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This thesis investigates the local food consumption behavior of REKO (Rejäl konsumtion) network 
consumers through the application of a modified Behavioral Reasoning Theory (BRT) framework. The 
objective of the study is to better understand consumer behavior in the context of local food consumption. 
Specifically, the aim is to uncover the demographic profiles of REKO consumers and examine the 
relationships between the study constructs of self-identity, reasons (for and against) local food 
consumption, attitude towards REKO and brand love for REKO.  
 
A mixed methods design was adopted to investigate the reasons for and against local food consumption. 
Qualitative data was collected by conducting interviews with ordinary and REKO consumers. Based on the 
qualitative data, supporting the environment and intrinsic quality were chosen as the reasons for 
consumption, and price and product attributes were chosen as the reasons against consumption. Informed 
by the reasons for consumption and academic literature on local food, a structured questionnaire was 
administered to mostly Finnish speaking REKO groups via Facebook. The quantitative data (N = 2250) was 
analyzed using confirmatory factor analysis (CFA) and structural equation modelling (SEM). 
 
The results indicated significant relationships between the structural model constructs. Reasons for and 
attitude were associated with brand love for REKO. The reason against of price was associated with brand 
love positively, but the reason against of product attributes was related to brand love negatively. Reasons 
for influenced attitude positively, while reasons against influenced attitude negatively. Self-identity was 
positively associated with reasons for and attitude, but negatively associated with reasons against. REKO 
network consumers were found to be predominantly females living in two-person households.  
 
The findings suggest that consumers buy local food via REKO because they have strong reasons for doing 
so and perceive it as an expression of their self-identity. On a theoretical level, BRT explains the 
consumption behavior of REKO consumers, which suggests that the theory may apply to local food 
consumers as well. The findings may be generalizable to Finnish-speaking REKO groups. REKO networks 
and local producers may improve their marketing by focusing on female consumers and highlighting 
aspects related to supporting the environment and quality of food in their marketing communications. 
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Tämä pro gradu -tutkielma tutkii lähiruokaan liittyvää kulutuskäyttäytymistä REKO (Rejäl konsumtion) -
renkaissa soveltamalla Behavioral Reasoning -teoriaa (BRT). Tutkimuksen tavoitteena on ymmärtää 
kuluttajakäyttäytymistä lähiruoan ostamisen näkökulmasta. Tutkimuksen tarkoituksena on selvittää REKO-
kuluttajien demograafinen profiili sekä tutkia millaisia yhteyksiä vallitsee yksilön identiteetin, lähiruoan 
ostamisen syiden, yksilön asenteen sekä REKO:a kohtaan koetun brändirakkauden välillä. 
 
Tutkimuksen lähestymistavaksi valittiin monimenetelmäinen tutkimusote, koska haluttiin selvittää syyt 
lähiruoan ostamiseen sekä ymmärtää paremmin REKO-renkaiden kontekstia. Laadullinen aineisto kerättiin 
haastattelemalla tavallisia kuluttajia sekä REKO-kuluttajia. Laadullisen aineiston pohjalta syiksi lähiruoan 
ostamisen puolesta valittiin ympäristön tukeminen ja ruoan laatu, ja syiksi lähiruoan ostamista vastaan 
valittiin hinta ja tuotteen ominaisuudet. Laadullisen aineiston ja akateemisten tutkimusten pohjalta tehtiin 
kysely suomenkielisillä REKO-renkailla Facebookin kautta. Kerätty määrällinen aineisto (N = 2250) 
analysoitiin käyttämällä konfirmatorista faktorianalyysiä (CFA) ja rakenneyhtälömallia (SEM). 
 
Tutkimuksen tulokset osoittivat, että merkittäviä yhteyksiä vallitsee kaikkien rakenneyhtälömallin 
muuttujien välillä. Syyt lähiruoan ostamisen puolesta ja asenne REKO:a kohtaan olivat yhteydessä 
brändirakkauteen REKO:a kohtaan. Hinta oli yhteydessä brändirakkauteen positiivisesti, mutta tuotteen 
ominaisuudet olivat brändirakkauteen yhteydessä negatiivisesti. Yksilön identiteetti oli positiivisesti 
yhteydessä syihin lähiruoan ostamisen puolesta sekä asenteeseen REKO:a kohtaan, mutta negatiivisesti 
yhteydessä syihin lähiruoan ostamista vastaan. REKO-renkaita käyttävät kuluttajat olivat enimmäkseen 
naisia, jotka asuivat kahden hengen kotitalouksissa.  
 
Tulosten perusteella voi olettaa, että kuluttajat ostavat lähiruokaa REKO:sta, koska heillä on siihen vahvat 
syyt, ja koska se kuvastaa heidän identiteettiään. Teoreettiselta kannalta BRT selittää REKO-kuluttajien 
kulutuskäyttäytymistä, minkä johdosta kyseisen teorian voi olettaa pätevän myös lähiruoan kuluttajiin 
laajemmin katsottuna. Tutkimuksen tulokset voi harkiten yleistää koskemaan suomenkielisiä REKO-
renkaita. Tulosten pohjalta REKO-renkaat ja ruoan tuottajat voivat kehittää markkinointiaan keskittymällä 
enemmän naiskuluttajiin sekä tuomalla esille ruoan laadun ja ympäristön tukemisen näkökulmia 
markkinointiviestinnässään.  
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1 INTRODUCTION 

1.1 Background  

The popularity of locally produced food has been growing among Finnish consumers in the recent 

years. Some reasons for this are the increasing interest of consumers in the origin of food (Salminen 2019) 

along with their concern for the climate and sustainable consumption (Hirvonen 2019). In line with this, the 

Finnish government has adopted a resolution that outlines a development plan for the local food sector with 

clear objectives to be reached by the year 2020 (The Ministry of Agriculture and Forestry 2013). However, 

despite this increasing interest and the majority of consumers holding a positive attitude towards local food 

(Kasslin & Valkeapää 2014), the sales of locally produced food have remained relatively low, occupying 

only an estimated 8% share of total grocery store sales (Paloviita 2014). According to Mäkipeska & 

Sihvonen (2010), the majority of consumers spend only about 10-40 euros on local food on a monthly 

basis. One of the biggest obstacles hindering local food sales seems to be the challenge of distribution 

(Korpela 2019), since the majority of local food producers are small enterprises, which don’t have 

sufficient production volumes to gain access to mainstream markets catered to by large-scale logistics 

companies (Korhonen et. al. 2017). As a result, new modes of delivery have sprung up to satisfy endearing 

consumer demand for local food. 

REKO (Rejäl konsumtion) networks have emerged as one of the most popular modes of delivery for 

local food since their inception in 2013 (Salminen 2019). By definition, REKO is a sales and distribution 

model for local food by which consumers order food from local producers directly without intermediaries. 

These groups operate through Facebook as closed groups where orders and deliveries are agreed upon 

between consumers and producers. The groups themselves are volunteer based, meaning that the 

administrators don’t get paid for their work. REKO groups are usually organized by city or region and often 

meet on a regular basis like once every two weeks. (Aitojamakuja.fi 2020a)  

Compared to REKO, Uudenmaan ruoka -foodhub is a similar but a more committed distribution 

mode for locally produced food. The foodhub is a two-year pilot initiative that is based on a contract by 

which the producer and customer agree on a three-month delivery of local produce to a designated place, 

which in this case is a manless storage container that can be accessed by a code (Reku 2018). Furthermore, 

food co-operatives can serve as even more committed distribution channels for local food consisting of 

weekly deliveries of produce for a longer period like 6 months (Hirvonen 2019). This frees up time for the 

producer to focus on the production of food.  
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From the producers’ side, a mobile store called Eggspress has grown into a delivery channel for 

local food that covers almost the whole of Finland. Originally the concept got its impetus from the 

shrinking profitability of egg sales, which ultimately led the farmer Välttilä to create a mobile store selling 

local produce through the web and delivering it by van (Paavilainen 2018). More recently, another 

webstore of local producers called Lähiapaja has risen to prominence in Juva. Briefly, the concept is a 

manless, fully automated store and pickup point from which products ordered online or on-site can be 

picked up around the clock (Reinikainen 2019). Thus, the solution enables bringing the services of a store 

to places where the upkeep of a traditional grocery store has been unprofitable in recent times. 

From the producers’ point of view this recent interest in local food has been welcome. In particular, 

direct sales either from the farm or a similar outlet are considered as the most profitable and popular 

distribution channels on the part of the producers. In fact, the profitability of farmers who engage in direct 

sales has been found to be higher by about 10%, which amounts to 5 000 euros on a yearly basis (Luke 

2019). Apart from direct sales, food groups like REKO are also seen as relatively profitable delivery 

channels that are currently used by about a third of the producers. Furthermore, many see them as potential 

distribution channels in the future. On the other hand, out of all the delivery channels that farmers use, web 

stores are considered to be the least profitable. (Rikkonen et. al. 2017)  

In summary, the interest towards increasing the consumption of local food seems to be apparent 

from both the consumer’s (Hirvonen 2019; Kasslin & Valkeapää 2014; Salminen 2019) and the producer’s 

side (Paavilainen 2018; Reinikainen 2019; Rikkonen et. al. 2017). However, there seems to be a mismatch 

between the attitude towards local food and actual purchase behavior. Thus, even though most consumers 

have positive attitudes towards local food (Kasslin & Valkeapää 2014), only a fraction of them actually end 

up buying such products (Paloviita 2014). This gap between demand and sales warrants further 

investigation of local food shopping behavior. In this context, it may prove useful to examine the behavior 

of local food buyers in order to understand which reasons impact local food buying behavior the most. In 

particular, REKO networks on Facebook provide an interesting and convenient avenue of research of local 

food consumers, which hasn’t been addressed in prior academic studies on the subject. In fact, there are 

reportedly 195 REKO groups on Facebook (Einiö 2020), and the amount members per group ranges from a 

few hundred to over 19 000 in the Oulu group.  

By identifying and understanding the most important aspects that influence local food shopping 

behavior, supermarkets and companies can better promote the purchase of such foods through investing in 

the most impactful marketing and sales activities. Moreover, managers will know what attributes associated 
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with local food to emphasize in their marketing messaging in order to achieve maximum impact. From a 

theoretical standpoint, this thesis implements a newly emerging theory of behavior called Behavioral 

reasoning theory in a new context i.e., consumption of locally produced food. This study also sheds some 

additional light on the barriers to purchasing local food, a notion that has received less attention in prior 

research. In particular, barriers to purchase warrant attention since they also hinder food consumption. 

Moreover, identifying barriers and taking action to remove them may lead to an increase in purchasing 

locally produced food.   

One major aspect that bears worth mentioning in the context of this study is that it was conducted 

during the time of the worldwide coronavirus pandemic in the spring and early summer of 2020. Therefore, 

the prevailing situation most likely had an effect on the research process of this thesis as well: Many places 

where people frequent like restaurants, bars and libraries were closed during this time, and even 

establishments remaining open like grocery stores saw drastically reduced traffic.  

1.2 Research questions 

The objective of the study is to better understand consumer behavior in the context of local food. 

Specifically, how the belief of self-identity and reasons (for and against) local food consumption interact 

with each other and influence attitude and brand love towards REKO groups. Self-identity is briefly defined 

as a belief that an individual is a certain kind of person (Cambridge Dictionary 2020) and brand love 

constitutes the extent to which a satisfied consumer feels emotional attachment for a brand (Carroll & 

Ahuvia 2006). In order to address the study’s objective, the following main research question was posed: 

Main research question: How does Behavioral reasoning theory explain the consumption behavior 

of consumers in REKO networks? 

In addition to the main research question, five research sub-questions were formulated in order to 

examine the relationships between the constructs in the research model, and to provide details that may 

prove relevant to an increased understanding of consumer behavior in the sphere of local food: 

RQ1. What are the demographic profiles of REKO network participants? 

RQ2. How is self-identity associated with reasons (for and against)? 

RQ3. How is self-identity associated with attitude?  

RQ4. How are reasons (for and against) associated with attitude and brand love? 

RQ5. How is attitude associated with brand love? 
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1.3 Preliminary literature review 

Prior studies have investigated local food channels. Among others, consumers expect to find local 

food through farm shops, vegetables box schemes and farmers markets (Jones et. al. 2004). When shopping 

through a food co-operative, Pearson et. al. (2011) found that local food buyers have a preference for 

organic, ecological and nutrient-dense produce. However, Printezis & Grebitus (2018) discovered that this 

doesn’t always translate into higher willingness-to-pay values for such products. Concerning the 

administration of local food channels, common problems include the coordination of logistics, lower 

amounts of production and weak branding (Korhonen et. al. 2017). Therefore, in order to improve their 

operations, Heer & Mann (2010) suggest local food networks should include a variety of actors and place 

small enterprises in charge of their administration.  

Reasons for and against local food consumption have also been addressed in previous research. 

Specifically, reasons for consuming local food have been divided into egoistic and altruistic motivations. 

Egoistic motivations are intrinsic qualities of local food consumption that are associated with self-interest, 

while altruistic motivations are considered extrinsic qualities of local food consumption that are related to 

societal benefits and doing ‘wider good’ (Birch et. al. 2018). Within these two categories some studies have 

found egoistic reasons like food safety and quality to be more important for consumption (Penney & Prior 

2014; Birch et. al. 2018), while others have demonstrated altruistic motivations such as local support to be 

more important (Memery et. al. 2015; Jensen et. al. 2019). On the other hand, some of the most common 

reasons against local food consumption have been found to be price (Chambers et. al. 2007; Brown et. al. 

2009; Penney & Prior 2014), inconvenience (Chambers et. al. 2007; Penney & Prior 2014) and availability 

(Penney & Prior 2014). 

The intention to purchase local food has been strongly linked to attitudes towards its consumption 

(Bianchi & Mortimer 2015), even though intention itself may not always lead to a purchase (Penney & 

Prior 2014). As such, intention is defined as the extent to which an individual is prepared to exert effort to 

engage in a behavior (Ajzen 1991). Consequently, positive attitudes towards locally produced food may be 

evoked by motivations like local patriotism as well as empathic and social concern (Skallerud & Wien 

2019). This shows that one reason why consumers seem to value local food more than non-local food is due 

to its connection to their respective locality and personal histories (Autio et. al. 2013). Regardless of 

underlying reasoning, consumers may also be swayed towards buying local through paying attention to the 

store environment and customer experience (Campbell & Fairhurst 2016) 
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Some theories to explain local food consumption have been addressed in previous studies. Zepeda 

& Deal (2009) combined Value-belief-norm (VBN) theory (Stern et. al. 1999) and Attitude-behavior-

context (ABC) theory (Guagnano et. al. 1995) with their own research results to produce Alphabet theory. 

In particular, Alphabet theory demonstrates how the information consumers receive interacts with their 

habits and thus influences their shopping behavior of local and organic foods (Zepeda & Deal 2009). 

Furthermore, the Theory of planned behavior (Ajzen 1991) has also been applied to local food 

consumption: Kumar & Smith (2018) showed that health consciousness and concern for the environment 

and the local economy predicted attitude towards local food, while subjective norm and attitude affected 

purchase intention. 

Finally, Behavioral reasoning theory has been studied in a variety of contexts such as clothing and 

apparel (Park et. al. 2017; Diddi et. al. 2019), generosity behavior (Nicholls & Schimmel 2016) and 

innovation adoption (Claudy et. al. 2013; Claudy & Peterson 2014; Claudy et. al. 2015) among others. 

Encouragingly, BRT has even been applied to organic food consumption in the context of brand reputation 

(Ryan & Casidy 2018). However, to the knowledge of the author, the theory has yet to be studied in the 

context of local food consumption, which makes this an ideal avenue for further research.  

1.4 Key concepts and definitions 

1.4.1 Local food 

According to the USDA (2020a), local food can be understood as “the direct or intermediated 

marketing of food to consumers that is produced and distributed in a limited geographic area.” 

However, in the context of this thesis local food is defined as food grown and produced in the same 

region as the consumer buying the food. Thus, almost all the ingredients and inputs used to produce the 

food are from the same region. For instance, in the case of Lappeenranta, food coming from the region of 

South Karelia (to which the town belongs to) is considered as local. 

1.4.2 Self-identity 

According to Cambridge Dictionary (2020), self-identity is defined as: “to believe that you are a 

particular kind of person, especially when other people do not think that you are that kind of person.” This 

study will investigate the effect that beliefs concerning self-identity have on local food consumption. 

Consequently, previous research has demonstrated that beliefs about self-identity may have an impact on 

the attitude towards performing a behavior. The rationalization for this argument is as follows: when an 

issue becomes close to a person’s self-identity, this results in a corresponding change in behavior. (Shaw & 

Shiu 2002). 
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1.4.3 Reasons for and against buying local food 

BRT hypothesizes that reasons for and against performing a behavior affect attitudes towards the 

behavior and the behavior itself (Westaby 2005). In the case of this study, the reasons for and against 

buying local food were determined based on 19 short interviews with ordinary consumers and REKO group 

participants. From these interviews some of the most common identified reasons for and against purchasing 

local food were implemented as constructs in the theoretical framework. Thus, the reasons for include 

supporting the environment and intrinsic quality, and the reasons against are price and product attributes. 

1.4.4 Attitude 

Attitude refers to an individual’s general favorable or unfavorable evaluation towards performing a 

behavior (Ajzen 1991; Westaby 2005). In this context this means the attitude towards REKO networks. 

Indeed, prior research has shown that attitude may be positively associated with brand love (Hegner et. al. 

2017).  

1.4.5 Brand love 

Brand love constitutes “the degree of passionate emotional attachment a satisfied consumer has for 

a particular trade name.” It includes the aspects of passion, attachment, positive evaluation, positive 

emotions and love declarations toward the brand. Among others, research suggests that brand love is higher 

for brands in hedonic product categories as opposed to ones in more utilitarian categories. From a business 

point of view, brand love has been found to be linked to increased brand loyalty and word-of-mouth, which 

highlights its importance as a valuable construct to measure. (Carroll & Ahuvia 2006)  

Table 1. Summary of key concept definitions 

Concept Definition Reference 

Local food Food grown and produced in the 
same region as the consumer 
buying the food. 

Self-defined 

REKO A retail and distribution model 
that enables consumers to order 
food products directly from 
producers without middlemen. 
The model operates through 
closed Facebook groups who 
are run by volunteers.  

Aitojamakuja.fi 2020a 
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Self-identity To believe that you are a 
particular kind of person, 
especially when other people do 
not think that you are that kind 
of person. 

Cambridge Dictionary 
2020 

Attitude An individual’s general 
favorable or unfavorable 
evaluation towards performing a 
behavior. 

Ajzen 1991; Westaby 
2005 

Brand love The degree of passionate 
emotional attachment a satisfied 
consumer has for a particular 
trade name. 

Carroll & Ahuvia 2006 

 
1.5 Theoretical framework 

The theoretical framework of this thesis (see Figure 1 below) will be based on Behavioral reasoning 

theory (BRT). BRT is a relatively new theory of behavior, which integrates the concepts of reasons for and 

against a desired behavior to the Theory of planned behavior (TPB) -framework (Ajzen 1991). Behavioral 

reasoning theory postulates that reasons act as important linkages between the other TPB constructs of 

beliefs, global motives, intentions and behavior, because they enable individuals to better justify their 

actions and rationalize their decisions (Westaby 2005). 

 

 

Figure 1. The theoretical framework of this thesis  
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1.6 Delimitations 

This study will examine only local food consumers in mostly Finnish speaking REKO networks in 

order to understand their specific reasonings to buy locally produced food. By only investigating REKO 

group participants, it is possible to obtain research results that are more valid and applicable to the specific 

context, thus making them useful for implementation. As such, the findings from this study concerning 

local food consumers are not generalizable outside the context of mostly Finnish speaking REKO groups. 

From a theoretical point of view, this study will only examine two reasons for and two reasons 

against local food consumption due to practicability and the notion that the inclusion of many reasons 

would most likely translate into a lower questionnaire completion rate on the behalf of participants, and 

thus negatively affect research results. These are also the reasons why only one value construct is applied in 

the framework.  

