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Abstract

The influence of intrinsic quality, health consciousness, environmental awareness, local support, and proximity
of process on consumers’ intention to consume local food during the COVID-19 pandemic was tested, with food
availability as a moderator. Online survey results were analyzed using a two-step structural equation modelling
(SEM). Health consciousness was the major reason for consuming local food. Intrinsic quality and proximity of
process were also significant drivers. Local support and environmental awareness have little impact on the inten-
tion to purchase local food. This study contributes to knowledge regarding the main factors driving local food
consumption during a health crisis, providing directions.
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Introduction

The Coronavirus Disease of 2019 (COVID-19) pandemic
has dramatically upset people’s everyday lives, brought
about a global recession that the world had not witnessed
since the Second World War, and created a health cri-
sis around the world (Smith and Wesselbaum, 2020).
The food sector and its stakeholders are particularly in
the spotlight (Ben Hassen et al., 2021a; Galanakis, 2020)
because food is essential for human survival, and there-
fore it cannot be placed under lockdown. Indeed, the
emergence of COVID-19 has significantly affected the
global food systems at several levels, i.e., for producers,
distributors, and consumers (Cranfield, 2020; Qi et al.,
2020; Xie et al., 2020). Notably, both consumption pat-
terns and consumers’ behavior changed as the pandemic
progressed (Celimli and Adanacioglu, 2021; Eger et al.,
2021; Yuen et al., 2020). In this context, what should be
eaten has become one of the main concerns for custom-
ers who seek to improve their immunity and increase
their food security. In April 2020, worldwide Google

searches for “food delivery” and “local food” reached an
all-time high (Shveda, 2020). Thus, the crisis forced peo-
ple to reexamine the sources of their groceries and the
mode through which they procured food.

In a globalized era, the distribution of food from the pro-
ducer to geographically dispersed consumers relies on a
large and complex supply chain. The coronavirus crisis
has disrupted this supply chain and caused gaps in food
delivery. Moreover, the lockdowns instituted in response
to the COVID-19 pandemic have led to shortages of
labor, interruptions of logistics, and inconsistency in
the demand for and supply of food (Pantano et al., 2020;
Rizou et al., 2020). This has resulted in empty supermar-
ket shelves, food wastage, and hindered food procure-
ment due to interruptions in exports and imports (Aday
and Aday, 2020). Local food systems can alleviate this
growing threat of the global food system crisis (Memery
et al., 2015; Peterson, 2013; Pressman et al., 2020). The
existing literature names several reasons for the increased
demand for local food providers during the COVID19
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pandemic. First, during a health crisis, the most crucial
issue for any consumer is to consume healthy, nutri-
tious, and safe food, such as local food (Arsil et al., 2018;
Skallerud and Wien, 2019). Second, during the pan-
demic, consumers have become more interested in what
they consume and from where they source them (Severo
et al., 2020; Sheth, 2020). The intrinsic quality of food
matters more than ever (Ben Hassen et al., 2020). Local
food is consumed quickly (Aprile et al., 2016; Loiseau
et al., 2020). This ensures that it is fresher and more
nutritious, with stronger immunity-boosting properties
(Ozturk and Akoglu, 2020). Third, the distribution chain
of local food is transparent, short, safe, and fair, because
it is produced in the same geographic zone (Aprile et al.,
2016; Roy et al., 2019; Toukabri and Ghali-Zinoubi,
2020). This reassures consumers and leads them to per-
ceive the reduced risk of product contamination during
its journey from the producer to the final consumer.
Fourth, shorter distances between producers of local
food and consumers are associated with reduced carbon
impacts and waste production. Moreover, local produc-
tion stimulates accountability among farmers, meaning
that they will be more likely to engage in environmen-
tally friendly practices (Mesi¢ et al., 2020). Therefore,
local foods are perceived as both sustainable and envi-
ronmentally friendly products (Ozturk and Akoglu, 2020;
Rousseau and Deschacht, 2020). Fifth, consuming locally
available foods during times of crisis is a positive behav-
ior that supports local producers and distributors, while
consequently making consumers aware of their responsi-
bility (Jribi et al., 2020; Mesi¢ et al., 2020). However, the
consumption of local food still depends on availability
(Sowers et al., 2019). This is because local food increases
customer trust, in addition to being accessible and easy
to find (Kumar and Kashyap, 2018, Verma, 2020), thereby
benefiting the retailer (Steinhart et al., 2013).

