001 
FA_3 H3c 0.345 6.396×10-4 
FA_4 H3d 0.543 0.0001 
FA_5 H3e 0.248 0.002 
FA_6 H3f 0.157 0.003 

 

5. Discussion 

The greatest agreement was with the statement, "It always 
makes me feel good to support our products," which 
indicates the emotional bond of respondents in supporting 
domestic production. From the point of view of Generation 
Z, it can be a feeling of belonging and support of the local 
community [70, 71] or the influence of marketing 
orientated towards domestic and traditional products[72–
74]. We recorded the lowest agreement with the statement 
"I believe that purchasing Slovak goods should be a moral 
duty of every Slovak citizen," which may be due to the low 
level of patriotism in the studied cohort [11, 75, 76]. 

Overall, a below-average level of consumer 
ethnocentrism was measured among Generation Z in 
Slovakia, which is also identified with other research, 
while a low level of consumer ethnocentrism is expected 
within Generation Z [54, 77] as well as among the national 
groups — Slovaks [78, 79]. 

The results show the need to adapt the tool in terms of 
its dimensionality, while six dimensions are expected. The 
investigation of the influence of the determinants was 
carried out within individual dimensions for their better 
understanding. Gender does not appear to be a significant 
factor in the dimensions of consumer ethnocentrism in the 
studied cohort, as [40] point out, while the reason may be 
that both segments have the same access to information and 
gender differences are also blurred [80, 81]. On the 
contrary, residence appears to be a significant factor in 
every identified dimension of consumer ethnocentrism 
measured on the basis of CEESCALE. Consumers living in 
an urbanised part may have more access to foreign 
products, and on the contrary, consumers living in villages 
have better access to local products, and a stronger 
adherence to traditions can also be identified in the village 
[82, 83]. The effect of the region where the consumers 
came from did not prove to be a significant factor. It can be 
speculated that national identity is stronger than regional 
identity, with emphasis on the strong influence of 
globalisation, but national identity is also declining [84–
88]. 

Smart business integrates modern technologies such as 
artificial intelligence, IoT, and big data to optimize 
processes and improve customer experience [89, 90]. It 
uses automation and digitalization to reduce costs and 
increase efficiency. Flexibility and adaptability are key, 
allowing companies to quickly respond to changing market 

conditions, where smart solutions support sustainability, 
for example, through energy efficiency and waste 
minimization, while these approaches improve 
competitiveness and create new opportunities for 
innovation and growth [91–94]. Consumer ethnocentrism 
supports the preference for domestic products, which 
creates opportunities for smart businesses focused on 
locality and sustainability [95–97]. Companies using 
modern technologies can effectively promote local 
products and reach ethnocentric consumers through 
personalized marketing. Digitalization and smart solutions 
enable transparency of product origin, thereby 
strengthening customer trust. At the same time, the 
connection with the local economy reduces logistics costs 
and carbon footprint, which further strengthens the positive 
perception of the brand. Consumer ethnocentrism can thus 
be a key element in the strategy of sustainable and 
innovative business. From the above, it is obvious that the 
issue concerns both domestic companies and those 
interested in entering a given market, or foreign companies 
already operating in a given market [43, 98]. 

Paper also has certain limits. The first may be to 
examine only one generation, which represents strong 
concentration. In the future, it would be advisable to 
examine other generations as well and thus obtain broader 
knowledge. It would also be appropriate to complete the 
measurement with the help of CETSCALE and then 
identify the differences for a better understanding of the 
limits and benefits of the tools of thwarting consumer 
ethnocentrism. 

6. Conclusion 

The literature review pointed to key aspects of consumer 
ethnocentrism. Based on the conducted research, it can be 
concluded that consumer ethnocentrism among the Slovak 
generation Z shows a below-average level, which is in line 
with the results of other studies. Identified differences in 
the influence of factors such as residence, with urbanisation 
and access to products playing a significant role. On the 
contrary, factors such as gender or country of origin of 
consumers did not prove to be significant. 

Demonstrating the appropriateness of using 
CEESCALE for measuring consumer ethnocentrism in the 
conditions of Generation Z in Slovakia is also key. 
However, it is necessary to note that the dimensionality is 
different compared to the original scale. The difference is 
only in one dimension, which in the conditions of the 
studied cohort brings a more detailed segmentation. 

For marketing management, measuring the phenomenon 
of consumer ethnocentrism is important, especially when 
determining the potential for foreign products in specific 
markets, as well as when building the image of domestic 
products. The measurement also makes it possible to 
identify market segments with a higher probability of 
preference for house brands, which is crucial for optimising 
distribution, price, and communication. Moreover, 
understanding the level of ethnocentrism helps to avoid 
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possible marketing mistakes that could provoke negative 
reactions from local consumers. 

The results highlight the need for further research 
focusing on different generations and comparing different 
instruments for measuring consumer ethnocentrism, such 
as CEESCALE and CETSCALE, to better understand their 
limits and uses. For practice, these findings are valuable, 
especially in the creation of marketing strategies, 
optimisation of distribution, and identification of segments 
that prefer domestic products, which can be crucial for 
successful penetration of local and international markets. 
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