1.7 Research methodology 

This thesis will employ a mixed methods research design. Mixed methods is an appropriate 

approach to use for this study, due to the fact that a novel theory will be applied to the phenomenon of local 

food consumption: Behavioral reasoning theory (BRT). Specifically, this theory and the research questions 

necessitate a quantitative approach to the research in order to gather a sufficient amount of data to 

investigate the characteristics of REKO consumers and the relationships between the study constructs. No 

major academic studies of REKO groups have been previously conducted, meaning that there is no 

concrete understanding of the context in which the research is taking place. Moreover, the “reasons” 

constructs in the theoretical framework have also not been investigated in REKO groups before. These facts 

combined warrant the use of qualitative methods as well, which are commonly understood to enable a more 

detailed understanding of the research context. Thus, this study will adopt an exploratory sequential mixed 

methods design that uses qualitative methods to construct a quantitative research instrument with which the 

appropriate data is collected to answer the research questions.  

The research conducted is deductive by nature, applying an adapted BRT-framework to local food 

consumption in REKO groups. As such, the purpose is to validate the respective theory’s applicability to a 

new situation. By nature, BRT postulates that causal relationships exist between the variables used in the 

framework. Thus, this necessitates the implementation of a causal type of research. In turn, causality itself 

can most reliably be measured through quantitative constructs, which serve to indicate the strength of 

relationship between different variables. Quantitative data can be collected in a standardized way through a 

questionnaire, which is why this instrument of data collection will be used in this research study.  
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In order to determine the reasons for and against local food consumption to be used in the BRT -

framework, short semi-structured interviews will be conducted with ordinary consumers and local food 

consumers found at REKO network gatherings. A questionnaire will be formulated based on prior literature 

and qualitative data collected from the semi-structured interviews. The questionnaire will also feature a few 

questions investigating the possible effects that the COVID19 pandemic has had on the behavior of REKO 

consumers. Subsequently, Google’s survey platform will be used for the administration of the 

questionnaire. A link to the questionnaire will be posted into all the participating REKO groups on 

Facebook for the duration of about one week, so as to obtain a representative sample of REKO consumers. 

In this case, one aspect worth noting is that a great majority of the questionnaire respondents turned out to 

be female, which may have caused bias in the results and negatively affected the reliability and validity of 

the findings.  

The data collected from the questionnaire will be imported into the data analysis software SPSS. 

Firstly, confirmatory factor analysis (CFA) will be conducted for the purpose of ascertaining data validity 

and reliability. Subsequently, the validated data will be analyzed using structural equation modelling 

(SEM), which will map out the causal relationships between the constructs in the theoretical framework. 

1.8 Structure of the thesis 

This thesis is divided into four distinct parts: Introduction, literature review, research design and 

methods, findings and discussion and conclusions. First off, the introduction starts by outlining the 

background and motives for the research, which together serve to justify the importance of the study. Next, 

the research questions are introduced and prior studies on the subject are shortly examined. The theoretical 

framework introduces a modified version of Behavioral reasoning theory, which will be used to conduct the 

research. In line with BRT, relevant definitions pertaining to the theoretical framework are explained. After 

this, limitations of the study are mapped out, and the introductory chapter is finished with discussions on 

research methodology. 

The literature review dives deeper into the subjects of local food, BRT and brand love. Prior 

research on the three concepts is examined critically and a coherent synthesis of the previous literature is 

formulated according to the author’s judgement. The review of studies further demonstrates the research 

gap that exists in the literature concerning the study of local food consumption in the context of BRT and 

REKO groups. At the same time, the reader of this study has the opportunity to get more acquainted with 

the themes examined in this thesis.  



 19 

In the chapter on research design and methods the mixed methods approach and research context 

pertaining to the REKO group consumers are outlined. Furthermore, the theoretical framework and the 

hypothesized relationships between the study variables are discussed in detail. Next, the data collection 

methods of this thesis are introduced: namely qualitative interviews that will be used to help construct an 

online questionnaire with which to collect the quantitative data. Following, the data analysis methods of the 

study are described, including content analysis and statistical tests. The last part of the chapter is devoted to 

examining the reliability and validity of the study, thus demonstrating the potential generalizability of the 

findings and flaws inherent in the research design. 

After describing the research methodology, the findings of the study are presented. In order to 

answer the research questions, the profile of the respondents and the research hypotheses are examined. 

Numeric indicators and figures are further used to accentuate the findings. Furthermore, the discussion 

chapter summarizes the research conducted while outlining the theoretical and practical contributions of the 

study. Lastly, the limitations of the study and possible avenues for future research are discussed. 
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2 LITERATURE REVIEW 

2.1 Local food 

A review (Feldmann & Hamm 2015) on the scientific literature surrounding local food shows that 

there is a lack of agreement among researchers about the general definition of the concept. However, the 

most important definitional feature of local foods seems to pertain to geography, with social features like 

distance, small businesses and unique regional products having a secondary importance (Lang et. al. 2014; 

Jensen et. al. 2019). Within the auspices of geography however, there seems to be some disagreement in 

relation to the exact distance. For instance, a study by Pearson et. al. (2011) found a relatively equal amount 

of consumers regarding local food as originating either from the local town, county or surrounding 

counties, while research conducted by Lang et. al. (2014) showed that approximately two thirds of 

respondents defined such food as being produced nearby, and a third understood it as coming from the 

same region. However, if you take into account the premise that the most authentic food is seen to be self-

produced and processed (Autio et. al. 2013), it seems logical to assume that the closer to the consumer the 

food is, the more local it is perceived as. Specifically, in Finland the limit of localness was found to be 

approximately 100 kilometres (Korhonen et. al. 2017), while research by Lang et. al. (2014) indicated that 

the maximum distance could be 150 kilometres or more. 

When examining the definitional elements of local beef, geography was found to be the most 

important element (Telligman et. al. 2017), but in contrast to previously mentioned studies (Lang et. al. 

2014; Jensen et. al. 2019), Telligman et. al. (2017) found production related features such as feeding 

practices and animal welfare as the second most important definitional aspect. This discrepancy in 

secondary definitional aspects may have to do with the different considerations regarding animal meat and 

how it relates to the concept of localness.  

According to a study by Roininen et. al. (2006), attributes such as quality, locality, viability of local 

areas, short transportation distance, freshness and animal well-being were found to be associated with local 

food. Further research by Chambers et. al. (2007) confirmed these previously mentioned associations of 

quality and freshness with local food when comparing it to imported and national variants. Furthermore, in 

another study in Finland locally produced food was also found to be valued as sustainable, healthy and 

tasty, and was related to craftsmanship and artisan production (Autio et. al. 2013). 
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2.1.1 Attitude and intention to purchase local food 

In their focus group study on local food perceptions, Zepeda & Leviten-Reid (2004) found that all 

of the participants had a positive attitude towards local food. This seems particularly encouraging, taking 

into account that attitude towards the consumption of locally produced food has been found to be a driver 

of purchase intention (Bianchi & Mortimer 2015). However, Penney & Prior (2014) have shown that 

interest in local food doesn’t necessarily result in purchase behavior. This indicates that it is not necessarily 

enough to examine the attitude specifically towards local food but take into account other attitudinal 

constructs as well. To this end, studies have found positive attitudes towards local food production and food 

quality (Cranfield et. al. 2012) as well as the enjoyment of cooking (Zepeda & Jinghan 2006) to be 

positively associated with local food purchase intention. As such, attitudinal variables as a whole seem to 

be relatively robust predictors of purchase intention (Cranfield et. al. 2012).  

Regarding the actual purchase of local food, a study by Campbell & Fairhurst (2016) indicates that 

a strong positive relationship exists between local food purchase intentions and extent of purchase, with 

store atmospheric responsiveness mediating the relationship. The implications of this are that food resellers 

may encourage consumers to buy more locally produced food by altering their store environments and 

experience. Indeed, the effect of the environment on buying intention and actual purchase of local food has 

also been argued by Birch & Memery (2020), who examined the behavior of past and future tourists in this 

context. 

2.1.2 Drivers and barriers of local food consumption 

Drivers of local food consumption are commonly divided into egoistic (or hedonistic) and altruistic 

motivations. The egoistic motivations typically relate to the concern of the self – ‘what is good for me’, 

while the altruistic reasons pertain more to others and the environment – ‘what is good for we’ (Birch et. al. 

2018). Among these two categories there has been conflicting results as to which group of motivations play 

a larger role in the purchasing of local food. For instance, Penney & Prior (2014) and Birch et. al. (2018) 

found egoistic reasons such as food safety and quality to play a larger in local food consumption, while in 

other studies (Carpio & Isengildina-Massa 2009; Megicks et. al. 2012; Memery et. al. 2015; Jensen et. al. 

2019) local food was purchased more often due to local support – which is an altruistic motivation – rather 

than intrinsic product quality.  

There is also some evidence to suggest that the most important group of motivations to drive local 

food consumption may depend on nationality. In a study comparing the motives of English and French 

consumers that were participating in a local food box scheme it was found that the English held the 
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intention to reduce food miles – an altruistic motive – to be the most important, while the French saw the 

quality of the produce as the key reason of participation (Brown et. al. 2009). These results concerning the 

English population and the higher importance of altruistic motives were later confirmed in another study, 

which accentuated the notion that consumers may see the purchase of local food also as a way to instigate 

change in the globalized food system (Hashem et. al. 2018). Like the French, Indonesians were also found 

to prioritize hedonistic motivations in local food consumption: Specifically, value-for-money and health 

benefits (Arsil et. al. 2018). More recently, research was conducted in China and Denmark investigating the 

relationships between values, beliefs and attitude as they relate to local food (Zhang et. al. 2020). The 

results of the study highlighted differences in how individualistic values affect the research constructs of 

locavorism and fresh start mindset. In the end, individualistic values were positively associated with both 

constructs only in the case of Denmark (Zhang et. al. 2020). This shows that value differences between 

countries may also influence local food consumption. 

One of the main barriers to local food consumption has been found to be price (Chambers et. al. 

2007; Brown et. al. 2009; Penney & Prior 2014), as local food is typically more expensive. In addition, 

other barriers have included inconvenience (Chambers et. al. 2007; Megicks et. al. 2012; Penney & Prior 

2014), the desire to eat out of season (Brown et. al. 2009) as well as availability and food labelling (Penney 

& Prior 2014). In this respect it is worth noting that product attributes such as food shape, color and 

package size are hardly ever mentioned as barriers against purchasing local food. 

Other studies have focused more on investigating the drivers of consumption of specific local food 

products. Rahnama (2017) showed that aspects related to quality, economy and safety all influence the 

purchasing of local Iranian rice. On the other hand, Weissnar & du Rand (2012) compared consumer 

perceptions towards Karoo and non-Karoo lamb and found out that brand as well as awareness of product 

origin among consumers influenced Karoo lamb purchases. More interestingly, Savelli et. al. (2019) found 

that convenience, search for pleasure and gratification play a strong role in promoting the consumption of 

fresh truffles among younger consumers. In this case, the emphasis on convenience stands in contrast to 

prior research emphasizing the nature of local food to be harder to obtain (Chambers et. al. 2007; Penney & 

Prior 2014).  

2.1.3 Local vs organic 

Unlike local foods, organic foods have their own logos and certifications and thus can be accurately 

defined. For instance, the USDA (2020b) organic label requires that the food has been grown on soil where 

no prohibited substances – such as synthetic fertilizers and pesticides – have been applied for three years 
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before harvest. The EU organic logo requires that the product contains a minimum of 95% of organic 

ingredients and that the remaining 5% of the product also adheres to strict requirements (European 

Commission 2020). Thus, by definition organic food is generally free from pesticides and synthetic 

fertilizers but is not restricted to a specific geographical area like local food. On the other hand, when 

growing or producing local food the use of synthetic fertilizers and pesticides is not restricted. 

When comparing consumers of both local and organic foods, many of the same food preferences 

tend to intersect between the two groups: Both value taste, purity, diversity, authenticity and the ethical 

dimension of food production (Ditlevsen et. al. 2020). However, organic food may be more associated with 

the attributes of purity, healthiness and animal welfare (Roininen et. al. 2006). Moreover, when it comes to 

food purchase, local food shoppers seem be pickier than organic shoppers, who seem to be more willing to 

consume food outside country boundaries as long as it has organic characteristics (Denver & Jensen 2014; 

Hempel & Hamm 2016). According to Jensen et. al. (2019), this may be due to local buyers placing a 

greater emphasis on the aspect of food localness, while organic buyers seem to attach greater value on the 

product attributes of food. Moreover, another differentiating factor between the two groups of consumers 

might be the relative importance of environmental considerations. More specifically, geographical 

traceability (Scalvedi & Saba 2018), production site, animal welfare and climate impact (Ditlevsen et. al. 

2020). On the other hand, the local consumer may have a more conservative approach to decisions 

pertaining to food consumption, highlighted by values of conservation and a search for safety (Scalvedi & 

Saba 2018). In terms of sociodemographic differences, organic shoppers tend to live in the capital more 

often and possess a higher level of education compared to their local counterparts (Ditlevsen et. al. 2020). 

2.1.4 Channels 

Recently, interest has been growing towards the different channels providing local food, including 

farm shops, vegetable box schemes and farmers markets (Jones et. al. 2004). In addition to these channels, 

consumers expect to find local food also in natural food stores and independently owned supermarkets 

(Lang et. al. 2014). As alluded to previously, this doesn’t necessarily mean that they are prepared to pay a 

premium for food purchased from such channels (Printezis & Grebitus 2018). In the context of a local food 

co-operative, Pearson et. al. (2011) discovered that shoppers prefer organic, ecological and healthy 

products that are not packaged, while treasuring the relaxed atmosphere and the positive sense of 

community that they foster. However, issues still remain in the organization of local food channels. Small 

producers frequently have problems with market access due to lack of logistics coordination, smaller 

amounts of production with a lower reliability and weak branding (Korhonen et. al. 2017). Regardless of 
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these obstacles, research has showed that the success of local food marketing networks may be enhanced by 

including a variety of different actors and sectors in them and by having small enterprises in charge (Heer 

& Mann 2010). 

2.1.5 Theories applied to local food  

In their study, Zepeda & Deal (2009) propose a new theoretical framework to explain organic and 

local food shopping behavior: Alphabet theory. In essence, the framework itself combines Value-belief-

norm (VBN) theory and Attitude-behavior-context theory (ABC) with new research results that 

demonstrate the effect consumer information has on knowledge, and how these constructs along with 

learned habits influence the shopping behavior related to local and organic foods (Zepeda & Deal 2009). 

The results of the study reaffirm the assumption of Stern et. al. (1999) that the values and beliefs that 

individuals hold may serve to support their personal norms and thus lead to actions consistent with these 

values and beliefs in the context of environmental movements. In line with Guagnano et. al. (1995), Zepeda 

& Deal (2009) theorize that context mediates the behavior of consumers by either acting as a barrier of 

discouragement or a facilitator of encouragement. Thus, what matters is the relative difference between the 

values of attitude and context (Guagnano et. al. 1995). 

Zhang et. al. (2020) introduce a Values-beliefs-attitudes (VBA) model for local food consumption 

in their study examining the emerging ideology of locavorism and its antecedents. Specifically, they find 

that collectivistic values are associated with locavorism in China and Denmark. However, as previously 

mentioned, individualistic values were found to be strongly associated with locavorism and a fresh start 

mindset only in Denmark. However, 70% of the respondents in the Chinese survey were female, which 

may partly impact the validity and reliability of the findings. 

The Theory of planned behavior (TPB) (Ajzen 1991) has also been studied in the context of local 

food. Fairly recently health consciousness, environmental concern and concern for the local economy were 

found to be predictors of attitude toward locally produced food. Moreover, subjective norm and attitude – 

but not perceived behavioral control – impacted the intention to purchase local food. The authors of the 

research paper segmented the local food consumers into four distinct groups: Impromptu novelty explorers, 

uninvolved connoisseurs, involved information seekers and apathetic local food consumers. These 

consumer groupings share similarities with other studies on the subject (Nie & Zepeda 2011; Witzling & 

Shaw 2019). (Kumar & Smith 2018) 

One of the earlier studies on local food examined local produce purchasing in the context of the 

workplace. Specifically, an Ecological model was tested in order to uncover social and environmental 
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aspects that may motivate the purchase of local produce. The results of the study showed that buying local 

produce at work encouraged consumers to buy such produce also outside of the confines of the workplace. 

This implies that improving the availability of local food may also increase the amount and frequency of its 

purchase. (Ross et. al. 2000) 

Using Consumption value theory, Choe & Kim (2018) investigated the impact local food 

consumption value has on tourists’ attitudes, food destination image and behavioral intention. They found 

that taste/quality value, emotional value and epistemic value elicit favorable attitudes towards local food, 

which in turn positively impact the intention to recommend.  

Different theoretical approaches have been applied in prior research investigating the sourcing of 

locally produced food. Lang & Lemmerer (2019) used Means-end-chain (MEC) theory to delve into the 

antecedents underlying attitudes and behaviors towards local food among restaurant patrons. Lu & Geng-

Qing (2018) also studied local food in the restaurant context, applying the Elaboration likelihood model 

(ELM) to examine the interaction between menu stimuli and local food procurement decision-making. In 

addition, Motta & Sharma (2016) used Transaction cost analysis to analyze costs in local food procurement 

among school districts’ foodservice directors.  

 

 

 

 



 26 

Table 2. Qualitative studies on local food 

Author & year Sample characteristics Theory Independent 
variables 

Dependent 
variables Findings Study focus 

Zepeda & Leviten-
Reid 2004 

22 alternative food shoppers, 16 
females, age range 22-76.  
21 conventional food shoppers, 
all female, age range 21-79. 

   
Local food themes: Benefiting 
local economy, benefiting 
environment, benefiting local 
community, benefiting personal 
health. Farmers market themes: 
Freshness, quality products, 
personal interaction with farmers, 
entertainment (farmers markets) 

Investigating consumers’ beliefs 
and behaviors in regard to 
locally produced foods. 

Roininen et. al. 
2006 

Word association interviews: 
Espoo 15, Mikkeli 10, 60% 
female, age range 18-68, 
average age Espoo 39, Average 
age Mikkeli 42. Laddering 
interviews: Espoo 15, Mikkeli 
15, 46% female, age range 18-
67, average age Espoo 49, 
average age Mikkeli 44 

 
Product categories: 
General term, fresh 
pork meat, marinated 
pork slices, pork 
sausage. Production 
method or location: 
Locally, organically, 
conventionally, 
intensively produced 

 
Local food themes: Quality, 
locality, vitality of rural areas, 
short transportation distances, 
freshness, animal well-being, 
animal welfare. 

Investigating the personal 
values, meanings and benefits 
Finnish consumers associate 
with local food products through 
comparing two qualitative 
interview methods: Laddering 
and word association. 

Chambers et. al. 
2007 

33 UK consumers, 22 females 
   

Themes related to local, national 
and imported foods: Cost, 
lifestyle, food quality, consumer 
ethnocentrism, choice, farmers. 
Barriers against buying: Price and 
inconvenience. 

Investigating the perceptions and 
behaviors of consumers towards 
local foods, focusing on the 
barriers against consumption. 

Zepeda & Deal 
2009 

25 US consumers from 
Wisconsin, 18 females 

Value-belief-
norm (VBN) 
theory, 
Attitude-
behaviour-
context (ABC) 
theory, 
Alphabet 
theory 

Demographics, 
context 

Knowledge, 
information 
seeking, attitudes, 
habits, behavior 

Main reasons for buying local 
foods: Supporting local economy, 
trust issue/anti-corporate, 
quality/freshness, concerns over 
wasted fuel. Main reasons for 
shopping at farmers' market: 
Interaction with farmers, 
entertainment/ambiance, 
fresh/quality produce 

Investigating why consumers 
consume organic and/or local 
foods. 
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Autio et. al. 2013 22 Finnish consumers, 16 
females, age range 24-56 

   
Local food themes: Authentic, 
self-produced, self-processed, 
craftmanship, artisan production, 
sustainable, healthy, tasty 

Investigating cultural meanings 
of local food among consumers 
in Finland. 

Penney & Prior 
2014 

29 Birmingham residents, 23 
females, half over 45 years old 

   
Barriers to consumption: 
Inconvenience, availability, price, 
food labelling. Drivers of 
consumption: Freshness, health 
benefits, improved quality 

Investigating the perceptions and 
attitudes that urban consumers 
living in the UK have towards 
local food. 