Tunisia is a Mediterranean country located in North
Africa. Agriculture plays a vital role in its economy, and
10.1% of its Gross Domestic Product (GDP) in 2019 came
from agricultural products. According to the Moderator
Intelligence Report (MIR) of 2020, agricultural produce
constitutes almost 6% of the total Tunisian exports. In
2019, the vegetable production of this country exceeded
3.0 million metric tons, constituted by 545 metric tons of
citrus, 288.7 metric tons of dates, and 130 metric tons of
tomatoes. This country is the second-biggest exporter
of organic foods (olive, date, vegetables, vines, orange,
apple, etc.) in Africa with almost 80% of its production
(MIR, 2020). However, Tunisia does not have food sov-
ereignty, despite the important and varied local food
production. It has had a trade deficit in agriculture pro-
duction for several years (Almayed, 2019). For example,
in 2020, Tunisia imported food for over 2.56 billion US
dollars while its exports amounted only to 1.95 billion US
dollars (Salah, 2021). Its leading agriculture imports are

wheat (over 431 million US dollars), sugar ($204 million),
soybeans ($162 million), vegetable oils ($160 million),
corn ($145 million), and barley ($134 million).

With the emergence of the COVID-19 pandemic and
the breakdown, social distinction, and other restric-
tive measures taken in Tunisia and across the globe, the
food supply faced several issues, while the food avail-
ability on the local market became a vital concern (Ben
Hassen et al., 2021a; Kirkm and Kirkin, 2020; Pantano
et al., 2020; Sheth, 2021). In this context of global break-
down and interruption of international transport, local
food became the single viable alternative. Indeed, sev-
eral studies conducted during the COVID-19 pandemic
confirmed the growth of local food consumption amidst
the pandemic (Ben Hassen et al., 2021b; Celimli and
Adanacioglu, 2021; Duda-Chodak et al., 2020; Loiseau
et al., 2020; Mesi¢ et al., 2020). However, to the best of
our knowledge, no studies have examined the factors
driving this growth. Furthermore, from a marketing
perspective, there are no studies focusing on the behav-
ior of Tunisian consumers toward local food during the
COVID-19 pandemic.

The current study was conducted in the aforemen-
tioned context to fill this gap. It examines motivations
for local food consumption during the COVID-19 pan-
demic. The main objective of this paper was to examine
the main motivations for local food consumption during
the COVID-19 pandemic and the moderating role of
food availability. This paper begins with a literature
review, from which five hypotheses are derived. Next, the
research methodology was developed. The discussion of
the results and their implications are presented in the last
section, which also includes the study’s limitations and
directions for future research.

Literature Review
What is local food?

The concept of “local food” has been the focus of several
studies in the literature (Bazzani and Canavari, 2017;
Bentsen and Pedersen, 2020; Meyerding et al., 2019;
Picha et al., 2017). However, there is still no agreed-
upon definition of this concept (Memery et al., 2015;
Skallerud and Wien, 2019). For instance, several studies
have used an objective approach, defining local food in
relation to the geographic distance that the food trav-
els from the producer to the final customer. In other
words, the term “local food” has been used to describe
food systems or short supply chains wherein the food
is produced in areas close to where the consumers live
(Meyerding et al., 2019; Skallerud and Wien, 2019).
However, this approach has been criticized because
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consumers may struggle to accurately assess the dis-
tance between producers and markets (the places of
purchase), especially at higher levels of congruence. A
perceptual approach has been developed as an alterna-
tive. It considers food as “local” based on the consumer
perception, in other words it is local if the consumer
subjectively believes it to be so. This approach is more
versatile but has issues regarding reliability, especially
when neighbors living on the same street estimate the
same product differently. In this context, Bazzani and
Canavari (2017, p. 514) suggested that the meaning of
“local” should be expressed in terms of connection to
a geographical area rather than in terms of food miles.
Considering the advantages and disadvantages of both
approaches, we will use the definition developed by
the Industry of Global Distribution (IGD) (2005, p. 3),
where “local food must be grown or produced within 30
miles of where the buyer lives”

Motivation for local food consumption

Intrinsic quality

The existent literature in marketing shows that intrin-
sic quality is an ambiguous and multidimensional con-
cept. (Fandos and Flavian, 2006). It is among the most
important criteria that consumers use to evaluate food
products (Memery et al., 2015). The literature distin-
guishes between extrinsic and intrinsic quality. Intrinsic
attributes consist of an objective quality assessment,
are intangible, specific to every product, and cannot
be altered without modifying the nature of the product
(Fandos and Flavian, 2006). Several studies have found
that consumers perceive local food as having superior
intrinsic quality in terms of freshness, taste, natural-
ness, nutrition, health, and safety (Mesi¢ et al., 2020;
Meyerding et al., 2019; Roy et al., 2019). However, local
food only presents these attributes if purchased from
local producers, especially in their production season
(Ozturk and Akoglu, 2020).

