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The future opportunities of ethnic marketing in Felvidék, i.e. the ethnic identity and consumer behaviour of the Hungarian minority’s next grown up generation
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According to researchers, in the 21st century everyone will belong to some type of minority. That is why segmentation should be emphasized more than it was in the latest decades. One possible way to analyze consumer clusters is segmentation by cultural values and ethnic identity. Even if we barely hear about this specific method in Hungary, there are several foreign examples that prove the reason for existence of ethnicity-based segmentation.
My study examines the national identity, set of values and consumer behavior of the Hungarian minority’s next adult generation in Felvidék (Upper Hungary), what may become a basis of a minority-oriented marketing. I examined the mentioned features and its effects on consumer behavior with questionnaire which was filled by 271 Hungarian students. Furthermore I also examined the same features of 151 Slovak students, so this study points on the main differences between the identity and consumer behavior of these nationalities as well. According to the answers I could formulate clusters in which I classified the respondents based on their identity. We may use the results for interpreting groups as a segment and forming of marketing-mix fits to their national identity consciousness.