Motta & Sharma 
2016 

11 foodservice directors in the 
US 

Transaction 
cost theory 

Benefits of 
purchasing local 
foods, volume of 
purchases of local 
foods, negotiation 
costs, information 
costs, monitoring 
costs 

 
Transaction costs themes: Price, 
food safety, food availability. 
Benefits associated with local 
food: Supporting the local 
economy, providing better quality 
food, student access to healthier 
foods 

Investigating the main benefits 
and transaction costs that the 
foodservice directors of schools 
perceive when buying local 
foods. 

 

Table 3. Quantitative studies on local food 

Author & year Sample 
characteristics Theory Independent variables Dependent variables Study focus 

Ross et. al. 2000 135 US consumers, 
49.7% female 

Ecological model Management support, tasty fresh good-looking produce Friends' ordering, coworker 
satisfaction, individual 
ordering, individual 
satisfaction, purchases outside 
the workplace 

To test an Ecological model in 
order to identify environmental and 
social factors encouraging local 
produce buying. 

Zepeda & 
Jinghan 2006 

758 US consumers, 
65% female 

Lancaster-
Weinstein model 

Preferences and attitudes, behaviors, demographic 
characteristics, regional variables, economic variables 

Shopping at least once per 
month at a farmers’ market or 
community supported 
agriculture membership or 
regularly buying directly from 
the farmer 

To investigate the characteristics of 
local food shoppers. 
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Brown et. al. 
2009 

Respondents: 88 
English, 182 French. 
Age range 18-45+ 

 
Sociodemographic characteristics, shopping habits, 
motivations, barriers 

 
To investigate the 
sociodemographic characteristics 
and barriers and motivations of 
consumers in using local 
commercial box schemes. 

Carpio & 
Isengildina-
Massa 2009 

500 US consumers, 
51.5% female, age 
range 18-60+, 
median age 45-60 

Contingent 
valuation 
framework 

Age, income, gender, size of household, number of years 
living in South Carolina, working in agriculture, reasons 
for buying South Carolina product, perceive higher local 
quality, perceive lower local quality, visited farmers' 
markets, upstate region, midland region 

Willigness-to-pay (WTP) To investigate South Carolina 
consumers’ willingness-to-pay for 
local food and to identify 
sociodemographic elements that 
affect consumer preferences for 
such food. 

Heer & Mann 
2010 

149 local food 
network 
coordinators in 
Germany 

 
Turnover, self-evaluation, number of participants, 
number of sectors represented, meat, evaluation of 
consulting, craft, industry 

 
To identify success factors for 
German local food marketing 
networks. 

Nie & Zepeda 
2011 

956 US consumers, 
65% female, average 
age 48 

Food related 
lifestyle (FRL) 
model, attitude-
belief-context 
(ABC) theory, 
health belief (HB) 
model, means-
end-chain (MEC) 
theory 

Attitudes, values and desired consequences. Contextual 
factors: Demographics, income and access. 

Food related lifestyles. 
Environmental concerns, 
knowledge and behaviors. 
Health beliefs. Organic and 
local food consumption. 

FRL model is applied to US 
consumer data to examine organic 
and local food consumption. 

Pearson et. al. 
2011 

146 UK customers 
of a local food retail 
outlet 

 
Reasons to buy: High quality, good value. Reasons not 
to buy: Too expensive, cannot buy elsewhere, buy at 
supermarket. Where local food should originate: 
England, UK, Europe, other, village/town/city, county, 
surrounding county 

 
Profiling the activities and 
consumers of an innovative UK-
based local food retail outlet that 
organizes weekly community 
markets. 

Cranfield et. al. 
2012 

1139 Canadian 
consumers, 60.3% 
female, age range 
20-69  

Bivariate probit 
model 

Opinions towards farmers and agriculture, factors 
influencing food choice, food involvement variables, 
sociodemographic variables 

Propensity to buy local food To examine factors related with the 
local food purchase intention of 
Canadian consumers. 
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Megicks et. al. 
2012 

1223 English 
consumers, 63.4% 
female, age range 
18-55+ 

 
Drivers of purchasing local produce: Intrinsic quality, 
local support and provenance, ethical sustainability, 
shopping benefits. Inhibitors of purchasing local 
produce: Product distracters, buying inconvenience 

Purchase of local produce To analyze local food shopping 
behavior, taking into account the 
ethical dimension. 

Weissnar & du 
Rand 2012 

276 South African 
consumers, age 
range 25-60 

Means-end-chain 
(MEC) theory and 
price sensitivity 
measurement 
model (PSMM) 

Attributes: Price, image, brand, origin, taste, fresh, label, 
colour, preparation. Consequences: Traditional & 
familiar, quality product, value for money, special 
occasion, confidence in local produce, it is a quality 
product, no health risk, good value for money. Values: 
Pleasure & enjoyment, feel safe, an increased quality of 
life, family is safe, live long and happy life, sense of 
accomplishment.  

 
Consumer perceptions of Karoo 
and non-Karoo lamb were 
investigated using MEC theory and 
association pattern technique 
(APT). 

Denver & 
Jensen 2014 

637 Danish 
consumers, 49.7% 
female, age range 
19-65 

 
Product perception components: Locally produced goods 
are more environmentally friendly, locally produced 
goods are healthier, locally produced goods taste better, 
the quality is better in locally produced goods, locally 
produced goods are easier to find in the shop, locally 
produced goods are cheaper 

 
To investigate the preferences of 
organic consumers for the 
production of local apples. 

Lang et. al. 
2014 

277 US consumers, 
64% female 

 
Producer characteristics: Businesses that are part of your 
community, smaller independent growers or 
manufacturers, non-industrial non-corporate growers or 
manufacturers, family owned and operated growers or 
manufacturers. Product characteristics: Produced with 
craft or artisan methods, specialty unique or heirloom, 
traditional foods or recipes from your region, unique to 
your region or what your region is known for 

 
To investigate definitional aspects 
of locally produced foods to find 
elements which might be as 
important as the food miles 
definition. 

Bianchi & 
Mortimer 2015 

Respondents: 300 
Australia 72.1% 
female, 283 Chile 
40.6% female. Age 
range 18-65+ 

 
Attitude towards local agri-businesses, consumer 
ethnocentrism, subjective norms 

Attitude towards consuming 
local food, intention to 
purchase local food 

To investigate antecedents of local 
food buying intention in two 
countries with culturally different 
backgrounds.  

Memery et. al. 
2015 

1223 consumers, 
63% female, age 
range 18-55+ 

 
Local food attributes: Intrinsic product quality, local 
support. Personal characteristics/situational variables: 
Gender, age, location. Values: Health consciousness, 
local identity 

Past use, future intentions To investigate how intrinsic 
product quality and local support 
motivate local food purchase 
behavior.  
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Campbell & 
Fairhurst 2016 

755 US consumers, 
69.6% female, age 
range 18+ 

Theory of planned 
behavior (TPB) 

Purchase intentions Store atmospheric 
responsiveness, extent of 
purchase, trust, price 
consciousness 

By focusing on a retail grocery 
store, the study investigates how 
store atmospheric responsiveness 
mediates purchase intentions and 
extent of purchase of local foods 
with the moderating variables of 
trust and price consciousness. 

Hempel & 
Hamm 2016 

641 German 
consumers, 65% 
female, average age 
45 

Random utility 
theory (RUT) 

Price 1, price 2, price 3, price 4, neighboring countries, 
non-EU countries 

Local food consumption Examining the differences in WTP 
values and attitudes to local food 
between consumers who value and 
don’t value organic production. 

Korhonen et. al. 
2017 

179 agricultural 
producers and 51 
food processing 
companies from 
Finland 

 Farms, production sum, accessible berry production. 
Types of berry: Strawberry, blackcurrant, raspberry, sea 
buckthorn. Travel time: 3 hours, 6 hours, 9 hours. 

 Investigating the networking 
potential of local food producers 
with transport companies by 
conducting geographic information 
system (GIS)-based accessibility 
analyses. 

Rahnama 2017 1500 Iranian 
consumers, 51% 
female 

 
Quality aspects: Taste, appearance. Economical aspects: 
Price, convenience, consumer's ethnocentrism. Safety 
aspects: Health, not using pesticides, environment 

Purchase of local rice Firstly, to examine the 
sociodemographic characteristics 
of Iranian and non-Iranian rice 
consumers and their relationship 
with buying behavior. Secondly, to 
investigate motives for buying 
local rice in Iran. 

Telligman et. al. 
2017 

174 US beef 
consumers, 51.5% 
female, age range 
19-65+ 

 
Extrinsic cue (local beef) Knowledge & familiarity: 

Producer, plate, production 
practices. Process attributes: 
Shipping, animal welfare, feed 
types. Product attributes: Food 
safety, freshness, nutrition 
(additives/hormones). Social 
goods: Support local 
community, help local farmers, 
keep money in the community 

To investigate local beef 
definitions of US consumers and 
how they affect the perceptions of 
beef quality. 
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Arsil et. al. 
2018 

269 Indonesian 
consumers, 92% 
female 

 
Easy for preparation and cooking, healthy food, trust the 
food, food quality, inexpensive, family eats a lot 

Happy, fun and enjoyment in 
life, sense of accomplishment, 
save time and energy, time for 
other things, good health, good 
taste, money for other things, 
can afford, controlling budget, 
save money   

To investigate urban consumers' 
motivations to purchase local food 
and to introduce an alternative 
approach for market segmentation 
relying on consumer motives.  

Birch et. al. 
2018 

677 Australian 
consumers, 57.9% 
female, age range 
18-55+ 

 
Egoistic motivations, ethical identity, environmental 
consciousness 

Favourable beliefs, increased 
purchase frequency, interest in 
traceability, propensity to buy 

To explore how egoistic and 
altruistic motivations influence 
Australian consumers' attitudes 
towards local food and their 
purchase frequency. 

Choe & Kim 
2018 

875 Hong Kong 
tourists, 50% female, 
age range 19-55 

Food consumption 
value theory 

Emotional value, epistemic value, health value, prestige 
value, taste/quality value, price value, interaction value 

Tourists attitudes towards local 
food, image of food destination 

To investigate how tourists’ 
perceptions and behaviors are 
affected by their local food 
consumption value. 

Hashem et. al. 
2018 

416 English 
consumers, 87% 
female, age range 
21-60+ 

 
Anti-globalisation factor, environmental factor, health 
benefits factor, freshness and taste factor, convenience 
factor 

Participation in the local 
organic food box scheme 

To investigate the motivations of 
consumers using local food box 
schemes and to examine the 
relationship the motivations have 
with the awareness of problems 
related to the agricultural food 
system. 

Kumar & Smith 
2018 

502 local food 
consumers, 56% 
female 

Theory of planned 
behavior (TPB), 
Food related 
lifestyle (FRL) 
model 

Health consciousness, concern for environment, concern 
for local economy, subjective norm, perceived 
behavioral control 

Attitude toward local food, 
intention to purchase local 
food 

To investigate how select 
antecedents impact attitude and 
local food purchase intention. 

Lu & Geng-
Qing Chi 2018  

1311 US consumers Elaboration 
likelihood model 
(ELM) 

Menu stimulus: Visual stimulus, verbal stimulus, control Diner type: Resident or 
traveler. Involvement, 
attitudes, purchase intentions 

To investigate how menu stimuli 
affects the local food decision-
making of diners at restaurants. 



 32 

Printezis & 
Grebitus 2018 

1046 US consumers, 
50% female, average 
age 45 

Willingness-to-
pay (WTP) 

Price, farmers market, urban farm, organic, local, travel 
time, local organic, farmers market organic, farmers 
market local, urban farm organic, urban farm local, none 

 
To investigate consumers' 
willingness-to-pay for locally 
produced food in relation to the 
marketing channel. 

Scalvedi & Saba 
2018 

3004 Italian 
consumers 

Sustainable food 
consumption 
(SFC) framework 

Values, food choice motives, eating habits Organic food consumers, local 
food consumers, sustainability 
overlapping drivers 

To identify sustainability elements 
that intersect with the profiles of 
local and organic consumers in 
order to incorporate them into a 
sustainable food consumption 
framework. 

Jensen et. al. 
2019 

1515 Danish 
consumers, age 
range 18-75 

  
Organic - perceived attributes, 
general food 
preferences/values, local - 
perceived attributes, buy 
organic - products, buy local - 
products, buy local - outlet 

To compare organic and non-
organic consumers’ perceptions of 
local foods and the relation of these 
perceptions with purchasing 
behavior. 

Lang & 
Lemmerer 2019 

497 consumers Means-end-chain 
(MEC) theory  

Personal values Trust benefits, health benefits, 
social and economic benefits, 
quality benefits, authentic 
benefits, environmental 
benefits, price benefits, 
definitional attributes, attitudes 

To explore antecedents and their 
effect on attitudes and behavior 
toward local food. 

Savelli et. al. 
2019 

720 Italian 
university students, 
79.2% female, age 
range 18-25+ 

 
Determinants of food choices: Food safety, economic 
convenience, nutritional values, sensory quality. 
Determinants of truffle consumption: Territory of origin, 
price, atmosphere, promotions, quality and freshness, 
direct contact with vendors/producers, ease of 
conservation/preparation 

Food choices, truffle 
consumption 

To find out the values that are 
driving the purchase of truffles and 
whether they are seen as an 
experience-based foodstuff. 

Witzling & 
Shaw 2019 

577 US consumers Food related 
lifestyle (FRL) 
model 

Quality benefits, health benefits, economic benefits, 
environmental benefits, safety benefits, injunctive norm, 
descriptive norm, more expensive, time consuming 

 
To better understand local food 
buyers and investigate how 
messages could be targeted to 
different groups. 
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Profeta & 
Hamm 2019 

1602 German 
consumers, 53.4% 
female, average age 
47.6, age range 18-
70+ 

Willingness-to-
pay (WTP) 

Local food: Milk, eggs, pork cutlets, beef steaks. 
Attitude towards local feed/imported feed: It is better for 
the environment when more local feed is fed, there is a 
danger that imported feed is genetically modified, local 
feed is better compared to imported feed, local feed is 
more strictly controlled than imported feed 

WTP share: 75%, 90%, 100% To investigate German consumers' 
willingness-to-pay for local food 
produced with local feed.  

Birch & 
Memery 2020 

546 tourists in 
Australia. Out of 
past visitors 50.8% 
were female and out 
of future visitors 
63.1% were female. 
Age range 18-55+ 

 
Drivers of consumption: Support local, intrinsic 
qualities, premium value product, traceability and 
provenance, purity, sustainability, hedonic motivations, 
marketing and distribution, ethical issues. Barriers to 
consumption: Lack of marketing, lack of distribution, 
inconvenience, price and quality issues, lack of trust. 
Visitors' beliefs about purchasing local food and 
beverage, visitors' attitudes toward local food and drink, 
purchase of local food  

 
To investigate why tourists don't 
consume local food and drink in a 
holiday destination even though 
they express interest towards 
engaging in such behaviors. 

Ditlevsen et. al. 
2020 

1515 Danish 
consumers, 50% 
female, age range 
18-70 

 
Characteristics of food items: Knowledge of production 
site, the price is low, the product is healthy, animal 
welfare is taken into account, low local pollution, low 
climate impact, easy to prepare, the product is fresh, the 
product is safe to eat, knowledge of producer, the taste is 
good. Statements about local products: Better taste, 
fresher, safer to eat, healthier, better animal welfare, less 
local pollution, lower climate impact, trustworthy 
producers, create local jobs. 

Local food consumption To examine why Danish organic 
and local food consumers buy local 
food, what values and opinions 
they associate with it and whether 
these groups differ 
sociodemographically from each 
other. 

Zhang et. al. 
2020 

282 Chinese 
consumers, 70% 
female. 306 Danish 
consumers, 50% 
female 

Values-beliefs-
attitude (VBA) 
model  

Collectivistic values: Benevolence, universalism, 
security, conformity, tradition. Individualistic values: 
Self-direction, stimulation, hedonism, achievement, 
power. Long-term orientation 

Locavorism, fresh start 
mindset, attitudes, intention to 
purchase 

Investigating the concept of 
“locavorism” and itse antecedents 
in a theoretical context within a 
developed and developing country. 

 
Notes 
ABC = Attitude-belief-context theory, APT = Association pattern technique, ELM = Elaboration likelihood model, FRL = Food related lifestyle model, HB = Health belief model, MEC = Means-end-chain theory, PSMM = 
Price sensitivity measurement model, RUT = Random utility theory, SFC = Sustainable food consumption framework, TPB = Theory of planned behavior, VBA = Values-beliefs-attitude model, VBN = Value-belief-norm 
theory 
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8 qualitative studies on local food were reviewed for this thesis (see Table 2 above). Of these 3 were 

carried out in the US, 2 in the UK, 2 in Finland and one in New Zealand. Taken together the studies 

spanned the time period from 2004 to 2016. In terms of research design, focus groups and personal 

interviews were the most common data collection methods used and most of the study samples featured a 

large majority of female consumers. From a theoretical point of view, only two of the studies examined 

applied academic theories in their analyses. Lastly, the most common aspects that were focused on in the 

studies were related to the perceptions, meanings and benefits that consumers attach to locally produced 

foods and their consumption. 

36 quantitative studies on local food were reviewed for this thesis (see Table 3 above) of which the 

majority were conducted with the residents of 6 different countries. Specifically, 10 of them were done in 

the US, 4 in the UK, 4 in Denmark, 3 in Australia, 3 in Germany and 3 in Italy. The remaining studies were 

carried out in Finland, China, Iran, Hong Kong, Indonesia, Chile, South Africa and Canada. As a whole, the 

literature review spanned the time period from 2000 to 2020, with all but 3 of the research studies being 

conducted between 2010 and 2020. Concerning theories, the most popular ones being applied were FRL 

and WTP. This may reflect the researchers’ main points of interest, which were evidently geared towards 

identifying the characteristics of local food consumers and investigating how local food products should be 

priced in grocery stores.  

2.2 Behavioral reasoning theory 

Behavioral reasoning theory (BRT) is a behavioral intention model developed by James D. Westaby 

that seeks to understand the fundamental determinants of behavior. The theory postulates that the reasons 

people hold for and against a desired behavior act as crucial links connecting the constructs of beliefs and 

values, global motives, intentions and behavior. In this case, global motives are composed of attitude, 

subjective norms and perceived control. BRT supposes that reasons influence global motives and 

intentions, because they serve as vehicles to defend and justify an individual’s behavior, thus helping to 

preserve his or her self-worth. In terms of value, BRT helps to explain variance in individuals’ intentions 

and why and how reasons share a meaningful connection between beliefs and values, global motives, 

intentions and behavior. (Westaby 2005) 

BRT integrates basic constructs from behavioral intention models with reasoning constructs from 

social and decision sciences. Specifically, the behavioral intention constructs are based on the theories of 

reasoned action (Fishbein & Ajzen 1975) and planned behavior (Ajzen 1991). The aforementioned theories 

hypothesize that attitude, subjective norm and perceived control result in behavioral intention and 
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ultimately lead to actual behavior. Belief constructs are seen as possible antecedents that predict attitude, 

subjective norm and perceived control (Fishbein & Ajzen 1975). On the other hand, reason concepts are 

integrated into BRT based on the assumption that reasons also play a role in determining behavior (Ryan & 

Connell 1989). Specifically, the Theory of explanation-based decision making (Pennington & Hastie 1993) 

states that reasons are used to support decisions, while Reasons theory (Westaby & Fishbein 1996) implies 

that reasons may encourage behavior. In effect, BRT differs from previous behavioral intention models 

precisely because it integrates reason concepts into its framework, which haven’t been addressed in prior 

research on the subject.  

In the context of local food, BRT may prove useful in examining the relationships that 

values/beliefs and reasons have with attitude towards local food. Previous studies have not addressed these 

two constructs together, instead focusing more on the linear relationships between these concepts with 

either values affecting attitude and/or intention or drivers of consumption mediating attitude and/or 

intention.  

