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Abstrakt  

 

ami. Na zber 

 

 

 

Klasifikace JEL  

M30, Z10 

 

 

 bolo meranie miery sp

vo 
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 Consumer Ethnocentric 

Tendencies Scale

ne 

Aj na  

 

vo Na dosiahnutie 

 

VO1: Ak  

CETSCALE) a jed  

 etnocentrizmom a  

Pr

(Hofstede,1993, 2007, 2010; Hofstede Insights, krajiny boli Slovensko, 

e v 

 1. 

T  

Krajina  PDI* IDV** MAS*** UAI**** LTO***** IVR****** 

Slovensko 100 52 100 51 77 28 
 57 51 42 86 48 44 
 46 80 88 82 58 31 

Taliansko 50 76 70 75 61 30 
Legenda: *PDI - Power distance , **IDV- Individualism versus collectivism, ***MAS- Masculinity versus 

Femininity,  ****UAI- Uncertainty avoidance,  *****LTO- Long-term versus short-term orientation, 

******IVR- Indulgence versus Restraint. 

 2010) a Hofstede Insights (2018). 

o prieskumu sme na zber 
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 dotaz

v 

0

- CETSCALE. 

 

etnocentrizmus. Validitu CETS

Cronbachovho alfa. 

 

 

T 2 Parametre prieskumu 

Krajina  CETSCALE - mean score Cronbach alpha 

Slovensko 27,22 0,876 
 41,51 0,796 
 33,77 0,804 

Taliansko 39,80 0,703 
 

pomoci ANOVA testov. 
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2  

 

 . 

 

Gerarda Hofstedeho. 

Hofstede et al. (1993, 2007

 

 

 

.  ve 

u 

maskulin . V roku 

 

v . 

Hofstede Insights, 

Hofstede Insights 2018): 
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1. Vzd  moci (Power distance, PDI)  

 

2. Individualizmus alebo kolektivizmus (Individualism versus collectivism, IDV) 

 

3. Maskulinita alebo feminita (Masculinity versus Femininity, MAS) 

 

AI) 

 

-term versus short-term orientation, LTO) 

k  

 

obia. 

2.2  

. 

. Na 

r
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 ij

 

na 

entrizmu.  

Za tvorcov  autori Shimp 

adresne   

 

 je prvou 

 Shimp a Sharma (1987) 

etnocentrizmu uvedomili potrebu merania miery sp etnocentrizmu, a preto 

The Consumer Ethnocentrism Tendencies Scale.  

3  

 

 

 

VO1:  

 

na  
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T .  

Krajina  n (v ks) CETSCALE - mean score  

Slovensko 217 27,22  

 47 41,51  

 88 33,77  

Taliansko 54 39,80  
 

H1: 

 

lfa > P-

lfa < P-value). 

VO2

dimenziami? 

 

 

Regression with CETSCALE mean score PDI IDV MAS UAI LTO IVR 

R Square 0,575 0,022 0,840 0,685 0,767 0,480 

Standard Error 19,899 18,647 12,351 10,777 7,104 6,427 

Observations 4,000 4,000 4,000 4,000 4,000 4,000 

 

 :  

Dimenzia Power distance (PDI)    

na 57,5 

v  
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4  s  

Dimenzia Individualism versus collectivism (IDV)   

 

 

Dimenzia Masculinity versus Femininity (MAS)   

variabilitu 

krajiny. 

Dimenzia Uncertainty avoidance (UAI)   

v  

 

Dimenzia Long-term versus short-term orientation (LTO)   

 

Dimenzia Indulgence versus Restraint (IVR)   

dardn  6,427 

 

  

 

-  



24 
 

  

  PDI IDV MAS UAI LTO IVR 

CETSCALE mean score -0,758 0,147 -0,917 0,828 -0,876 0,692 
  

. 

dimenzie Power distance  Dimenzia Individualism versus 

collectivism  Masculinity versus Femininity 

 Uncertainty avoidance 

dimenzia Long-term versus short-term 

orientation 

Indulgence versus Restraint .  

 

ch 

 

Pre  
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Dimenzie  
 

ANOVA 

PDI -  57,5 %  alfa < P-value 
IDV -   2,20 % alfa < P-value 

MAS 
- 

 
84 % alfa > P-value 

UAI -  68,5 alfa < P-value 

LTO -  76,7 alfa > P-value 

IVR -  48 alfa < P-value 

Legenda:  

-  

etnocentrizmu. 

 

Masculinity versus Femininity) 

a dimenzia LTO (Long-term versus short-term orientation

s 

 

 

u   

vo 
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