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Consumer etnocentrism or conscious consumerism? Research on consumer decision making in reference to domestic food consumpton. 
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The topic of the study is the relationship between identity and marketing, also the influence of identity on consumer decisions.
According to the main topic the definition of consumer etnocentrism is discussed as a form of national identity, the etnocentrism. In addition, the effect of country-of-origin and the conscious consumerism are mentioned too as other dominant influential factors of consumer decision making process. The study focuses on domestic food consumption.
The main chapter of the study is introduced the trends of the hungarian food industry, the registration procedure hungarian products and the appreciation of hungarian brands. The marketing activity of a well-known hungarian brand is analised as an example.
The purpose of the research is to analyze the consumer behavior and to find connection between consumer etnocentrism and conscious consumerism as well as between the demographic features and the different attitudes. Finally the study compares the behavior of the young and the middle-aged groups based on the results of research.