 

 
Figure 2. Behavioral reasoning theory model (adapted from Claudy et. al. 2015) 

2.2.1 Components of BRT 
In BRT, beliefs and values are hypothesized to directly influence the reasons people use to explain 

how they behave. This supposition is based on Expectancy-value theory, which theorizes that peoples’ 

motivational processes are impacted by the beliefs and values that they hold about expected outcomes. This 

means that the more outcomes that behaving in a certain way has, and the more these outcomes are 
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positively valued, the greater should be the motivation to engage in the behavior. In addition, beliefs and 

values are assumed to directly affect global motives. (Westaby 2005) 

BRT divides the construct of reasons in two: reasons for performing a behavior and reasons against 

performing a behavior. Accordingly, reasons directly affect global motives, which are attitude towards the 

behavior, subjective norm and perceived control. This is based on the assumption that people form positive 

evaluations towards an alternative if they have supporting reasons to justify it. Furthermore, BRT assumes 

that reasons also affect intentions, since individuals may experience more comfort with themselves when 

having reasons to justify and defend planned actions. Reasons predict intentions separately from the 

influence of global motives, because reasons are held to capture certain context-dependent justifications 

that are not addressed by traditional constructs. (Westaby 2005) 

BRT groups attitude towards the behavior, subjective norm and perceived control under the 

construct of global motives, because these are broadly viewed concepts that have been shown to affect 

intentions across different behavioral domains. In addition, they are widely used in other behavioral 

intention models such as TPB. Thus, BRT supposes that global motives affect intention to engage in a 

behavior. (Westaby 2005) 

Lastly, BRT hypothesizes that intentions lead to behavior based on previous behavioral intention 

models like the Theory of reasoned action (Fishbein & Ajzen 1975) and TPB (Ajzen 1991). Moreover, 

intentions are assumed to mediate the influence of additional cognitive, affective and contextual constructs 

in predicting behavior within prior behavioral intention models. (Westaby 2005) 

2.2.2 Prior research on BRT 
Among others, BRT has been applied in the context of clothing and apparel: Research conducted on 

the sustainable clothing consumption behaviors of young consumers revealed that they rely heavily on cost-

benefit analysis, weighing economic, social and psychological aspects when deciding whether to engage in 

such behavior (Diddi et. al. 2019). Furthermore, results from a study examining the role of social 

responsibility on the attitudes towards apparel donation showed that apparel donation behavior was 

influenced by donating attitudes, with benevolence positively impacting other-oriented reasons and power 

favorably impacting self-oriented reasons for engaging in donations (Park et. al. 2017). 

In the realm of generosity behavior and donations BRT has been proven adept at explaining 

behavior as well. Nicholls & Schimmel (2016) demonstrated the role that satisfaction may play in driving 

future intentions toward volunteering and donations among students, indicating the importance of the 

service-learning experience in the context of generosity behaviors such as volunteering and donations. As 
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previously discussed, Park et. al. (2017) found a favorable association between apparel donation behavior 

and donating attitudes when investigating how altruistic constructs influence self-oriented reasons. 

The attitude-behavior gap of innovation adoption has been addressed with BRT with successful 

results. Specifically, research has showed that consumers often place greater emphasis on factors against 

adoption relative to potential benefits (Claudy et. al. 2013; Claudy & Peterson 2014; Claudy et. al. 2015). 

For instance, in a study investigating urban bicycle commuting, Claudy & Peterson (2014) found that 

reasons against bicycling such as inconvenience, road safety and weather conditions seemed to carry the 

most weight in explaining the underutilization of the bicycle as a mode of transport in cities. Furthermore, 

research in the context of solar panels found that reasons against adoption negatively impact adoption 

intentions, but not attitudes, implying that negative consumer reasoning may explain the attitude-behavior 

gap that exists in the adoption of renewable energy systems (Claudy et. al. 2013).  

In the realm of mobile technology adoption, studies applying the BRT -framework have found that 

the value “openness to change” seems to strongly impact reasons for adoption but not attitude or reasons 

against adoption (Gupta & Arora 2017a; Gupta & Arora 2017b; Pillai & Sivathanu 2018). An exception to 

this tendency was outlined in research conducted by Sivathanu (2018), which found the value “openness to 

change” to affect reasons against adoption as well as attitude. Consequently, other studies have found 

ubiquitous to be one of the main reasons for adoption and traditional barrier as one of the chief reasons 

against adoption in the context of new technology (Gupta & Arora 2017b; Pillai & Sivathanu 2018; 

Sivathanu 2018). However, all of these studies were carried out among Indian consumers, so they do not 

have great generalizability.  

BRT has been applied relatively successfully in a variety of other contexts as well. For instance, 

Westaby et. al. (2010) found support for the assumptions of BRT in the sphere of leadership decision-

making, highlighting that leaders’ perceived control was the strongest driver of intention, while revealing 

the role “reasons for” play as stronger predictors of leadership attitudes and subjective norms relative to 

“reasons against”. Moreover, “reasons for” was recognized as a strong driver of behavioral intention in a 

study investigating undergraduate binge drinking, which uncovered that variables from BRT explained 

80% of the variance in the intentions of students to go binge drinking in the following week with the 

constructs of attitude, reasons for and past behavior strongly affecting binge drinking intentions (Norman 

et. al. 2012). Furthermore, in their study investigating the role brand reputation plays on organic food 

consumption, Ryan & Casidy (2018) indicated that reasons for may also have a mediating effect on the 

values and attitude -constructs that are found in the BRT model.  



 38 

Error reporting among nurses has been examined through the lens of BRT: Research findings 

suggested that reasons against impact the intentions of nurses to report errors with the construct of 

perceived control partially mediating the relationship (Russo et. al. 2015). These findings echo the results 

of prior research on innovation adoption highlighting the seemingly stronger role the construct of reasons 

against seems to play on the behavioral intentions of people (Claudy et. al. 2013; Claudy & Peterson 2014; 

Claudy et. al. 2015). 

Investigating the effects of entrepreneurial behavior on entrepreneurial intention, Miralles & Giones 

(2017) discovered that the relationship between these two constructs differed in relation to the individual’s 

age: it seems that among young people engagement in entrepreneurship strengthens the impact of 

entrepreneurial knowledge on attitude and perceived behavioral control, while an almost opposite effect is 

seen between the aforementioned constructs for older people. All in all, on the basis of the above literature 

review, it is evident that BRT has yet to be applied in the context of local food consumption.
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Table 4. BRT literature review 

Author & year Sample 
characteristics Method Independent variables Dependent variables Study focus 

Westaby 2005 Study 1: 211 US 
employees, 59% 
female, age range 21-
51+.  
Study 2: 256 US 
employees, 58% 
female, average age 
33.1. 
Study 3: 204 
participants, 74.1% 
female, average age 
27.2. 
Study 4: 160 US 
participants, 72.8% 
female, average age 
27.6. 
 

Study 1: 
Correlational 
analysis of 
global motives 
and reasons 
Study 2: 
Experimental 
analysis of 
global motives 
and reasons 
Study 3: 
Correlational 
analysis of 
beliefs and 
reasons 
Study 4: 
Experimental 
analysis of 
beliefs and 
reasons 

Reasons for, reasons against, beliefs Attitude, subjective norm, 
perceived control, intention, 
retention 

Developing and testing Behavioral 
reasoning theory as a new theory to 
explain behavior. 

Westaby et. al. 2010 678 US employers 
making personnel-
related decisions, 
28.2% female, average 
age 51.7 

Quantitative 
survey  

Reasons for, reasons against Attitude, subjective norm, 
perceived control, intentions, 
behavior 

To investigate whether reasons for 
and reasons against influence 
leaders' attitudes, subjective norms, 
perceived control and intentions to 
act.  

Norman et. al. 2012 Questionnaire 1: 265 
English students. 
Questionnaire 2: 172 
English students, 
82.6% female, average 
age 20.4 

Quantitative 
survey  

Past behavior, reasons for, reasons against Attitude, subjective norm, 
perceived behavioral control, 
intention, future behavior 

To investigate the reasons that 
students use to defend binge 
drinking in order to uncover 
motivations underlying such 
behavior. 



 40 

Claudy & Peterson 
2013 

254 Irish consumers, 
53.3% female, age 
range 15-60+ 

Quantitative 
survey  

Value alignment. Reasons for adoption: 
Environmental benefit, independence 
benefit, economic benefit. Reasons against 
adoption: Cost barrier, incompatibility 
barrier, risk barrier.  

Attitude towards solar panels, 
adoption intention 

To investigate the mental processing 
behind the adoption of a renewable 
energy system - in this case solar 
panels. 

Claudy & Peterson 
2014 

936 Irish consumers, 
49.8% female, age 
range 18-65+ 

Quantitative 
survey  

Personal values: Universalism, security. 
Reasons for commuting by bicycle: Cost 
savings, time savings, well-being. Reasons 
against commuting by bicycle: 
Inconvenience, danger, weather.  

Attitude toward commuting by 
bicycle, commuting by bicycle 

To explore psychological 
antecedents of bicycling adoption in 
order to understand why bicycle 
commuting is underutilized in many 
urban areas. 

Claudy et. al. 2015 Study 1: 254 Irish 
consumers, 50% 
female. Study 2: 379 
students and staff of 
Irish University, 60.2% 
female 

Quantitative 
survey  

Values. Reasons for adoption: Financial 
benefits, convenience benefits, flexibility 
benefits, environmental benefits, 
independence benefits. Reasons against 
adoption: Value barrier, risk barrier, usage 
barrier 

Attitudes towards adoption, 
adoption intention, adoption 
behavior 

To investigate the relative effects of 
reasons for and reasons against on 
the innovation adoption decisions of 
consumers. 

Russo et. al. 2015 188 Italian nurses, 58% 
female, average age 
38.8 

Quantitative 
survey  

Reasons for reporting errors in the 
workplace, reasons against reporting errors 
in the workplace 

Attitudes towards error reporting, 
perceived control over error 
reporting, subjective norms 
around error reporting, intentions 
to report errors in the workplace 

To examine the influence of reasons 
for and against, attitudes, subjective 
norms and perceived control on 
nurses' error reporting intentions at 
work. 

Nicholls & Schimmel 
2016 

658 US University 
students, 55.7% female, 
age range 15-30+  

Quantitative 
survey  

Satisfaction Attitudes towards helping others, 
attitudes towards charitable 
organizations, future volunteering 
intentions, future donation 
intentions 

To examine how satisfaction with 
the service-learning experience in a 
charitable organization affects 
future intentions to volunteer or 
donate to such organizations. 

Miralles & Giones 
2017 

430 entrepreneurial 
Spaniards, 43.9% 
female, average age 
35.3 

Quantitative 
survey  

Entrepreneurial knowledge Personal attitude, social norm, 
perceived behavioral control, 
entrepreneurial intention 

To investigate the relative influence 
that engaging in entrepreneurial 
behavior has on an individual's 
entrepreneurial intention. 

Park et. al. 2017 316 frequent apparel 
donators living in the 
US, 51.3% female, 

Quantitative 
survey  

Benevolence, power Other-oriented reasons, self-
oriented reasons, attitude toward 
helping others, attitude toward 
environment, attitude toward self-

To investigate the drivers of the 
apparel donation behavior of young 
consumers by exploring the impact 
of values and reasons on attitudes. 
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average age 26.1, age 
range 18-30 

enhancement, attitude toward 
charitable organizations 

Gupta & Arora 2017a 379 Indian bank 
customers, 48.4% 
female  

Quantitative 
survey  

Value of openness to change. Reasons for 
adoption: Ubiquitous, convenience, 
relative advantage. Reasons against 
adoption: Usage barrier, risk barrier, 
tradition barrier.  

Attitude toward adoption, 
adoption intention 

To investigate the relative effects of 
reasons (for and against) on the 
adoption of mobile banking among 
consumers in India. 

Gupta & Arora 2017b 237 Indian consumers, 
47.7% female 

Quantitative 
survey  

Openness for change. Reasons for 
adoption: Price saving, variety/choice, 
convenience. Reasons against adoption: 
Self-efficacy, consumer anxiety, relative 
advantage.  

Attitude, adoption intention To explore the relative influence of 
reasons (for and against) mobile 
shopping adoption among Indian 
consumers. 

Pillai & Sivathanu 
2018 

150 Indian IT 
employees, 43% 
female, age range 20-
50 

Quantitative 
survey  

Value of openness to change. Reasons for 
adoption: Hedonic motivation, self-
efficacy, learning autonomy, ubiquitous, 
relative advantage. Reasons against 
adoption: Traditional barrier, usage barrier, 
image barrier 

Attitude towards adoption, 
adoption intention 

To investigate how reasons for and 
reasons against the adoption of 
mobile learning applications are 
associated with adoption intention 
among IT employees. 

Ryan & Casidy 2018 617 respondents, 49% 
female, age range 18-
46+ 

Quantitative 
survey  

Values, brand reputation Reasons for consuming organic 
food, reasons against consuming 
organic food, attitude towards 
organic food, purchase intention 

To investigate how consumers' 
values influence attitude and 
intention to purchase organic food 
with varying levels of brand 
reputation. 

Sivathanu 2018 815 Indian consumers, 
41% female, age range 
60-65+ 

Quantitative 
survey  

Value of openness to change. Reasons for 
adoption: Ubiquitous, convenience, 
relative advantage, compatibility. Reasons 
against adoption: Usage barrier, risk 
barrier, traditional barrier 

Attitude towards adoption, 
adoption intention 

To investigate the relative influence 
reasons for and reasons against have 
on the adoption of internet of things 
-based wearables in the healthcare 
of older adults. 

Diddi et. al. 2019 41 US University 
students, 70% female 

Qualitative focus 
groups 

Reasons for engaging in sustainable 
clothing consumption behaviors (SCCBs), 
reasons for not engaging in SCCBs 

SCCBs To investigate SCCBs that young 
consumers were most and least 
likely to perform and to understand 
their reasons for engaging in 
SCCBs. 



A literature review on BRT is represented in the table above (see Table 4). Of the 16 studies 

examined, 6 were from the US, 4 from India, 3 from India and 1 from Spain, Italy and Ireland. In terms of 

research methods, one study used qualitative focus groups, one used various methods in a collection of 

articles, and the rest relied on quantitative surveys. The most popular independent variables investigated 

were related to values and reasons for and against behavior. On the other hand, the most used dependent 

variables were attitude towards adoption and adoption intention. The majority of the studies focused on 

investigating the effects that reasons for and against behavior have on attitudes, adoption intention and 

behavior. Thus, it seems that many researchers are interested in BRT from the perspective of examining the 

adoption behavior of new things. 

2.3 Brand love 

Brand love is a relatively new construct in the world of marketing. It is defined as the extent to 

which a satisfied consumer feels strong emotional attachment to a specific brand name. Brand love 

constitutes passion, attachment, positive evaluation, positive emotions and declarations of love in relation 

to the brand. The construct differs from the concept of satisfaction in a few important ways. First of all, 

compared to satisfaction with its cognitive judgement, brand love possesses a much more affective focus. 

Secondly, while satisfaction is more related to a transactional outcome, brand love often results from a 

long-term relationship with the consumer. Thirdly, satisfaction is often related to the expectancy 

disconfirmation paradigm, while brand love requires neither. Fourthly, unlike satisfaction it includes a 

desire to profess love and integrates the brand into the identity of the consumer. Brand love is distinct from 

brand affect or brand “liking”, since it is a stronger emotional response and doesn’t encompass negative 

feelings towards the brand unlike brand affect. (Barbara & Ahuvia 2006) 

Based on qualitative studies using the grounded theory approach, Batra et. al. (2012) discovered 

seven vital attributes of brand love: “self-brand integration, passion-driven behaviors, positive emotional 

connection, long-term relationship, positive overall attitude valence, attitude certainty and confidence and 

anticipated separation distress.” To a large degree these results validate the central components of the 

definition as outlined by Carroll & Ahuvia (2006), while adding the new core features of self-brand 

integration, long-term relationship, anticipated separation distress and attitude certainty and confidence 

(Batra et. al. 2012). 

2.3.1 Antecedents 

Multiple studies have investigated the antecedents to brand love. In their pioneering study on the 

subject, Carroll & Ahuvia (2006) found that satisfied consumers tend to express more love towards brands 



 43 

in hedonic and self-expressive product categories compared to utilitarian product categories. This finding 

has also been confirmed in subsequent research on the subject. In a study carried out on social media, 

Wallace et. al. (2014) showed that “liking” self-expressive brands on Facebook was positively associated 

with brand love. Further on, Huber et. al. (2015) discovered that the effects of the antecedents that they 

studied varied with the length of the relationship with the brand: In effect, the inner self was more strongly 

associated with brand love than social self, and it could further rise in importance as the relationship 

progressed. Karjaluoto et. al. (2016) applied an extended model of Carroll & Ahuvia’s (2006) framework 

and demonstrated a positive association between self-expressiveness and brand love. However, Karjaluoto 

et. al. (2016) suggested that Carroll & Ahuvia’s (2006) finding concerning hedonic product categories may 

not always hold true, since their research found no significant relationship between hedonic product types 

and brand love. One reason self-expressive brands may gain more brand love may have to do with the 

notion that consumers may more easily associate them with their own self-image, thus making them feel 

more personal and important. Closely related to this is the concept of brand identification, which may be 

defined as the degree to which a person sees a brand’s image overlapping with his own self-image 

(Bergkvist & Bech-Larsen 2010). Specifically, brand identification has been proven to have a positive 

effect on brand love (Bergkvist & Bech-Larsen 2010; Albert & Merunka 2013).  

Concerning brand experience, Biçakcioglu et. al. (2018) found that it had a strong direct influence 

on brand love while testing an integrative conceptual model. In addition to this, brand experience has been 

applied as a moderating variable as well. Namely, Karjaluoto et. al. (2016) discovered that experience and 

price both have positive moderating effects on the relationship between brand love and offline word-of-

mouth, but not online word-of-mouth: Specifically, they uncovered that experience and price strengthen the 

aforementioned relationship either when the experience is high or the brand is perceived as affordable. On 

the other hand, in the context of the wine industry wine experience was found to be positively associated 

with brand trust and satisfaction, of which satisfaction was also strongly related to brand love (Drennan et. 

al. 2015). 

Relevant to this thesis, brand love antecedents have been investigated from socially- and 

community-oriented perspectives as well. Specifically, Bergkvist & Bech-Larsen (2010) tested ‘sense of 

community’ and ‘brand identification’ as antecedents and found that both constructs had a positive 

influence on brand love. In the realm of social media, Vernuccio et. al. (2015) conducted a survey on the 

Facebook pages of 20 international brands and uncovered that social-interactive engagement on fan pages 

positively influenced brand love, while being mediated by certain psychological effects related to self-
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concept. The implications of the aforementioned study are the following. In order to strengthen consumers’ 

emotional connection with a brand, managers should evoke their social identity through making use of 

actions that stimulate social-interactive engagement (Vernuccio et. al. 2015). From a service point of view, 

a study delving into the interpersonal side of brand love in a services setting demonstrated significant 

positive associations between brand love and the interpersonal antecedents of gratitude, partner quality and 

social support (Long-Tolbert & Gammoh 2012).  

Brand love and its antecedents have yet to be applied in the context of local food consumption or as 

a BRT construct. In terms of food, antecedents to brand love have been investigated in the wine industry 

among others. Drennan et. al. (2015) found that the constructs of wine brand trust and – to a greater extent 

– wine brand satisfaction have a positive effect on brand love. Theory-wise, Hegner et. al. (2017) applied 

TPB to understand brand love in the fashion industry and discovered that attitude had a significant effect on 

brand love, but differences existed between high-involved and low-involved consumers among the 

variables of subjective norm and anthropomorphizing.  

2.3.2 Outcomes 

Along with antecedents, outcomes of brand love have received considerable attention in prior 

studies. In their pioneering paper introducing the concept, Carroll & Ahuvia (2006) found brand love to be 

associated with increased loyalty to the brand and positive word of mouth. In addition, they postulated that 

satisfied consumers might exhibit less loyalty towards brands in hedonic product categories, while 

engaging in more favorable word-of-mouth for brands that are self-expressive (Carroll & Ahuvia 2006). 

From these initial findings, word-of-mouth has been one of the most extensively researched in the 

following years (Albert & Merunka 2013; Wallace et. al. 2014; Karjaluoto et. al. 2016; Biçakcioglu et. al. 

2018). In particular, most often brand love has been associated with positive word-of-mouth (Carroll & 

Ahuvia 2006, Albert & Merunka 2013; Karjaluoto et. al. 2016; Biçakcioglu et. al. 2018). Subsequently, 

Wallace et. al. (2014) confirmed the finding of Carroll & Ahuvia (2006) that consumers who interact with 

self-expressive brands tend to exhibit more word-of-mouth for said brand.  