During the COVID-19 pandemic, strengthening immu-
nity has become a major concern for consumers. Local
foods meet these objectives for consumers because they
consider them free from preservatives and chemicals,
perceiving them as natural and wholesome. Such attri-
butes are believed to provide health benefits (Memery et
al., 2015). Therefore, intrinsic quality is important moti-
vation for consumers to purchase local food during the
pandemic (Mesi¢ et al., 2020; Shveda, 2020). Given the
above information, the first hypothesis of the study is as
follows:

H1. During the COVID-19 pandemic, intrinsic qual-
ity positively influences consumers’ intention to pur-
chase local food.

Local food consumption

Health consciousness

Health consciousness is the degree to which issues related
to personal health are of concern to an individual (Pu ez
al., 2020). It also refers to the degree to which health-re-
lated actions are integrated into a person’s everyday
activities (Janetius and Krithik, 2020). Customers with
high health consciousness are more likely to engage in
healthy habits and take proactive measures to protect
their health (Mesic et al., 2020; Pu et al., 2020). In addi-
tion, people have improved their health consciousness
during the pandemic.

Local food is characterized by having a short distribution
chain, freshness, and nutritional value, and by being har-
vested at the optimal stage (Roy et al., 2019). The con-
sumption of local food during the coronavirus pandemic
has grown because it is considered safer and healthier
(Xie et al., 2020). Based on the arguments above, we
hypothesize that:

H2. During the COVID-19 pandemic, health con-
sciousness positively influences consumers’ inten-
tion to purchase local food.

Proximity to the production process

Proximity to production refers to sharing knowledge
of the internal functioning of trade (quality, origin, the
production process, and the distribution chain) with
customers (Bergadaa and Del Bucchia, 2009). In other
words, proximity to the production is based on formal
and informal exchanges of relevant and timely infor-
mation to meet wishes and expectations of the actors
involved in a transaction (Anderson and Narus, 1990).
This proximity dimension shows customers the trans-
parency of the manufacturing process and the useful,
sanitary, and nutritious qualities of the product (Merle
and Piotrowski, 2012). In geographically dispersed food
systems, production and distribution chains are complex,
large, and include several intermediaries (Loiseau et al.,
2020; Roy et al., 2019; Todorovic et al., 2018). This means
that the processes of production and distribution are not
transparent to customers. Thus, easy access to the source
of production leads to greater food security (Mazieres
and Gauthier, 2015; Toukabri and Ghali-Zinoubi, 2020).
Consequently, proximity to the production, which
focuses on the relationship between the producer and
consumer, becomes important to reassure customers,
especially as safety and nutritious attributes of products
are regarded (Loiseau et al., 2020; Skallerud and Wien,
2019). Local food chains have been found to meet these
requirements (Todorovic et al., 2018).

During COVID-19, customers have become more con-
cerned with health and the environment. Short and
transparent production, distribution processes, and
smaller supply chain have become essential criteria to
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reassure customers, minimize contamination risks, and
increase food security (Hobbs, 2020; Mesic et al., 2020).
Therefore, local food has fostered increasing interest
among customers, and its consumption has grown prom-
inently (Shveda, 2020). Thus, we hypothesize that:

H3. During the COVID-19 pandemic, proximity to
the production process positively influences con-
sumers’ intention to purchase local food.

Local support

Consumption of local food has empathic, social, and
local loyalty motivations (Skallerud and Wien, 2019). In
fact, individuals consume local food to help local pro-
ducers compete with national producers and imports
(Mesi¢ et al., 2020; Meyerding et al., 2019). It is a moral
obligation (Peterson, 2013) and behavior in favor of the
local community and retailers (Memery et al., 2015).
An increase in local food consumption revitalizes the
economy and plays a role in reducing the environmen-
tal damage that occurs while shipping food (e.g., carbon
emissions) (Ozturk and Akoglu, 2020).

