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Research Questions
- Does the country-of-origin effect exist among Hungarian customers and to what extent?
- What are the relationships among consumer ethnocentrism, the determination to find and purchase Hungarian products, age, and proportion of local brands in consumers’ baskets?
- How does the country-of-origin effect influence how Hungarian consumers perceive the quality and value of local F&B brands compared to international ones?
- To what extent do country image/national stereotypes, consumer ethnocentrism, product familiarity, brand equity, and price influence Hungarian consumers buying decisions?
Research methodology used in the paper
We used a mixed methodological approach to gather quantitative and qualitative data including a quantitative survey and qualitative group experiment and interview.
Research Results
- There is a subtle existence of country-of-origin effect among Hungarian consumers. The phenomenon can be observed more clearly from the older generations.
- There is a moderate to strong positive correlation between consumer ethnocentrism, the determination to find and purchase Hungarian products, age, and the proportion of local brands in consumers’ baskets. Among these, the relationship between ethnocentrism and the determination to find and buy local products of consumers is the strongest followed by the correlation between age and consumer ethnocentrism.
- The country-of-origin effect does influence the way Hungarian consumers perceive the quality and value especially when there are few to no clue’s circumstances.
- The experiment reveals that no single factor consistently manipulates the consumer decision-making process. They interact with each other, and customers must consider many aspects before making decisions. Depending on the product, taste, COO, and brand equity have a certain impact on customers’ buying decisions but not the willingness to pay. Price remains the most important factor in finalizing the transaction.