Along with word-of-mouth, brand loyalty has also received its fair share of attention in extant 

literature. The consensus so far seems to be that brand love is positively related to brand loyalty (Carroll & 

Ahuvia 2006; Bergkvist & Bech-Larsen 2010; Albert & Merunka 2013; Drennan et. al. 2015; Zarantonello 

et. al. 2016; Biçakcioglu et. al. 2018). This seems like a very logical assumption, given the notion that if 

you like something, you are more likely to continue using it. Furthermore, brand loyalty has been shown to 

play a mediating role between brand love and positive word-of-mouth (Biçakcioglu et. al. 2018). Curiously, 
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Zarantonello et. al. 2016 found brand love to be more associated with behavioral loyalty compared to brand 

attitude, while in contrast to brand love, brand attitude was more strongly related with the size of the brand 

in the present. In fact, brand love was negatively associated with brand size, implying that brand love may 

increase for smaller brands and decrease for larger ones (Zarantonello et. al. 2016). 
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3 RESEARCH DESIGN AND METHODS 
This study utilizes a mixed methods research approach. By definition, mixed methods research is an 

approach that follows the philosophy of pragmatism while combining “elements of qualitative and 

quantitative research approaches for the broad purposes of breadth and depth of understanding and 

corroboration” (Johnson & Onwuegbuzie 2007). As a method, mixed methods centers on the collection, 

analysis and mixing of quantitative and qualitative data in a single study or multiple studies (Creswell & 

Plano Clark 2007). The qualitative data obtained through mixed methods tends to be more open-ended 

while the quantitative data is commonly characterized by closed-ended responses found in questionnaires, 

among others (Creswell 2014). In order to formulate a mixed methods design, Johnson & Onwuegbuzie 

(2004) postulate that the researcher should decide whether he wants to act in one dominant paradigm and 

whether the phases of research are to be conducted concurrently or sequentially. A concurrent mixed 

methods design constitutes using quantitative and qualitative methods separately from each other in the 

context of a single-phase research approach, while a sequential mixed methods design employs multiple 

phases of data collection and analysis (Saunders et. al. 2016). As a whole, mixed methods can be 

considered an approach to knowledge that seeks to consider a variety of different perspectives, positions 

and standpoints (Johnson & Onwuegbuzie 2007). Tashakkori & Teddlie (2010) sum up the characteristics 

of mixed methods research into the following nine points: Methodological eclecticism, paradigm pluralism, 

an emphasis on diversity at all levels of the research, an emphasis on continua rather than a set of 

dichotomies, an iterative and cyclical approach to research, focus on the research question, a collection of 

basic “signature” research designs and analytical processes, a tendency toward balance and compromise 

from the methodological perspective, and a reliance on visual representations and a common notational 

system. 

According to Creswell & Plano Clark (2007), the main implication of the mixed methods definition 

is that combining the qualitative and quantitative approaches results in a better grasp of the research 

problems than when either approach is used in isolation. This is because mixed methods is thought to draw 

on the strengths of both approaches while minimizing their respective limitations (Creswell 2014). 

Furthermore, it is more capable of answering certain kinds of complex research questions compared to the 

qualitative and quantitative approaches used in isolation (Lund 2012). As an example of this, Creswell & 

Plano Clark (2007) provide the following research question: “Do participant views from interviews and 

from standardized instruments converge or depart?” Consequently, mixed methods research combines the 

different perspectives generated by the qualitative and quantitative approaches, thus potentially resulting in 
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a more informed picture of the domain being studied (Lund 2012). Relating to this, it is argued that one 

major weakness pertaining to the quantitative approach is that it doesn’t fully grasp the contextual setting, 

while one major flaw concerning the qualitative approach is that it relies excessively on the interpretations 

and bias of the researcher (Creswell & Plano Clark 2007). If the findings from using the quantitative and 

qualitative methods converge, a multimethod research approach is thought to lead to more accurate and 

valid results (Lund 2012; Jick 1979). Even in the case of qualitative and quantitative results differing from 

each other, using mixed methods may lead to additional reflection, a reformulated hypothesis and new 

theoretical insights (Lund 2012). 

However, even a mixed methods research approach is not without its limitations. To start off, the 

replication of such a research design may prove difficult, especially in the case of the qualitative 

techniques. Furthermore, even a mixed methods approach is no good if the underlying research questions 

are improperly formulated. In line with this, “triangulation should not be used to legitimate a dominant, 

personally preferred method,” implying that both qualitative and quantitative methods should be 

represented in an impactful manner. If one type of approach ends up being used more than the other, this 

should be explicitly justified. (Jick 1979) 

As previously mentioned, mixed methods research designs may be grouped into sequential and 

concurrent designs, and both of them may stumble upon some distinct challenges in the administration of a 

research study. As a sequential design was employed in this study, the challenges associated with this 

approach will now be shortly discussed. Firstly, pertaining to the issue of sampling, one has to determine 

the extent to which the same participants are used in both phases of the study, and whether these 

participants will be different for the two phases. Secondly, one has to think about how to select the 

participants for the second stage of research. In this case, ethical dilemmas may arise that restrict 

participant selection, such as those concerning the anonymity of the participants. Thirdly, when using 

qualitative data to inform the quantitative phase of the research, the researcher must determine which 

specific results from the first phase to use (Creswell & Plano Clark 2007). Fourthly, challenges pertaining 

to the administration of the qualitative data collection may arise when using a sequential embedded design: 

This means that either qualitative data is placed within a quantitative intervention design or the other way 

around. In such a case the researcher has to decide the timing of the qualitative data collection. Lastly, 

exploratory or explanatory research designs may result in contradictory findings when the data is 

inconclusive or when the qualitative and quantitative data stand in opposition to one another. (Bergman 

2008) 
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Figure 3. The Exploratory sequential mixed methods design: Instrument development model (adapted 
from Creswell & Plano Clark 2007) 

To be more precise, this study adopted an exploratory sequential mixed methods design utilizing the 

instrument development model (see Figure 3 above). Such a design is useful when one needs to develop 

and apply a quantitative instrument from the basis of qualitative findings. In practice, this means that the 

researcher first investigates the topic of the research with a few participants. Then, based on the results of 

this investigation, constructs for a quantitative survey instrument are developed, and these are further 

validated in the data collection phase of the research. (Creswell & Plano Clark 2007) 

In the context of mixed methods research, this study leans more on the quantitative approach. This 

is epitomized by the more deductive nature of the study, since it applies an adapted BRT framework to the 

phenomenon of local food consumption in REKO groups. The aim is to validate the theory in a new context 

while seeking answers to the research questions. Thus, as the constructs in the theoretical framework are 

linked together through causal relationships, this necessitates a corresponding approach to the research: one 

that examines the strength of causality between the variables. Causality itself can be effectively measured 

using quantitative data. In order to retrieve this data, attention was turned towards groups on Facebook 

operating under a novel concept of local food distribution called REKO. 

3.1 Research context 

The research was carried out in the context of Finnish-speaking REKO groups on Facebook. As 

discussed in the introduction, REKO (Rejäl konsumtion) is a sales and distribution model that lets 

customers order products directly from local producers without using middlemen. REKO networks operate 
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via closed groups on Facebook where the ordering and delivery of food are jointly agreed upon. Usually 

these networks are organized on a city or township basis, and their administrators are volunteers who do not 

receive a salary for their work. Essentially, the model is founded on the following four principles: Retail 

sales are not permitted, things should be kept as local as possible, production should be ethical and ideally 

organic, and operations should be open and transparent. (Aitojamakuja.fi 2020a; 2020b) 

The REKO model was conceived by Thomas Snellman in 2013, having originally gotten the idea 

through observing vegetable box schemes operating in France during his visit there in 2012 (European 

Commission 2016). Since then, the model has expanded to other Nordic countries as well, with over 500 

networks operating across Scandinavia (Aitojamakuja 2020a). In Finland alone there are currently 195 

listed REKO groups, containing anywhere from a few hundred members to over 19 000 in the case of Oulu 

(Einiö 2020). The following table depicts some basic statistics about 12 REKO networks operating in the 

broader Helsinki region on the 20th of May 2020. 

Table 5. REKO networks in the Helsinki region 

REKO network Member count Date created 
REKO Helsinki, kantakaupunki 8142 07.10.2015 

REKO Esbo Espoo Alberga Leppävaara 6620 27.10.2014 

REKO Espoo Olari 5861 01.10.2015 

Itä-Helsingin lähiruokarengas, REKO 4988 11.08.2015 

REKO Lauttasaari Drumsö 4094 14.10.2015 

Reko Tikkurila 3886 31.10.2015 

Reko ruokapiiri Käpylä 3791 04.11.2015 

REKO Tapanila 3012 29.03.2016 

Munkinseudun REKO lähiruokarengas 2961 12.10.2015 

REKO Pohjois-Vantaa (Korso) 2842 05.09.2015 

Lähiruoka Pysäkki REKO-TÖÖLÖ 2628 20.09.2015 

REKO Kannelmäki 2015 07.04.2016 
 

The benefits of REKO networks for consumers and producers are similar to those attributed to local 

food consumption as a whole. From the consumers point of view, it is possible to get to know more about 

the origin of the product, support local farmers, support the environment through minimized packaging and 

transportation, and save money by not paying for marketing or the use of intermediaries. On the other hand, 

producers may reduce their food waste and transportation costs and receive valuable feedback from 

customers concerning their products and production methods. (European Commission 2016) 
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In practice, anyone can join a REKO network. One has to simply submit an invitation for approval 

into the local Facebook group. In a similar vein, anyone can also start a REKO group, as long its name 

contains the word ‘REKO’ and it follows the guidelines of operation. Each group must have a moderator – 

ideally three of them – who accept new members and have the liberty of determining additional criteria for 

the participating producers to comply with. (Aitojamakuja.fi 2020b) 

 

 

Figure 4. The Facebook post of a local food producer selling broad beans 

The English translation of the producer’s Facebook post: 

“From the Nojosniemi ranch organic & gluten-free products to the REKO gatherings organized on 21.5 at Minimani, 

Keljo and Muurame.  

-Hevihärkä broad bean, organic and gluten-free 1kg 5eur 

-Broad bean flour, organic & gluten-free 500g 3,50eur 

-Hevihärkä broad bean groats, organic & gluten-free 500g 4,50eur 

-Hemp seed organic & gluten-free 250g 5eur 

-Oat grains organic & gluten-free 800g 4,50 eur” 
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Figure 5. REKO customers placing orders by commenting on the local producer’s post 

The English translation of the comments in the figure above:  

1
st
 comment: “I would like to order one bag of broad bean flour, one bag of broad bean groats and one bag of oat grains 

to Keljo.” 

2
nd

 comment: “Thank you for your order!” 

3
rd

 comment: “One bag of oat grains to Minimani please!” 

4
th

 comment: “Thank you for your order!” 
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Figure 6. The Facebook post of a local food producer selling the beef of a Finnish cattle breed 

The English translation of the producer’s Facebook post: 

“We are selling the beef of a Finnish cattle breed at the 18.6. REKO gathering. (The breed is Laplandcow)  

The products are frozen and vacuum-packed. There are a limited amount of products.” 
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Figure 7. The Facebook post of a local bakery selling baked goods and pastries  

The English translation of the bakery’s Facebook post: 

“The small root bakery is now taking orders for the 4.6 REKO gathering. Prize-winning artisan bread baked with sour 

dough. I bake white bread, rye bread and frozen raw pizza balls into sour dough without using industrial yeast in my own 

little bakery located in Visuvesi. Ordering closes on 2.6 at 18.00. There is a limited amount of bread available. When 

picking up, payment by card, mobilepay or cash. The bread will be baked on the day of the gathering.” 
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After joining, one can participate in the operations of the network. Apart from a few exceptions, a 

majority of the groups operate in the following way. First of all, the moderators determine a time and place 

of gathering based on the wishes of the producers and consumers. Then, the producers that are participating 

in the gathering post announcements about the products that they will be selling (see Figures 4, 6 & 7 

above). Consumers can then place orders for their desired products by leaving comments on these 

Facebook posts (see Figure 5 above). The orders become binding when the producer confirms them either 

by liking the comments or responding to them. On the day of the gathering the producers and customers 

gather in the agreed upon location, which is usually a parking lot. Producers sell their products from their 

cars while customers arrive to collect and pay for their orders. In some cases, the members of the network 

might gather in more than one place on the same day. This is done for the convenience of the customers. 

 

Figure 8. A local producer assembling his produce at a REKO gathering in eastern Helsinki 
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Figure 9. Local producers selling their produce at a REKO gathering in Vaasa 

 

Figure 10. A REKO gathering in Turku 
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The author’s personal opinion on the subject is that REKO groups are a good way to stimulate local 

food consumption and help raise its awareness. By doing so more and more people might hopefully join the 

networks, and eventually this may lead to larger grocery store chains like Kesko and S-ryhmä to take notice 

of the phenomenon and start selling more local products in their stores. Even if this doesn’t happen, I 

believe that the growing interest in REKO groups will likely spawn more entrepreneurial efforts around the 

issue in order to make the distribution and sales of local food more convenient both for producers and 

customers. However, there are some problems associated with the concept. Due to the groups operating 

through Facebook, it may be hard to interact and follow the flow of information in them. This is related to 

the notion that the ordering is done completely online, and so the Facebook posts of the producers are not 

organized in a convenient way. In addition, the groups gather in public about every two weeks and only 

during a set period of time, which may be inconvenient for consumers who are used to grocery stores being 

open most of the day. 

3.2 Theoretical framework and hypotheses 

3.2.1 Attitude & Brand love 

Batra et. al. (2012) found positive attitudes to be connected with brand love, arguing that brand love 

possesses strong attitudinal attributes. Subsequently, attitude was found to possess a significant positive 

relationship with brand love both in the fashion industry (Hegner et. al. 2017) and in the sphere of 

ecommerce (Navaneethakrishnan & Sathish 2020). In fact, these aforementioned studies had aspects related 

to the subject of this thesis, since Navaneethakrishnan & Sathish (2020) also investigated the online context 

and Hegner et. al. (2017) applied TPB, which closely resembles BRT apart from the lack of values/beliefs 

constructs. Furthermore, brand attitude has been showed to be positively related with the construct of brand 

relationship (Chang & Chieng 2006). Since one central element of brand love has been argued to be a long-

term relationship with the brand (Barbara & Ahuvia 2006; Batra et. al. 2012), one can justifiably assume 

that brand love may be positively affected by brand attitude as well. Therefore, we make the following 

hypothesis: 

H1. Favorable attitudes towards REKO are associated with increased brand love for REKO 

3.2.2 Reasons for, Attitude & Brand love  

BRT postulates that the reasons for behavior are linked with the attitudes towards the behavior and 

the actual behavior itself (Westaby 2005). In the context of this research, prior academic literature has 

found a range of egoistic and altruistic motivations driving the consumption of locally produced food 

(Zepeda & Deal 2009; Carpio & Isengildina-Massa 2009; Megicks et. al. 2012; Penney & Prior 2014; 
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Memery et. al. 2015; Birch et. al. 2018; Jensen et. al. 2019). Among others, environmental consciousness 

(Birch et. al. 2018) and product quality (Memery et. al. 2015; Rahnama 2017) have been shown to 

positively influence the purchasing of local food. In terms of attitude, previous studies on the subject have 

demonstrated that environmental concern (Kumar & Smith 2018) and quality (Choe & Kim 2018) elicit 

favorable attitudes towards locally produced food. Thus, we hypothesize the following: 

H2. Reasons for purchasing from REKO are associated with a more favorable attitude towards 

REKO 

H3. Reasons for purchasing from REKO are associated with increased brand love for REKO 

3.2.3 Reasons against, Attitude & Brand love 

 As previously discussed, BRT assumes that the reasons against behaving a certain way influence the 

attitudes towards the behavior (Westaby 2005). In effect, Ryan & Casidy (2018) found that reasons against 

were related with more unfavorable attitudes towards organic food. Pertaining to the context of local food, 

academic literature has indicated price as one of the main barriers towards consumption (Chambers et. al. 

2007; Brown et. al. 2009; Penney & Prior 2014). Concerning product attributes, Kim et. al. (2013) found 

the positive construct of sensory appeal to be a driver of local food consumption at a tourist destination. 

Based on this, we may assume that product attributes as a negative construct might have a negative impact 

or link with such behavior. Moreover, research suggests that consumers are less likely to purchase larger 

food package sizes when primed by food waste (Petit et. al. 2017). If we suppose that the package size of 

the food sold at REKO is larger than in ordinary grocery stores, one may expect this notion to affect 

consumer attitudes and behaviors in this research context as well. Based on the aforementioned reasonings 

we assume the following: 

H4. Reasons against purchasing from REKO are associated with more unfavorable attitudes 

towards REKO 

H5. Reasons against purchasing from REKO are associated with decreased brand love for REKO. 

3.2.4 Self-identity, Reasons for & Attitude 

To the extent that self-identity encapsulates the beliefs and values one holds about oneself and the 

world, it may be suggested that it directly influences the reasons for engaging in a behavior (Westaby 2005; 

Claudy et. al. 2015). Indeed, in the context of apparel donation behavior Park et. al. (2017) found that the 

value benevolence was positively associated with other-oriented reasons, and the value power was 

positively related to self-oriented reasons. Pertaining to local food, Alphabet theory states that values and 

beliefs impact information seeking and knowledge acquisition through habits (Zepeda & Deal 2009). In 
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practice, this suggests that beliefs about self-identity could encourage consumers to acquire more 

knowledge in the form of ‘reasons for’ purchasing local food.   

 According to Shaw & Shiu (2002), self-identity may be positively associated with the attitude 

towards performing a behavior. Sparks & Sheperd (1992) agree with this notion, hypothesizing that a 

causal relationship is likely to exist between self-identity and attitudinal evaluations. In line with BRT, self-

identity is also assumed to impact reasons for behaving in a certain way (Westaby 2005; Claudy et. al. 

2015). Relating to the phenomenon of local food, values have been linked to attitudes towards local foods 

directly (Lang & Lemmerer 2019) as well as indirectly through the mediating variable of locavorism 

(Zhang et. al. 2020), which constitutes consumers favoring locally produced food in their actions and 

consumption decisions. Based on the assumptions stemming from qualitative data, Zepeda & Deal (2009) 

argue that values and beliefs shape attitudes towards local foods as well as purchase intention. As such, we 

predict that the subsequent hypotheses hold true: 

H6. Self-identity is positively associated with reasons for purchasing from REKO 

H7. Self-identity is associated with more favorable attitudes towards REKO 

3.2.5 Self-identity & Reasons against 

As outlined previously, we perceive self-identity to be a value/belief that may be incorporated into 

the BRT framework as an explanatory variable. This means that we expect it to behave in line with the 

theoretical proposition that it impacts the reasons against performing a behavior (Westaby 2005; Claudy et. 

al. 2015). Supporting the premise of BRT, Park et. al. (2017) discovered that the values of power and 

benevolence are positively associated with self- and other-oriented reasons. As these previously mentioned 

reasons were considered reasons for a behavior, we expect a similar negative tendency to hold for reasons 

against and values. In the context of local food, Zepeda & Deal (2009) suppose that values and beliefs 

influence information gathering and knowledge acquisition through the mediating variable of habits. Thus, 

one may hypothesize that not consuming food in relation to one’s self-identity ultimately leads to a lack of 

knowledge – or in this case reasons – for local food consumption. In the absence of clear reasons for 

purchase, more concrete contextual factors such as price and product attributes may loom larger. Thus, we 

propose the following:  

H8. Self-identity is negatively associated with reasons against purchasing from REKO 
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Figure 11. Hypothesized research model 

3.3 Data collection 

3.3.1 Qualitative 

The semi-structured interview was chosen as the data collection method for the qualitative part of 

the research. Broadly, interviews may help in gathering valid and reliable data that reflect the research 

questions and aims of the study. They may also assist in refining ideas related to the research questions and 

objectives and can be used as a way to identify general patterns in the respondents’ answers. Specifically, 

semi-structured interviews may be useful in helping the researcher understand the reasoning behind a 

respondent’ decisions, as is the case with this study. (Saunders et. al. 2015)  

Semi-structured interviews were conducted with 10 ordinary and 9 local food consumers during the 

following timeframe: 7.2.2020-20.2.2020. This was done mainly to determine the reasons for and reasons 

against local food consumption to be used in the theoretical framework of this study. The 10 ordinary 

consumers to be interviewed were chosen by means of convenience sampling. Hence, they consisted 

mainly of the acquaintances and relatives of the author. Among these interviewees 7 were female and 3 
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male, and all of them were aged between 26 and 75. Apart from one acquaintance, all the local food 

consumers were randomly sampled from two REKO gatherings organized by the Jyväskylä region REKO 

network. Both of these gatherings took place on Thursday the 13th of February 2020, with the first one 

being held from 17:15 to 17:45 at the Minimani parking lot in Seppälä and the second one from 18:00 to 

18:30 in the K-Citymarket Keljo parking lot in Keljonkangas. From this group of interviewees 4 were 

female and 5 male. The age of the interviewees was not inquired but was estimated at between 25 and 60. 