During the coronavirus pandemic, local restaurants and
stores were temporary or extendedly closed. However,
the “shop local” movement also increased during such
times. Several studies have stated that consumers are
more aware of the impact of the COVID-19 crisis on local
suppliers, retailers, and the wider community (Severo et
al., 2020). To support them and reduce the impact of the
crisis on their activities, consumers are more motivated
to purchase local food. This has been translated into
favorable purchasing intention (Mesi¢ et al., 2020). Based
on this argument, we hypothesize that:

H4. During the COVID-19 pandemic, local support
positively influences consumers’ intention to pur-
chase local food.

Environmental awareness

According to the World Health Organization (2020)
report, the COVID-19 pandemic has highlighted that
maintaining sanitation and hygienic conditions, provid-
ing safe water, and reducing air pollution are all crucial
measures for protecting human health during any infec-
tious disease outbreak. Rousseau and Deschacht (2020)
analyzed the online search behavior of 20 European
countries and found that public awareness of nature
and the environment increased during the COVID-19
pandemic. This is because protecting the environment
is an important factor in reducing the risk of infection
(Severo et al., 2020). Consuming local food is a way to
reduce environmental pollution and improve food safety,
as it reduces the risk of contamination associated with a
long supply chain, in addition to being more sustainable
(Ozturk and Akoglu, 2020). Overall, a short distribution

chain is associated with fewer negative environmen-
tal impacts (e.g., carbon emissions and other pollution
forms), once there is less packaging and no need for
shipping facilities, packing facilities, or refrigeration.
Similarly, Jribi et al. (2020) identified a positive impact of
COVID-19 on Tunisian consumer awareness in terms of
attitudes and behaviors toward food waste. Therefore, we
posit the following:

H35. During the COVID-19 pandemic, environmen-
tal awareness positively influences consumers’ inten-
tion to purchase local food.

Moderating role of food availability

Food availability is a proxy of the service level provided
to end customers (Lovel et al., 2005; Verma, 2020).
Consumers have a positive perception of local food
if it is accessible and available (Steinhart et al., 2013).
The higher the availability of local food in the market,
the higher is the familiarity of the consumer with its
characteristics and, consequently, the perception of its
values (Toukabri and Ghali-Zinoubi, 2020). Therefore,
product availability increases the intention to purchase
it. During the COVID-19 pandemic period, which was
characterized by a general lockdown and restrictions on
international transport, the demand for local food grew
prominently (Duda-Chodak et al., 2020; Loiseau et al.,
2020; Mesi¢ et al., 2020). Food availability becomes cru-
cial for local retailers to satisfy the increasing demand
of their customers. This is because local food became
the single viable alternative available for customers
in several countries during the COVID-19 pandemic.
Consumers consume local food to protect their health,
environment, and the local community (Memery et
al., 2015). Consequently, the following hypotheses are
proposed:

H6. During the COVID-19 pandemic, local food
availability strengthens the relationship between
the purchase intention of the consumer and its
predictors.

Hé6.a. During the COVID-19 pandemic, local food
availability strengthens the relationship between
intrinsic quality and purchase intention.

Hé6b. During the COVID-19 pandemic, local food
availability strengthens the relationship between
health consciousness and purchase intention.

Hé6c. During the COVID-19 pandemic, local food
availability strengthens the relationship between
proximity to the production process and purchase
intention.
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Figure 1. Proposed conceptual model.

Héd. During the COVID-19 pandemic, local food
availability strengthens the relationship between
local support and purchase intention.

Hé6e. During the COVID-19 pandemic, local food
availability strengthens the relationship between the
environmental awareness and purchase intention.

Materials and Methods
Survey design

The survey was designed using references from local
food literature. The variable health consciousness was
measured using Dutta-Bergman’s (2004) five-item scale
adapted to the coronavirus context (Pu et al., 2020).
Environmental awareness was measured using Severo
et al’s (2020) six-item scale. Local support was mea-
sured using Megicks et al’s (2012) scale, which included
three items. Proximity to the production was measured
by adapting the Mazieres and Gautier (2015) scale.
Intrinsic quality was measured using six items adapted
from Megicks et al. (2012). Purchase intention was mea-
sured using the two-item scale of Lee et al. (2010), and
food availability was measured using the four-item scale
of Arsil et al. (2018). To adapt these measurement scales
to the context of the coronavirus pandemic, the prefix
“during the COVID-19 pandemic” was added to the dif-
ferent items as following Pu et al. (2020). All items were
rated on a five-point Likert scale ranging from strongly
agree to strongly disagree.

