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The purpose of this paper is to investigate ethnocentric and xenocen-

tric consumer behaviour to explain why some consumers have prejudices about domestic 

or foreign products even when there are versions of the same or similar quality. Primary 

data were collected by the focus group method in which respondents of different age groups 

participated. The results of the research showed that strong ethnocentrism among older 

indicator of product quality and are equally prone to both domestic and foreign brands. In 

-

domestic and foreign brands and shaping successful marketing strategies for fast moving 

consumer goods categories.
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Tablica 1.  

 2015 2016 2017 MAT JF17 ND17 JF18 YTD17 YTD18

  Persil

  Ariel

  Faks 

  Silan

  Pur
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Tablica 2. 

Mia 20 Studentica Studentski dom

Sara 21 Studentica 4

Studentica 4

Monika 19 Studentica 3

Hana 19 Studentica 5

Dora 21 Studentica Studentski dom
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Tablica 3. 

Ana 35 4

Marija 37 5

Sanja Profesorica 4

Ivana 40 Medicinska sestra 3

41 Administrator u banci 5

Marijana 45 4

Tablica 4. 

Nada Umirovljenica 2

Franka 3

Ria 4

Vesna 2

Umirovljenica 4

Umirovljenica 3

-

-
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sudionici ostalih dobnih skupina. 
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