All of the interviews were recorded on the author’s personal mobile phone and later transcribed into word 

files on a computer.  

3.3.2 Quantitative 

Quantitizing was used to inform the quantitative phase of data collection. Quantitizing is defined as 

a process through which quantitative data is generated through the treatment of qualitative data with 

quantitative techniques. This constitutes transforming verbal or visual data into items or constructs that can 

be represented numerically. In such a way, a qualitative technique of data collection guides the use of a 

quantitative technique, resulting in complementarity. According to Saunders et. al. (2015), one of the 

drawbacks associated with using quantitizing is that the value of the data examined may be diluted through 

the process, leading to a loss in its explanatory richness. In practice, the process of quantitizing was used to 

generate the reasons for and reasons against variables to be used in the theoretical framework and the 

eventual questionnaire. This phase of the study is described in more detail in the section below on 

qualitative data analysis. (Sandelowski 2000) 

A questionnaire was used to gather the quantitative data for the research. As a whole, the 

questionnaire is an effective way of collecting data from a large sample of respondents. However, one has 

to be careful in formulating the questions to be used, so as to make sure that the eventual data reflects the 

broader research questions and achieves the objectives laid out for the study. This means that one should 

take care that all the questions are understood in a similar way by the respondents. Among others, 

questionnaires are often used for explanatory research, because it enables one to investigate causality and 

examine the relationships between variables. Alas, this is also the case with this thesis. (Saunders et. al. 

2015) 

In order to prepare for the collection of the quantitative data, permission for questionnaire 

administration was sought from the moderators of the 167 mostly Finnish-speaking REKO networks on 

Facebook. This was done by contacting them on Facebook messenger between the 24th of April and 13th of 

May 2020. Of these 167 groups, 2 decided not to take part and 132 decided to join in (see Appendix 2). The 
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moderators of the remaining 33 groups either didn’t respond to the initial contact or responded but didn’t 

give affirmative consent for the questionnaire. Simultaneously, the author sent requests to join each of these 

groups in order to better manage questionnaire administration. 

Based on previous academic research on the subject as well as themes and reasons identified in the 

semi-structured interviews, a preliminary draft of the questionnaire was formulated (see Appendix 3). In 

accordance with prior studies applying BRT, the study constructs were assessed through instating multi-

item scales. Most of these scales were adapted from previous studies and applied to the prevailing context.  

The questionnaire draft was then back-translated and pilot tested for validation on the 23rd of April. Back-

translation included first the author translating the questionnaire from English to Finnish, and subsequently 

the translator translating the questionnaire back from Finnish to English. In the process of back-translation, 

no major errors in the questionnaire draft were discovered. After this, the Finnish draft of the questionnaire 

was pilot tested with a group of 10 of the author’s acquaintances. Based on their feedback some questions 

and statements were tweaked and a revised version of the questionnaire was uploaded onto the Google 

survey platform. The final version contained 70 statements to be measured on a 5-point Likert scale (1-

“strongly disagree” and 5-“strongly agree”), and 8 moderating questions with either a yes/no format or 

multiple choice (see Appendix 4).  

The questionnaire was posted in the groups of all the participating REKO networks by either the 

author or the administrator of the corresponding group. The questionnaire was open from May 24th to June 

2nd and a comment about its approaching deadline was posted two times in nearly all of the participating 

REKO groups: first on the 30th and then on the 31st of May. All in all, 2250 questionnaire responses were 

recorded. The collected data was then imported as a csv file from the Google survey platform to the 

author’s personal computer for the purpose of data analysis. 

3.4 Data analysis 

3.4.1 Qualitative 

The interview data which was transcribed into word files on the author’s personal computer was 

analyzed through the process of qualitative content analysis. This entailed making sense of the data by 

means of categorization, abstraction and comparison. Categorization constitutes the classification and 

labelling of data units. This means identifying a chunk of data that belongs to or represents some more 

general phenomenon or category. Abstraction uses categorization as a basis to move forward. It forms more 

general conceptual constructs by grouping the previously identified categories. Comparison maps out 
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similarities and differences across data points and helps in making inferences from the data. This is done 

simultaneously with the phases of categorization and abstraction. (Spiggle 1994) 

In practice, conceptual categories were formed from the interview data in a deductive manner, based 

on prior scientific literature on the subject and the author’s personal judgement. As a result, 23 different 

categories were identified, and these were further grouped under the two general theoretical constructs used 

in this study: ‘Reasons for’ and ‘reasons against’ local food consumption. Furthermore, from within both of 

these constructs the four most mentioned categories were included as study variables to be used in the 

follow-up questionnaire. These were the following: Supporting local producers, supporting the 

environment, transparency and intrinsic quality as ‘reasons for’ and price, availability, inconvenience and 

product attributes as ‘reasons against’.  

3.4.2 Quantitative 

The questionnaire data stored on the author’s computer was analyzed using SPSS 25 and AMOS 25 

data analysis software. The analyses were done in a two-step procedure: first the measurement model and 

then the structural model. The purpose of the analyses was to uncover the associations between the 

variables in the theoretical framework: Self-identity, reasons (for and against), attitude and brand love. The 

validity of the study’s theoretical framework for the prevailing context was verified using confirmatory 

factor analysis (CFA). A measurement model was applied in order to examine the various forms of 

construct validity and reliability. In order to ascertain whether significant associations exist among the 

study variables, structural equation modeling (SEM) was implemented. In addition, descriptive statistics 

depicting the respondents’ profiles were generated in order to answer the research question and provide a 

background for the results. 

In the process of the above analyses, the most valid constructs to be used in the theoretical 

framework and structural model were chosen: Supporting the environment and intrinsic quality were 

chosen as reasons for, price and product attributes as reasons against and self-identity as the construct of 

belief. Thus, the constructs of altruism, intention to purchase local food and behavior were left out of the 

theoretical framework. 

3.5 Reliability and validity 

Reliability can be defined as the degree to which adopted data collection measures will generate 

consistent results and lead to corresponding observations or conclusions on the behalf of other researchers 

studying the subject. This implies that there should be some transparency in how the data was treated. On 

the other hand, validity is comprised of two defining elements: Namely, the degree to which the methods of 
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data collection precisely measure what they intended, and “the extent to which research findings are really 

about what they profess to be about.” (Saunders et. al. 2007) 

In a sequential mixed methods design, potential threats to validity may be minimized by adopting 

some specific measures. In the case of an exploratory design, this may be done by selecting different 

individuals for the quantitative and qualitative phases of data collection. Essentially, this is what was done 

in this study, as the qualitative sample was composed of residents from the Jyväskylä region and the 

quantitative sample constituted residents from Finland more broadly. Secondly, validity may be minimized 

by using a large sample for the quantitative data and a small sample for the qualitative data. As the 

qualitative data sample was 19 and the quantitative sample 2250, this was also the case in this thesis. 

Thirdly, validity may be reduced by using major themes from the qualitative findings as the bases for the 

quantitative data collection. Needless to say, this was also done in this piece of research, as emerging 

categories in the qualitative data were grouped into general themes. Finally, validity may be strengthened 

by addressing the issue, which is what has been done in this section of the thesis. (Cresswell & Plano Clark 

2007) 

3.5.1 Qualitative 

From a qualitative point of view, validity is epitomized by the assessment of whether the 

information collected through the qualitative instrument was accurate by nature. Several strategies can be 

implemented for the purposes of qualitative data validation: Member checking, triangulation, reporting 

disconfirming evidence and having others go through the data. Member checking involves showing 

summaries of the research results to key participants and investigating whether the findings provide an 

accurate account of the participants’ experiences. In the context of this study, validity was strengthened by 

using triangulation – meaning that the data was collected from different individuals – as well as by having 

my thesis supervisor examine the data. (Cresswell & Plano Clark 2007) 

The ‘reasons for’ and ‘reasons against’ local food consumption used in the theoretical framework 

were not directly derived from previous literature on the subject. Instead, these constructs were informed by 

the collected interview data, thus making the findings of the survey more valid to the country context. 

Furthermore, validity was strengthened by surveying as many Finnish-speaking REKO groups as possible 

as opposed to just a few. Validity was adversely affected by the notion that the interview data was collected 

largely from consumers living in the Jyväskylä region, meaning that the data may have turned out to be 

biased and not adequately represent the opinions held by the rest of the Finnish population. On the other 

hand, reliability might’ve been impacted by the fact that the ordinary consumers interviewed for the study 
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came from the social circle of the author, and thus weren’t sampled at random. In addition, mostly Finnish-

speaking REKO groups were surveyed, so the few mostly Swedish-speaking ones that do exist were 

excluded from the study. As a result of these deficiencies in research design, one should be careful in 

generalizing the results of the study to the wider context of Finnish REKO networks, and instead seek to 

apply them to the mostly Finnish-speaking REKO groups in Finland. 

3.5.2 Quantitative 

From the quantitative perspective, reliability infers that the results of the research are consistent and 

don’t change over a period of time. On the other hand, validity in this context implies that one can draw 

impactful inferences from the sample based on the findings. The threat to validity may be lessened by 

adopting strict procedures in the development and validation of the data collection instrument. This means 

that one should critically examine the past scores of data collection instruments and ascertain whether they 

are valid and reliable (Cresswell & Plano Clark 2007). 

In relation to the questionnaire, it is worth addressing the following three aspects of validity: 

Content validity, criterion-related validity and construct validity. Content validity is concerned with the 

degree to which a measurement instrument covers the research questions adequately. Content validity may 

be ascertained through conducting a thorough literature review, as done in this study. Consequently, 

criterion-related validity relates to the extent to which the measures used yield accurate predictions, and 

construct validity constitutes the degree to which the questionnaire constructs measure what they were 

intended to measure. Criterion-related validity was addressed in the questionnaire by adopting measures 

used in previous academic studies. (Saunders et. al. 2007) 

 In order to establish construct validity, both discriminant and convergent validation are required. 

Discriminant validity can be examined via a multitrait-multimethod matrix (see Table 6), which employs at 

least two traits and two methods. This matrix shows all of the intercorrelations between traits and methods. 

In order to prove convergent and divergent validity, the values in the matrix should meet several 

requirements. Firstly, in relation to convergent validity, one has to make sure that the values depicted in the 

validity diagonal are sufficiently large and markedly greater than zero. In addition, Fornell & Larcker 

(1981) suggest that the values of average variance extracted (AVE) should be greater than .50. In relation to 

discriminant validity, the values of correlations among any two pairs of constructs should equal less than 

the square root of AVE for each one of the constructs (Fornell & Larcker 1981). Thirdly, a validity 

diagonal entry must be higher compared to the correlations between that entry and others having no 

common trait or method. Thus, for the purpose of establishing convergent and divergent validity, this study 
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will construct a multitrait-multimethod matrix on the basis of conducting confirmatory factor analysis 

(CFA). (Campbell & Fiske 1959)  

The reliability of a questionnaire can be tested through adopting measures of test re-test, internal 

consistency and alternative form. Test re-test involves testing the questionnaire in similar conditions in 

order to check for correlation. Internal consistency is concerned with correlating the responses from each 

individual question with the remaining questions in the questionnaire. Alternative form constitutes having 

similar alternative variations of the same question for the purpose of comparing responses. The 

aforementioned reliability tests were carried out in different forms in this study. Firstly, the questionnaire 

was pilot tested with 10 people from the author’s social circle before the official data collection. Secondly, 

in the process of data analysis, the internal consistency of the study constructs were tested by calculating 

their composite reliability (CR) while conducting CFA. According to Hair et. al. (1998), a commonly 

accepted threshold value for CR is over 0.70. Thirdly, alternative forms of questions were included that 

were mostly taken from prior academic studies on the subject (see Appendix 3). (Saunders et. al. 2007) 

The reliability of the research findings was likely negatively affected by the ongoing coronavirus 

pandemic, as the survey was carried out during May 2020. Moreover, the questionnaire and interviews for 

the study were held during different times, with the interviews carried out before the spread of the 

aforementioned pandemic. To the extent that the spreading virus had an impact on the questionnaire 

responses, it may prove hard to replicate the study at another time in similar circumstances. Lastly, I 

acknowledge that the results of this research effort were biased depending on the extent that they were 

influenced by my personal judgement.  
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4 FINDINGS 

4.1 Profile of respondents 

Out of the 2250 questionnaire respondents, 31,7% were aged between 51 and 64, 23,5% between 41 

and 50, 22,7% between 31 and 40, 12,4% were aged 65 or more and 9,7% were aged between 18 and 30 

(see Figure 12 below). Based on these results, over half of the respondents were aged between 41-64, 

indicating that REKO seems to be quite popular among middle-aged and older consumers. However, 

pensioners and people over 65, who probably also have more time on their hands, aren’t so keen on using 

REKO as their younger counterparts. The age group that answered the least of all to the questionnaire were 

the youngest consumers aged between 18-30. This might reflect the notion that younger people may have 

less money to spend on food, because they are either studying or just starting to climb the career ladder.  

 

Figure 12. Age of respondents 

In terms of gender, 2076 of the respondents were female and only 174 were male. The exact shares 

were 92,3% and 7,7% respectively. This means that a majority of the consumers who answered the survey 

were female, and this further suggests that a large share of REKO participants are also female. However, 

one should take into consideration that this significant majority of female respondents may have also 

resulted from a higher questionnaire participation rate among women, and that this notion may have biased 

the results of the research. 
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Concerning monthly income before taxes, 29,2% of the participants earned between 2500 and 3499 

euros, 28,9% earned between 1500 and 2499 euros, 15,7% earned under 1500 euros, 14,5% earned between 

3500 and 4499 euros and 11,7% earned over 4500 euros (see Figure 13 below). Thus, about 60% of the 

respondents earned between 1500-3499 euros monthly. Taking into account that price is often seen as a 

barrier towards local food consumption, it is surprising to note that nearly 45% of survey respondents 

indicated that they were earning under 2499 euros on a monthly basis. To this group of people, price 

doesn’t seem to play a big role in inhibiting consumption. One reason for this may be that these people with 

a lower income may not buy so many products from REKO, and another one might be that they don’t buy 

the more expensive products like meat. Furthermore, the share of respondents earning over 3500 euros a 

month was comparatively small, at around 26%. This may imply that such consumers might be too busy to 

attend REKO gatherings, as people earning more are typically seen as working longer hours at work and 

having less time and effort to spend on acquiring food. 

 

Figure 13. Respondents’ monthly income before taxes 

Pertaining to the number of people living in the same household, 47,2% of the respondents were 

living in a household of two people, 15,5% were living alone, 15,3% were living in a household of three 

people, 15,1% were living in a household of four people and 6,9% were living in a household with five 

people or more (see Figure 14 below). Owing to the fact that approximately 62% of the respondents were 

either living alone or in a two-person household, one can make the assumption that using REKO groups 
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seems not to be very popular among families with young kids still living at home. On the other hand, as 

almost half of the respondents were living in a two-person household, one may assume that couples are 

overwhelmingly the most active users of REKO. If this indeed is the case, it may be partly related to the 

notion that they may have more time and energy to invest in food acquisition compared to families who 

have kids to take care of. 

 

Figure 14. Number of people living in the same household 

4.2 COVID19 

The results of the questionnaire indicated that buying food through REKO was not greatly impacted 

by the ongoing coronavirus pandemic. Firstly, only 2,1% of the respondents agreed with the statement that 

they had become skeptical towards food sold through REKO during the crisis. Secondly, only 6,8% of the 

respondents stated that they had experienced significant difficulties in obtaining food through REKO in the 

time of the pandemic. Thirdly, only 7,9% of the respondents affirmed that they had started going to 

ordinary grocery stores instead of REKO gatherings during the crisis. As a whole, these findings suggest 

that people perceive REKO to be a relatively safe concept of food distribution.  

4.3 Measurement model 

CFA was carried out in order to provide sufficient reliability and validity for the measurement 

model. As a whole, the results indicated that the CFA model had a good model fit (X2/df = 2.05, CFI= .992, 

TLI= .990, RMSEA= .023) (Hooper et. al. 2008). Values of factor loadings for the study constructs were 
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greater than .70. The values of composite reliability (CR) for the different study variables were greater than 

0.70 (see Table 6 below) in accordance with the commonly accepted threshold value (Hair et. al. 1998). 

The values of average variance extracted (AVE) for the study variables were greater than the suggested 

0.50 threshold (see Table 6 below) (Fornell & Larcker 1981). Thus, the weightings of the examined study 

constructs satisfy the recommended requirements (Hair et. al. 1998; Fornell & Larcker 1981; Campbell & 

Fiske 1959), which gives sufficient proof to establish convergent validity. In a similar fashion, the study 

constructs demonstrate adequate discriminant validity, because the correlation values between any two 

pairs of variables was found to be less than the square root of AVE for each of the variables (Fornell & 

Larcker 1981). 

Table 6. Discriminant validity and reliability of study variables 

 
Notes 
Statistical tests: CR = Composite reliability, AVE = Average variance extracted, MSV = Maximum shared variance, ASV 
= Average shared variance. Constructs: BL = Brand love, STE = Supporting the environment, IQ = Intrinsic quality, PR = 
Price, PA = Product attributes, ATT = Attitude, SI = Self-identity 
 
4.4 Structural model 

SEM indicated good model fit (X2/df = 2.97, CFI= .983, TLI= .978, RMSEA= .031) (Hooper et. al. 

2008). In terms of reasons for and against, the research model explained 9,6% of the variance in the 

variable supporting the environment, 11,7% of the variance in intrinsic quality, 1% of the variance in 

product attributes and 2,3% variance in price. Concerning the other constructs, the model explained 28% 

variance in respondents’ attitudes towards REKO and 33,3% variance in respondents brand love for REKO. 

 CR AVE MSV ASV BL STE IQ PR PA ATT SI 
BL 0.890 0.730 0.274 0.135 0.854       

STE 0.900 0.751 0.223 0.087 0.323 0.866      

IQ 0.796 0.566 0.223 0.130 0.432 0.472 0.752     

PR 0.862 0.677 0.028 0.018 -0.166 -0.031 -0.140 0.823    

PA 0.804 0.588 0.118 0.033 -0.139 -0.073 -0.195 0.082 0.767   

ATT 0.745 0.595 0.274 0.133 0.523 0.305 0.447 -0.164 -0.343 0.771  

SI 0.873 0.633 0.200 0.088 0.447 0.310 0.332 -0.155 -0.104 0.294 0.795 
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Figure 15. Results of SEM 

Based on the quantitative questionnaire data, significant relationships were found among all of the 

examined variables in the structural model (see Figure 15 above). These relationships will now be 

addressed one by one.  

4.4.1 Attitude & Brand love 

Firstly, attitude towards REKO was positively associated with brand love towards REKO (β = 

.42***). Essentially, this means that people having a positive attitude towards REKO also tended to profess 

love for the REKO brand. On the other hand, respondents who had a less positive attitude towards REKO 

were more likely to exhibit decreased love towards the brand. Thus, H1 is confirmed.  

4.4.2 Reasons for, Attitude & Brand love 

Secondly, the reasons for of supporting the environment and intrinsic quality were both positively 

associated with attitude and brand love. This suggests that respondents who indicated supporting the 
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environment and intrinsic quality as reasons for buying food from REKO networks were more inclined to 

have a positive attitude towards REKO. In a similar way, people who expressed brand love towards REKO 

tended to agree with supporting the environment and intrinsic quality as reasons for consuming food 

through REKO networks. The reverse is also implied: people who weren’t so enthusiastic about the reasons 

for local food consumption were not as likely to exhibit strong positive attitudes towards REKO groups or 

the brand itself. In terms of relationship strength, intrinsic quality was more strongly associated with 

attitude (β = .29***) and brand love (β = .21***) than supporting the environment (β = .13*** & .12***). 

This suggests that intrinsic quality influences consumers attitudes and brand love towards REKO more than 

the reason of supporting the environment. Based on these results, H2 and H3 are confirmed.  

