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Made in Hungary – Case study of the food purchase habits among the students of the Edutus Collage of Tatabánya
In my case study I examined the food consumption (especially the situation of Hungarian brands and products) from the aspect of the Students of the Edutus Collage. I presented the global food consumption trends which the define food consumption today based on Secunder Research. I also presented the current situation of Hungarian products, and the confusion about Hungarian emblems. As I narrowed my research to the students, I consider them an important consumer group as well. I performed Primer Research among the Students of the Edutus Collage, where I asked 100 people to fill out a survey, and performed a face to face interview with 10 additional people. The aim of my research was to examine the student’s values and opinions which define their food purchase habits, and their attitude towards health and also the general knowledge about Hungarian products.
The main aspect of my study is to either confirm or disprove the 4 hypothesis which I outlined in the beginning of my study, based on my Primer Research. The 1st hypothesis, that the students do not pay attention to the origin of the product (in other words, they do not choose Hungarian products) has been confirmed. The 2nd hypothesis, that students are sensitive to the price, so this is a decisive factor, was confirmed. The 3rd hypothesis, that the students are not aware of their health was also confirmed, as many of them go to fast food restaurants, they smoke, they do not pay attention to the ingredients of products, and rarely do any sports. The 4th and final hypothesis, that the students are not aware which products are Hungarian or not. This hypothesis was confirmed as well, as my Primer Research provided proof for it. As a closure to my study, I offered possible solutions to make Hungarian products more popular and to clear up the confusion about Hungarian emblems.