4.4.3 Reasons against, Attitude & Brand love 

Thirdly, the reasons against of price and product attributes were negatively associated with attitude. 

Thus, respondents choosing price and product attributes as reasons inhibiting local food consumption 

tended to have a more negative attitude towards REKO. The reverse is also implied: respondents who 

disagreed with the reasons against consumption were more likely to have a positive attitude towards 

REKO. In terms of relationship strength, product attributes had a stronger negative association with attitude 

(β = -.27***) than price (β = -.09***). This suggests that product attributes impact consumer attitudes 

towards REKO more than price. On the other hand, price was negatively associated with brand love as 

expected (β = -.08***), while product attributes were found to have a positive association with brand love 

(β = .05***). This is a surprising finding, given that price as a reason against is negatively associated with 

both aforementioned constructs. The implications of this are that respondents agreeing with price as a 

reason against tend to possess decreased brand love for REKO, while respondents agreeing with product 

attributes as a reason against more often exhibit increased brand love for REKO. These findings confirm 

the study hypothesis H4. However, H5 is not supported.  

4.4.4 Self-identity, Reasons for & Attitude 

Fourthly, self-identity was found to be positively associated with the reasons for local food 

consumption of supporting the environment (β = .31***) and intrinsic quality (β = .34***). Thus, 

respondents who felt that their food consumption habits matched their self-identity tended to choose 

supporting the environment and intrinsic quality as reasons for consuming local food through REKO 

groups. In addition, self-identity was positively associated with attitude towards REKO (β = .15***). This 

means that respondents who felt that their food consumption practices matched their self-identity were 

more likely to have a positive attitude towards REKO groups. For both relationships the reverse tendency is 
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also expected: respondents who thought that their food consumption practices didn’t correspond to their 

self-identity were less likely to agree with the reasons for consumption. On the basis of these results, H6 

and H7 are supported. 

4.4.5 Self-identity & Reasons against 

Fifthly, a negative association was found between self-identity and the reasons against local food 

consumption of price (β = -.15***) and product attributes (β = -.10***). Essentially, people who thought 

that their food consumption practices didn’t match their self-identity were more likely to indicate price and 

product attributes as reasons against buying local food from REKO networks. On the other hand, 

respondents whose felt that their local food consumption habits matched their identity tended to disagree 

more with the reasons against constructs. These findings support the eighth hypothesis, stating that self-

identity is negatively associated with reasons against. Thus, H8 is confirmed.  

Table 7. Results of hypothesis testing 

Hypothesis Path β  Significance Supported 

H1 ATT --> BL .42 <0.001 Yes 

H2 STE -->ATT 
IQ --> ATT 

.13 

.29 
<0.001 
<0.001 

Yes 

H3 STE --> BL 
IQ --> BL 

.12 

.21 
<0.001 
<0.001 

Yes 

H4 PR --> ATT 
PA --> ATT 

-.09 
-.27 

<0.001 
<0.001 Yes 

H5 PR --> BL 
PA --> BL 

-.08 
.05 

<0.001 
<0.05 No 

H6 SI --> STE 
SI --> IQ 

.31 

.34 
<0.001 
<0.001 

Yes 

H7 SI --> ATT .15 <0.001 Yes 

H8 SI --> PR 
SI --> PA 

-.15 
-.10 

<0.001 
<0.001 

Yes 

 
Notes 
ATT = Attitude, BL = Brand love, STE = Supporting the environment, IQ = Intrinsic quality, PR = Price, PA = Product 
attributes 



 73 

 
In summary, there is sufficient evidence to suggest that BRT works in the context of REKO 

networks. Significant relationships are found between all of the examined constructs of the structural model 

and all of the hypotheses except H5 are supported (see Table 7 above). This implies that BRT may be a 

useful theory for explaining local food consumption behavior in Finnish REKO groups.  
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5 DISCUSSION AND CONCLUSIONS 

5.1 Summary 

This thesis investigated the local food consumption behavior of REKO network consumers using a 

modified Behavioral reasoning theory framework. The objective of the study was to better understand 

consumer behavior in the context of locally produced food. Specifically, the aim was to investigate how 

self-identity and reasons (for and against) local food consumption are associated with each other, and how 

they influence attitude and brand love towards REKO groups. The importance of the research is 

accentuated by the notion that it was a pioneering study, applying BRT to the phenomenon of local food 

consumption for the first time. From the perspective of REKO networks, this is the largest study that has 

been carried out in this context to date. The impetus for conducting the study in the present moment comes 

from the increasing attention that Finnish consumers are paying to the origin of their food. This has resulted 

in a proliferation of local food distribution models throughout the country, which haven’t been sufficiently 

addressed in prior academic research. Furthermore, there seems to be an intention-behavior gap among 

some consumers: even though a great majority of Finns have positive attitudes towards local food, the sales 

of local products have remained comparatively low.  

To address the study objective and answer the main research question: ‘How does Behavioral 

reasoning theory explain the consumption behavior of consumers in REKO networks?’ We posed the 

following five research sub-questions (RQ). RQ1: What are the demographic profiles of REKO network 

participants? RQ2: How is self-identity associated with reasons (for and against)? RQ3: How is self-

identity associated with attitude? RQ4: How are reasons (for and against) associated with attitude and brand 

love? RQ5: How is attitude associated with brand love? These will now be answered one by one.  

Firstly, attitude towards REKO networks was found to be positively associated with brand love for 

REKO (RQ5). This corroborates previous arguments (Batra et. al. 2012) and findings demonstrating the 

same association to be true in the context of the fashion industry (Hegner et. al. 2017), as well as the world 

of ecommerce (Navaneethakrishnan & Sathish 2020). Secondly, the reasons for consuming local food from 

REKO – supporting the environment and intrinsic quality – were both positively associated with attitude 

(RQ4). These results stand in line with previous research findings showing that both environmental concern 

(Kumar & Smith 2018) as well as quality (Choe & Kim 2018) evoke positive attitudes towards local food. 

Thirdly, the reasons for purchasing local food from REKO were positively associated with brand love 

(RQ4). This is a new finding, since the influence of reasons on brand love hasn’t been investigated before. 

Regarding similar studies related to the subject, environmental consciousness (Birch et. al. 2018) and 
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product quality (Memery et. al. 2015; Rahnama 2017) have been shown to be positively linked to the 

purchasing of local food. To the extent that brand love and actual purchase are associated with each other, 

one may conclude that this finding is partly expected based on prior studies.  

Concerning reasons against buying from REKO, price and product attributes were associated with 

more unfavorable attitudes towards REKO (RQ4). This supports findings by Ryan & Casidy (2018), who 

showed that reasons against were related with more negative attitudes towards organic food. We also 

expected these negative associations with attitude to hold true based on our semi-structured interviews with 

REKO participants. Furthermore, we found price to be negatively associated with brand love, and product 

attributes to be positively associated with brand love (RQ4). Although extant literature in the domain hasn’t 

investigated price’s relation to brand love, other studies have posited price to be one of the main barriers 

against consumption (Chambers et. al. 2007; Brown et. al. 2009; Penney & Prior 2014). However, we did 

not expect product attributes as a reason against to be associated with increased brand love, especially since 

it was negatively associated with attitude. Regarding extant literature on the issue, the positive construct of 

sensory appeal has been identified to be a driver of local food buying (Kim et. al. 2013), which is why we 

expected the reverse to hold true as well: negative sensory appeal should therefore affect consumption – or 

in this case brand love – negatively. The explanation of this unexpected result may have something to do 

with the tendency that some consumers may purchase food from REKO because of their support for the 

concept rather than the environmental effects or better quality of products on offer.  

In terms of beliefs, self-identity was found to be positively associated with both ‘reasons for’ 

purchasing from REKO (RQ2). As far as self-identity can be perceived as a value or belief, this finding 

seems to corroborate research by Park et. al. (2017), who found the values of benevolence and power 

influencing self- and other-oriented reasons for apparel donation. Likewise, self-identity was associated 

with a more favorable attitude towards REKO (RQ3). This supports the affirmations of Shaw & Shiu 

(2002) and Sparks & Sheperd (1992), who suppose self-identity to have a positive causal relationship with 

attitude. In the realm of local food, Lang & Lemmerer (2019) discovered that values influence attitude, 

while Zhang et. al. (2020) demonstrated that locavorism mediates the relationship between the constructs of 

values and attitude. Lastly, self-identity was negatively related to reasons against purchasing from REKO 

(RQ2). Despite the fact that this relationship hasn’t been addressed in previous research, we predicted this 

association to manifest itself. This is due to the notion that values have been found to be positively related 

to reasons for (Park et. al. 2017), which carries with it the contrary implication that they may be negatively 
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related with reasons against. In any case, BRT also supposes that values and beliefs influence reasons 

against (Westaby 2005; Claudy et. al. 2015). 

Regarding the demographic profiles of REKO network participants (RQ1), we discovered that a 

large majority of the respondents were women living in two person households. However, one should 

acknowledge that the high share of female questionnaire respondents may be a result of women being more 

inclined to answer online surveys than men (Smith 2008). In addition, REKO consumers tend to be middle-

aged and almost 60% earn a monthly salary before taxes of between 1500 and 3499 euros. These results 

suggest that families are not very enthusiastic REKO participants. This is perfectly justifiable, as especially 

families with little kids may be expected to have busy parents, who may not have as much time to invest in 

the acquisition of food from a more inconvenient source. Moreover, seeing as price is typically seen as a 

barrier against purchasing local food, another reason for families’ lack of interest may lie in their financial 

situation: Raising children typically involves more monetary expenditure. 

From the perspective of relationship strength, the reasons for consumption had stronger associations 

with the other structural model constructs than reasons against. This seems to be a perfectly logical 

outcome, given that the questionnaire was conducted amongst local food consumers, who may be assumed 

to feel more strongly about the positive aspects related to local food. Examining the positive variable 

relationships in the structural model, it is evident that respondents demonstrating a strong brand love and 

positive attitude towards REKO also tended to consume local food in line with their self-identity. This 

suggests that buying food from REKO may be a way for consumers to express their self-identity to 

themselves and others. Apart from self-identity, people having a positive attitude and brand love toward 

REKO also seem to be quality conscious about their food. Hence, maybe one reason consumers tend to 

profess love for REKO might have to do with the belief that it provides better quality food compared to 

ordinary supermarkets. The same supposition may also be applied to the variable supporting the 

environment: Consumers may prefer buying from REKO, because they assume that it will help support the 

environment, since most products sold are usually locally produced. This stands in contrast to the ordinary 

supermarket, which normally outsources products from all over the globe. In addition, the findings suggest 

that intrinsic quality is a stronger driver of consumption than supporting the environment. The reason for 

this might be that consumers immediately see the benefits of their purchase in terms of quality, while the 

positive environmental effects are harder to perceive and may take a longer time to manifest themselves. 



 77 

In conclusion, BRT is a suitable theory in explaining the behavior of consumers purchasing food 

through REKO networks, and there is evidence to suggest that the theory may also apply to the broader 

context of local food consumption as well. 

5.2 Theoretical contributions 

This study makes six primary contributions to the extant literature. Firstly, it applies a novel theory 

(BRT) to the domain of local food consumption. The testing of BRT serves to prove its validity in a new 

context and strengthen its position as a reliable theory for explaining consumer behavior. The nature of the 

research necessitated a mixed methods design, since REKO groups have received very little attention in 

prior studies, and the reasons for and against consuming local food had to be investigated in this context for 

the first time. Concerning similar theories being applied in the domain of locally produced food, perhaps 

Kumar & Smith (2018) came the closest of all in their study applying the Theory of planned behavior 

(TPB), which BRT is ultimately based on.  

Secondly, this study sheds some additional light on the barriers against local food consumption, 

which have received less attention in previous studies. Based on the semi-structured interviews held with 

consumers, this thesis introduces the local food consumption barrier of product attributes. This consists of 

the more objective characteristics of the foodstuffs such as shape, color and package size, along with the 

more subjective attribute of taste. To the knowledge of the author, these aspects combined together haven’t 

been addressed in prior literature. Thus, this new construct of product attributes as a reason against could be 

validated and tested in subsequent studies. 

Thirdly, this study gives more insight into how local food consumers’ beliefs concerning self-

identity influence their attitudes and reasons for consumption. The research results suggest that consumers 

purchase local food via REKO, because they have strong reasons for doing so and perceive it as an 

expression of their self-identity. So far, self-identity in relation to reasons (for and against) hasn’t been 

investigated, nor has the concept been applied in the domain of local food consumption. Thus, the findings 

illustrate the role that self-identity may play in influencing the reasoning process and attitudes of 

consumers.  

Fourthly, the research conducted gives indications that reasons (for and against) exert an influence 

on brand love. In particular, reasons for engaging in a behavior may have a strong positive effect on the 

construct of brand love. However, due to conflicting evidence, the direction of association between reasons 

against and brand love is less clear: The reason against of price was negatively associated, while product 

attributes positively associated. This suggests that consumers may sometimes express brand love in spite of 
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holding reasons against engaging in a certain behavior related to the said brand. In addition, it is worth 

noting that studies investigating the influence of different motivational factors on brand love are virtually 

non-existent as of the current moment. 

Country-wise, no prior academic studies conducted in Finland have addressed the research 

questions investigated in this thesis. Previously, Roininen et. al. (2006) concentrated on the perceptions and 

qualities Finnish consumers attach to locally produced food, while Korhonen et. al (2017) focused their 

attention on improving the accessibility of local food by investigating bottlenecks in the logistics system. 

Thus, this study contributes to the Finnish scientific literature on local food by examining the consumption 

behavior of consumers in this context. Specifically, the examination of relationships between the different 

theoretical constructs related to local food is a novel research approach, as even previous non-academic 

studies have not investigated the causality in the sphere of local food purchasing in Finland.  

Contextually, this study expands the academic literature on local food into the world of social 

media. Previous research on the subject has addressed such channels as retail outlets (Pearson et. al. 2011) 

and box schemes (Hashem et. al. 2018), but to the knowledge of the author this is the first time that 

attention is turned towards the online channel of social media. In this study the sociodemographic 

characteristics of local food consumers on social media are uncovered, as are peculiarities in the purchasing 

behavior of these consumers. Based on the results of the study, female consumers may be more active 

REKO network participants than men. This may reflect the notion that typically females are perceived to 

carry a greater responsibility in the food consumption decisions of households than men.  

5.3 Practical implications 

First and foremost, the findings of this research can be used by REKO networks to improve their 

marketing efforts and attract new users to their groups. Based on the demographic profiles of REKO users, 

potential future REKO participants can be targeted through Facebook advertising and by writing guests 

posts to other local food groups on social media. The reasons for local food consumption investigated in the 

study will inform which aspects to highlight in the advertising and marketing of local food to Facebook 

groups. For instance, advertising and content could be more targeted toward women, as the majority of the 

questionnaire respondents were female. In terms of content, guest posts could be written for social media 

groups with high female participation.  

Secondly, the results suggest ways that REKO groups may improve their operations and enhance 

their effectiveness. In this respect, it might be helpful to look at the questionnaire respondents’ answers to 

the reasons against statements. For example, many of the respondents agreed that acquiring food from 
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REKO requires more work, implying that it may be more inconvenient than shopping at ordinary grocery 

stores. In order to address this problem, REKO groups could try to make product ordering easier and 

organize gatherings more often. Product ordering could be made easier by constructing a website with an 

automated ordering system. This would also save time for the producers by eliminating their need to 

constantly follow and confirm orders in the Facebook groups.  

Thirdly, the results of the study will benefit local food producers. Based on the reasons for 

consumption, they may seek to design and develop new labeling for their products with detailed 

descriptions about the environmental effects and the quality of the products. In a similar vein, farmers 

selling directly from their farms may use the data to better market and advertise their products by 

conventional means or through social media. In terms of reasons against, producers could seek to sell their 

products in smaller packages in order to reduce prices for the consumers. The findings could also provide 

impetus for local producers to cooperate with each other in designing new ways of distribution amongst 

themselves. As a result of all this, farmers could better focus on marketing efforts in order to enhance the 

effectiveness of their overall product sales.  

Fourthly, aspiring entrepreneurs may use the results of the research to design innovative new local 

food platforms and initiatives. Specifically, the reasons for and against consumption will better inform them 

on how to design a solution that potentially minimizes the reasons against and emphasizes the reasons for 

consumption. This might mean designing a solution that is environmentally sustainable and which 

minimizes transportation costs. Reduced transportation expenditure could then be used to lower the prices 

of the products. Furthermore, existing local food distribution platforms such as Eggspress and Lähiapaja 

could also benefit from this study. In line with REKO groups, they will gain ideas to attract and retain 

customers as well as improve the effectiveness of their operations.  

Lastly, governmental actors and policymakers may use the findings of this study to develop 

initiatives and design laws to increase local food consumption at the expense of imported food products. 

From the farmers’ perspective, new initiatives favoring local food might include a monetary aid program 

and free expert marketing advice. Even a public platform for local food distribution could be built with or 

without the cooperation of the food producers. Furthermore, the reasons against consumption may 

positively influence policymakers to ease or completely cancel existing initiatives or laws that are 

inhibiting the purchase of locally produced food. As with organic food, the research results could help 

governmental actors in developing a certification program and corresponding logo for local food as well. 
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As a result of the aforementioned actions, domestic food consumption in Finland could potentially increase, 

thus benefiting the wider economy as a whole.  

5.4 Limitations and future research 

This thesis is not without its limitations. The study was conducted only in Finland with mostly 

Finnish-speaking REKO groups, even though Swedish-speaking REKO groups exist in the country as well. 

In this way, the Swedish-speaking population of Finland was neglected in the research, as were REKO 

groups operating in other Scandinavian countries. As such, the results of the study shouldn’t be generalized 

to be representative of all the REKO groups or Finland as a whole, but instead should mostly pertain to the 

Finnish-speaking REKO groups.  

The questionnaire upon which the findings are largely based was conducted only on social media, 

specifically Facebook, and not all of the Finnish-speaking REKO groups even took part in it. Moreover, 

over 90% of the questionnaire respondents were female, which may have biased the research findings to the 

extent that women are more likely to answer online surveys than men (Smith 2008). The questionnaire was 

created based on interviews with residents of the Jyväskylä region, which means that it wasn’t informed by 

the input of the Finnish population living in other regions of the country. As far as the opinions of people 

around the country differ from each other in terms of local food, interviewing Jyväskylä residents may have 

skewed the interview data and thus lead to the creation of a research framework that doesn’t take into 

account all of the different viewpoints of Finns. In this way, the validity of the research might’ve been 

negatively affected. 

By nature, the research design of this thesis was cross-sectional, so the data was collected only from 

a single point in time. This stands in contrast to longitudinal research where people are studied for a longer 

period of time, implying that such studies may provide more valid and reliable results. The main reason for 

the cross-sectional design was that the research was carried out in connection with an academic degree, 

meaning that it was both impractical and time-consuming to conduct a longer study, which would prolong 

the eventual graduation from university. Furthermore, the reliability of the quantitative data might’ve been 

negatively affected by the fact that it was collected in May 2020 during the coronavirus pandemic, which 

was a crisis greatly impacting the everyday life of ordinary consumers. Specifically, the crisis may have 

affected the respondents’ answers to the survey, because people may have been in a more fearful or 

cautious frame of mind when responding.  

The limitations of this study give rise to ideas for future research on the subject. Apart from 

Finland, REKO groups could be investigated in other countries as well. For instance, studies comparing the 
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local food consumption behavior of REKO consumers in other Scandinavian countries could be 

undertaken. As an example, attention could be focused on the demographic differences of the REKO 

participants from these countries. More broadly, research could be carried out investigating the differences 

in consumer behavior between other types of local food hubs or co-operatives in different countries. 

On the country level, further research conducted in Finland could examine the mostly Swedish-

speaking REKO groups to see if the behavior or profile of their participants differs from those uncovered 

by this study. Moreover, REKO groups could be studied and compared on a regional basis in order to find 

out if their marketing efforts should be altered based on their location in Finland. Ideally, access to all of 

the REKO groups in the country should be gained in order to achieve better generalizability for the 

findings. This could be achieved by involving governmental stakeholders in the research effort.  

The attention of future researchers could be more focused on the marketing of REKO groups. In 

order to grow the number of REKO participants, the journey of becoming a REKO member could be more 

thoroughly investigated. This might include mapping out how consumers gained awareness of the groups, 

and what forces influenced them in becoming full-fledged members. In addition to member acquisition, the 

participation and loyalty of existing members could be enforced by conducting exploratory studies on how 

to improve the operations of REKO groups. For instance, one could try to find out the preferred 

communication channel and communication style of participants and investigate whether establishing a 

personal website for future operations would be worth it. Local food producers could benefit from such a 

move, especially if they could gain the advantages of true automation through e-commerce, since currently 

all the food orders have to be approved by the farmers through Facebook. Another avenue for future 

research would be to measure and compare the engagement of REKO groups, since some of them seem to 

be more active due to more engaged and loyal members. 

Other channels of local food distribution such as Eggspress, Helsinki food hub and Lähiapaja would 

also benefit from future research. The buying behavior and customer profile of people using these services 

could be investigated and compared to that of REKO participants. The results of such research might show 

whether people exhibit similar behaviors or characteristics across local food platforms. If that would turn 

out to be the case, then all the local food channels could improve their user acquisition through more 

targeted marketing and thus save money. Furthermore, qualitative research focusing on these channels 

might uncover suggestions for the improvement of their operations. In fact, Lähiapaja was started as part of 

an exploratory research project done in collaboration with XAMK University of Applied Sciences. Whether 
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or not this project proves a success in the long run, it clearly demonstrates the role that universities can 

potentially play in helping shape the landscape of local food distribution channels.  

Finally, researchers could focus even more effort into investigating the logistics behind locally 

produced food, as distribution seems to be one its biggest problems. Attention should be turned toward the 

producers themselves, mapping out ways that they could improve cooperation in getting their products to 

the market. This would save them valuable time that they could spend doing what they treasure most: 

Taking care of their produce and livestock.  
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APPENDICES 

Appendix 1. Interview questions 

What is your opinion on locally produced food? 
 
Why do you think the demand for locally produced food is rising? if yes then why and if not  
then why it is not increasing? 
 
According to you, why do people buy locally produced food? Please state the reasons. 
 
According to you, why people do not buy locally produced food? Please state the reasons. 
 
According to you, what are the important issues pertaining to the purchasing of locally produced food? 
 
Do you often buy locally produced food? when and how? Please share the process. 
 
Finnish translation of interview questions 

Mitä sinä ajattelet lähiruoasta? 
 
Miksi sinun mielestäsi lähiruoan kysyntä kasvaa? 
 
Miksi sinun mielestäsi ihmiset ostavat lähiruokaa? Kerro syyt. 
 
Miksi sinun mielestäsi ihmiset eivät osta lähiruokaa? Kerro syyt.  
 
Mitä sinun mielestäsi ovat tärkeitä asioita lähiruoan ostamiseen liittyen? 
 
Ostatko usein lähiruokaa? Milloin ja miten? Kerro prosessista.  
 
Appendix 2. List of participating REKO groups 

REKO group Link to group 
REKO Jyväskylän seutu https://www.facebook.com/groups/135018837029773/ 

Lappeenrannan Lähiruokarengas 
REKO https://www.facebook.com/groups/rekolpr/ 

REKO Helsinki, kantakaupunki https://www.facebook.com/groups/REKOHelsinki/  

REKO Espoo Olari https://www.facebook.com/groups/1050545551663063/ 

REKO Joensuu https://www.facebook.com/groups/1565234677134163/ 

REKO Esbo Espoo Alberga 
Leppävaara https://www.facebook.com/groups/1560586407508745/ 

REKO Kirkkonummi - Kyrkslätt https://www.facebook.com/groups/1388008564860193/ 

REKO Kuopion tori https://www.facebook.com/groups/rekosaaristokaupunki/ 

REKO Mikkeli https://www.facebook.com/groups/rekomikkeli/ 

REKO Hartola-Joutsa-Luhanka https://www.facebook.com/groups/222946765230158/ 
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Reko Kallio, Helsinki https://www.facebook.com/groups/1931372143612283/ 

REKO Espoo Kauklahti Esbo 
Köklax https://www.facebook.com/groups/REKOEspooKauklahti/ 

Vihdin REKO https://www.facebook.com/groups/402175386637359/ 

REKO Lohja/Lojo https://www.facebook.com/groups/REKOLohja/ 

REKO Pohjois-Vantaa (Korso) https://www.facebook.com/groups/REKOPohjoisVantaa/ 

Tuusulan lähiruokarengas REKO https://www.facebook.com/groups/tuusulanreko/ 

Kymenlaakson REKO https://www.facebook.com/groups/kymenlaaksonreko/ 

REKO Tapanila https://www.facebook.com/groups/Reko.Tapanila/ 

REKO Turku - Åbo "Täl pual jokke" https://www.facebook.com/groups/REKOTurkuAbo/ 

Reko Grani https://www.facebook.com/groups/1241291949318523/ 

Päijät-Hämeen lähiruoka REKO https://www.facebook.com/groups/449052498631762/ 

REKO Lauttasaari Drumsö https://www.facebook.com/groups/1506191743039530/ 

REKO Turku https://www.facebook.com/groups/375439612649235/ 

REKO Tammelantori https://www.facebook.com/groups/674152906121983/ 

Reko Tikkurila https://www.facebook.com/groups/957707670963239/ 

Rehdin Kaupan Reko Pori https://www.facebook.com/groups/rehdinkaupanrekopori/ 

REKO lähiruokaryhmä Oulu https://www.facebook.com/groups/1483676521854824/ 

Itä-Helsingin lähiruokarengas, 
REKO https://www.facebook.com/groups/1639102079699052/ 

Keravan lähiruokarengas REKO https://www.facebook.com/groups/KeravanREKO/ 

REKO Seinäjoki https://www.facebook.com/groups/904473909591022/ 

REKO Veikkola https://www.facebook.com/groups/154693315201766/ 

REKO Vasa Vaasa https://www.facebook.com/groups/438733569549296/ 

REKO Kaarina - S:t Karins https://www.facebook.com/groups/REKOKaarina/ 

Reko Loviisa https://www.facebook.com/groups/2201703683390445/ 

Salon seudun ruokarengas Reko https://www.facebook.com/groups/850867654971390/ 

Järvenpään Farmarin Markkinat / 
REKO https://www.facebook.com/groups/974825372555621/ 

Ahlmanin lähiruokarengas REKO https://www.facebook.com/groups/1696481693911936/  

REKO Mäntyharju https://www.facebook.com/groups/RekoMantyharju/ 

REKO Nurmijärvi https://www.facebook.com/groups/rekonurmijarvi/ 

REKO Pakila Baggböle https://www.facebook.com/groups/rekopakila/ 

REKO Raisio - Reso https://www.facebook.com/groups/REKORaisio/ 

REKO Kannelmäki https://www.facebook.com/groups/538903282947490/ 

Rovaniemen lähiruokarengas REKO https://www.facebook.com/groups/RovaniemenReko/ 

REKO Rauman lähiruokarengas https://www.facebook.com/groups/676461655801023/ 

Meri-Lapin REKO-lähiruokarengas https://www.facebook.com/groups/481130425419728/ 

REKO Pertunmaa/Kuortti https://www.facebook.com/groups/RekoPertunmaakuortti/ 

REKO Uusikaupunki https://www.facebook.com/groups/687060364771544/ 
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REKO Lempäälä https://www.facebook.com/groups/754445074579762/ 

REKO Aura https://www.facebook.com/groups/637578053091572/ 

Reko Puumala https://www.facebook.com/groups/3040546739296892/ 

REKO Iisalmi https://www.facebook.com/groups/1420197878286599/ 

Kangasalan lähiruokarengas REKO https://www.facebook.com/groups/703629119749696/ 

REKO Savonlinna https://www.facebook.com/groups/1149292715090053/ 

REKO Kajaani https://www.facebook.com/groups/1533207750319785/ 

Korpilahden seudun REKO- 
lähituotepiiri https://www.facebook.com/groups/2479535682289840/ 

REKO Alajärvi-Soini-Ähtäri-
Vimpeli https://www.facebook.com/groups/446544788826245/ 

Hervannan lähiruokarengas REKO https://www.facebook.com/groups/1603101323252853/ 

Varkauden lähiruokarengas REKO https://www.facebook.com/groups/1475601006086762/ 

REKO Mynämäki https://www.facebook.com/groups/1674387586201437/ 

Paimion lähiruokarengas REKO https://www.facebook.com/groups/257610877755752/ 

REKO Siilinjärvi https://www.facebook.com/groups/reko.siilinjarvi/ 

REKO Lähiruokaryhmä Kokkola https://www.facebook.com/groups/1519926981612154/ 

REKO Loimaa https://www.facebook.com/groups/450473598481372/ 

Pälkäneen lähiruokarengas REKO https://www.facebook.com/groups/1681835831863855/ 

Leppävirran lähiruokarengas REKO https://www.facebook.com/groups/356124398534521/ 

REKO-Janakkala https://www.facebook.com/groups/177734489443640/ 

REKO Huittinen https://www.facebook.com/groups/498374510303021/ 

REKO Naantali - Nådendal https://www.facebook.com/groups/REKONaantali/ 

REKO Nousiainen https://www.facebook.com/groups/104029963288306/ 

REKO HÄIJÄÄ https://www.facebook.com/groups/2403580569927926/ 

REKO-lähiruokaryhmä Ylivieska https://www.facebook.com/groups/REKOYlivieska/ 

REKO Alavus-Kuortane https://www.facebook.com/groups/1695574270656498/ 

REKO Kiuruvesi https://www.facebook.com/groups/1154217484632318/ 

REKO lähiruokaryhmä Oulainen https://www.facebook.com/groups/818755584905030/ 

Akaan Lähiruokarengas REKO https://www.facebook.com/groups/1435528326698065/?fref=ts 

Etelä-Karjalan REKO https://www.facebook.com/groups/1727419527535617/ 

REKO Euran lähiruokarengas https://www.facebook.com/groups/rekoeura/?fref=ts 

Eurajoen lähiruokarengas REKO https://www.facebook.com/groups/306494089547080/?fref=ts 

Hakametsän lähiruokarengas REKO https://www.facebook.com/groups/338693889652067/?fref=ts 

REKO Harjavalta https://www.facebook.com/groups/reko.harjavalta/ 

Hausjärvi REKO https://www.facebook.com/groups/1535281360135658/?fref=ts 

Hämeenkyrön lähiruokarengas 
REKO https://www.facebook.com/groups/1550392521867823/?fref=ts 

REKO lähiruokarengas Ii https://www.facebook.com/groups/1678147349131433/ 
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Reilut kuluttajat Iittalasta - REKO-
lähiruokapiiri https://www.facebook.com/groups/962835037109376/?fref=ts 

Ikaalisten lähiruokarengas REKO https://www.facebook.com/groups/982381498495492/ 

Imatran lähiruokarengas REKO https://www.facebook.com/groups/REKOimatra/?fref=ts 

Reko JURVA https://www.facebook.com/groups/1076578859073170/ 

REKO-lähiruokaryhmä Kalajoki https://www.facebook.com/groups/459272314254443/ 

REKO Kankaanpaa https://www.facebook.com/groups/940239106004193/?ref=br_rs 

Reko lähiruokaryhmä Kannus https://www.facebook.com/groups/528759497284478/ 

REKO Kaustinen https://www.facebook.com/groups/1377476472566562/ 

Rehdin Kaupan REKO Kokemäki https://www.facebook.com/groups/1199821600030424/ 

REKO Kurikka https://www.facebook.com/groups/158497418293781/ 

Kyrön lähiruokarengas REKO https://www.facebook.com/groups/1585035455097578/?fref=ts 

REKO- Kälviä https://www.facebook.com/groups/179446282390187/?fref=ts 

REKO-lähiruokaryhmä Kärsämäki https://www.facebook.com/groups/1722499544460207/ 

REKO Laihia https://www.facebook.com/groups/1590967851164797/ 

REKO Laitila https://www.facebook.com/groups/866216323437012/?fref=ts 

REKO Lapinlahti https://www.facebook.com/groups/625876394271341/ 

REKO Lapua https://www.facebook.com/groups/1499885570311664/ 

REKO Liminka https://www.facebook.com/groups/948655818526734/?fref=ts 

REKO Merikarvia https://www.facebook.com/groups/426664987483977/?fref=ts 

REKO Mänttä-Vilppula - 
lähiruokarengas https://www.facebook.com/groups/2034943573385075/ 

Nokian Lähiruokarengas REKO https://www.facebook.com/groups/1507471936149939/?fref=ts 

REKO Nurmes https://www.facebook.com/groups/260641871127857/ 

Oriveden lähiruokarengas REKO https://www.facebook.com/groups/1540961246170915/?fref=ts 

REKO Paltamo https://www.facebook.com/groups/160184407809599/ 

Lähiruokarengas Parkano-Kihniö 
REKO https://www.facebook.com/groups/1720259608258421/ 

REKO lähiruokaryhmä Pielavesi https://www.facebook.com/groups/331943370862461/ 

REKO Pihtipudas - Viitasaari - 
Kinnula https://www.facebook.com/groups/602527083245133/ 

Pirkkalan lähiruokarengas REKO https://www.facebook.com/groups/1390789237891019/?fref=ts 

REKO lähiruokaryhmä Pudasjärvi https://www.facebook.com/groups/218568885221747/ 

Pyhäjärven Lähiruokarengas REKO https://www.facebook.com/groups/342636955923547/?fref=ts 

REKO-lähiruokaryhmä Raahe https://www.facebook.com/groups/820149084757785/ 

REKO Ranua - Lähiruokaryhmä https://www.facebook.com/groups/186278085213660/ 

Ruoveden lähiruokarengas REKO https://www.facebook.com/groups/399398956899871/ 

Sauvon lähiruokarengas REKO https://www.facebook.com/groups/674725592593159/?fref=ts 

REKO Sisä-Savo https://www.facebook.com/groups/1646444165589122/ 
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Reko Suupohja - lähi- ja 
luomuruokarengas https://www.facebook.com/groups/587325694736366/?fref=ts 

REKO Teuva https://www.facebook.com/groups/1091851324171379/ 

Tohlopin lähiruokarengas REKO https://www.facebook.com/groups/573341602801462/?fref=ts 

Urjalan REKO lähiruokarengas 
https://www.facebook.com/groups/1650545908558745/?hc_locat
ion=ufi 

REKO lähiruokarengas Vaala https://www.facebook.com/groups/343905282639825/ 

Valkeakosken lähiruokarengas 
REKO https://www.facebook.com/groups/345369442307251/?fref=ts 

REKO Vesilahti https://www.facebook.com/groups/643792312349231/?fref=ts 

REKO VIERUMÄKI https://www.facebook.com/groups/918522258307554/ 

REKO Villähde 
https://www.facebook.com/groups/1141417289221740/?hc_locat
ion=ufi 

Virtain lähiruokarengas REKO https://www.facebook.com/groups/113990609013824/ 

Visuveden lähiruokarengas REKO https://www.facebook.com/groups/880844005371042/ 

Ylöjärven lähiruokarengas REKO https://www.facebook.com/groups/570380413097336/?fref=ts 

REKO Östnyland/Itä-Uusimaa https://www.facebook.com/groups/932253290149186/ 

Reko Loviisa https://www.facebook.com/groups/2201703683390445/ 

 
Appendix 3. Questionnaire draft 

Your relationship to REKO 
1. Consumer 
2. Food producer 
3. Group admin 

 
The statements below had to be rated on a 5-point Likert scale (1: I completely disagree, 5: I completely 
agree): 
 
Supporting local producers (Memery et. al. 2015) 

1. I buy food from REKO because it supports local producers 
2. I buy food from REKO because it supports local farmers 
3. I buy food from REKO because it supports local retailers 
4. I buy food from REKO because it supports the local community 
5. I buy food from REKO because it supports the local economy 

 
Supporting the environment 

1. I buy food from REKO because it minimizes food transportation 
2. I buy food from REKO because it is good for the environment 
3. I buy food from REKO because it reduces emissions 
4. I buy food from REKO because it is ecological 
5. I buy food from REKO because it is the right thing to do for nature 

 
Transparency  

1. I buy food from REKO because I know its origin 
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2. I buy food from REKO because I know where it comes from 
3. I buy food from REKO because I know what it contains 
4. I buy food from REKO because I value the personal connection to the locality and the food 
producer  
5. I buy food from REKO because it is cheap 

 
Intrinsic quality (Memery et. al. 2015) 

1. I buy food from REKO because it has less or no chemicals & preservatives 
2. I buy food from REKO because it tastes good 
3. I buy food from REKO because it is fresh 
4. I buy food from REKO because it is healthy 
5. I buy food from REKO because it is safe 
6. I buy food from REKO because it is of good quality 
7. I buy food from REKO because the food is pure 

 
Price 

1. Food from REKO is expensive 
2. Food from REKO costs more than food from normal grocery stores 
3. The price of REKO food is high 
4. I cannot afford to buy food from REKO 

 
Availability  

1. Food from REKO is not easily available 
2. REKO group gatherings are not organized often 
3. REKO group gatherings are not organized in every city 
4. REKO group gatherings are hard to find 
5. It is hard to find local food from the grocery stores I usually visit 

 
Inconvenience 

1. Food from REKO is hard to get 
2. Buying food from REKO takes more work 
3. REKO gatherings are held too far away 
4. REKO gatherings are organized at an inconvenient time 

 
Product attributes 

1. I don’t like the shape of the food sold at REKO 
2. I don’t like the color of the food sold at REKO 
3. I don’t like the package size of the food sold at REKO 
4. I don’t like the taste of the food sold at REKO 

 
Satisfaction with labeling (Aitken et. al. 2020) 

1. Most food from REKO is clearly labeled, so I can tell whether it is locally produced or not 
from the packaging   
2. When shopping I can easily distinguish between local food and non-local food  
3. It is easy to identify local food products 
4. I trust the information on the food labels sold at REKO 
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5. I am confident I understand the information on REKO food products 
 

The desire for labeling (Aitken et. al. 2020) 
1. There should be specific information on labeling explaining the health benefits of food sold 
at REKO gatherings 
2. I would like specific information on labeling explaining the ethical impacts of food sold at 
REKO gatherings 
3. I would like specific information on labeling explaining the impact the food sold at REKO 
gatherings has on the environment   
4. I would like to see a national standard for REKO food labeling  

 
Attitude (Honkanen et. al. 2006) 

1. Using REKO is good  
2. Using REKO is pleasant 
3. Using REKO is satisfying 

 
Brand love (Carroll & Ahuvia 2006) 

1. REKO is a wonderful brand 
2. REKO makes me feel good 
3. REKO is totally awesome 
4. I love REKO 
5. I am passionate about REKO 
6. I am very attached to REKO  

 
Purchase Intention (Shaharudin et. al. 2010) 

1. I am glad to buy from REKO 
2. I expect to consume more REKO food 
3. I would buy food products from REKO 
4. I plan to consume REKO food 
5. I intend to purchase REKO food within the next fortnight 

 
Self-identity (Shaw & Shui 2002, Huh 2011, Koh & Noh 2009) 

1. My food consumption practices are identical to my lifestyle. 
2. My food consumption practices are identical to my values.  
3. My food consumption practices are identical to my image.  
4. My food consumption practices are identical to my characteristics 

 
Altruism (Loureiro & Lotade 2004, Huh 2011) 

1. Sales benefit should go to others 
2. Economic gains should be shared with others  
3. I try to understand the mood and feelings of others  
4. I prefer actions that help others more than myself 

 
The questions below were multiple choice: 
 
Respondent’s age-range  
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1. 18-30 
2. 31-40 
3. 41-50 
4. 51-64 
5. 65+ 

 
Respondent’s gender 

1. Male 
2. Female 

 
Respondent’s monthly personal income before taxes 

1. Under 1500 euros 
2. 1500-2499 euros 
3. 2500-3499 euros 
4. 3500- 4499 euros 
5. Over 4500 euros 

 
Amount of people living in the respondent’s household 

1. I live alone 
2. 2 people 
3. 3 people 
4. 4 people 
5. 5 people or more 

 
During COVID-19, I became sceptical about the safety of REKO food  

• Yes 
• No 

 
During COVID-19, I experienced significant difficulties in obtaining supplies of REKO food 

• Yes 
• No 

 
During COVID-19, I started using regular grocery food compared to REKO?  

• Yes 
• No 
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Appendix 4. Questionnaire (in Finnish) 
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