intention

availability

Data collection

The research context we chose was the country of
Tunisia. The survey forms were made available online,
using Google Forms. They were distributed mainly using
email and social media networks (Facebook, LinkedIn,
WhatsApp, and Instagram). The survey questionnaire was
distributed using the convenience sampling approach.
This speedy, easy, and low-cost technique does not allow
the generalization of results (Yadav, 2016). However, it has
provided pertinent and reliable findings in the context of
food consumption studies (Ghali-Zinoubi, 2020, 2021).

A pre-study, including 23 surveys that were distributed
to our family members and colleagues, was conducted to
check the clarity and understandability of the survey. No
revisions were made to the structure and content of the
survey because respondents did not report any ambiguity
or difficulty in understanding the questions.

The data were collected from May 03, 2020, to September
29, 2020. At the beginning of the survey, we provided
examples of local food such as vegetables (potatoes,
onions, spinach, parsley...), fruits (orange, apple, figs,
peaches, apricots, etc.), eggs, meals, milk, and olive oil.
They are the main local food produced in the differ-
ent regions of Tunisia. In the end, 287 responses were
returned out of 430 distributed questionnaires. However,
we considered only 272 responses after eliminating
incomplete or inappropriate (all answers were similar)
responses. Table 1 summarizes the demographic profile
of the sample.
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Table 1. Demographic description of the sample.
Variables/criteria N % Variables/criteria N %
Gender Education
Female 158 58.08 Elementary and middle school 23 8.45
Male 114 41.92 High school 54 19.85
Age Graduate 122 44.85
18-35 68 25 Postgraduate 60 22.05
36-59 156 57.35 PhD 13 4.78
Older than 60
Main household Household monthly income (TD)*
Purchaser 48 17.65 Less than 1000 61 2242
Myself 113 41.54 From 1001 to 1500 139 51.10
Other members 102 37.5 More than 1500 72 26.47
Both 57 20.96

*TD: Tunisian Dinar. 1 TD = 0.36 US §$ in June 2021.

Results and Discussion

Data were analyzed using the SEM procedure. This
method is considered appropriate as it examines simul-
taneous dependency among relationships (Severo et al.,
2020, p. 6). To test the hypotheses of dependent relation-
ships, both measurement and structural models will be
assessed.

Measurement model

The reliability, and convergent and discriminant validities
were tested using a Confirmatory Factor Analysis (CFA).
The internal consistency of the survey items was mea-
sured using Cronbach’s alpha (a). The values ranged from
0.789 to 0.887, which exceeded the threshold of 0.7 estab-
lished by Hair et al. (2013). The Composite Reliability
(CR) scores ranged from 0.743 to 0.888, exceeding the
threshold established by Bagozzi et al. (1998). Therefore,
the reliability of the scales of all constructs of the concep-
tual model was confirmed.

The convergent validity was tested through the factor
loading and the Average Variance Extracted (AVE). The
factor loading of all items was above 0.6 (ranging from
0.623 to 0.889), meeting Chin et al’s (1997) criterion.
In addition, the AVE value ranged from 0.611 to 0.785,
which was within the acceptable limit of 0.5 (Hair et al.,
2013). Hence, convergent validity was confirmed for
every construct. These results are summarized in Table 2.

The discriminant validity was also assessed by measuring
the square root of AVE of each construct (Bagozzi and Yi,
1988). The results showed that they were higher than its
correlation value (as shown in Table 3). This criterion was

met for every construct. Thus, the discriminant validity
is confirmed.

Structural model

Goodness of fit indices

The goodness of fit indices of the conceptual model
was assessed using a structural model. The SEM results
showed that the absolute, incremental, and parsimoni-
ous index values (X? = 206.429, X?/df = 2.788, FI = 0.912;
TLI = 0.892; CFI = 0.911; IFI = 0.912; RMSEA = 0.04)
were well above the recommended thresholds (Bagozzi
and Yi, 1988). Therefore, the conceptual model presents
a good fit.

Hypothesis testing and discussion

Test of direct impact

To test the hypotheses, we examined [-values (the asso-
ciation between the independent and dependent con-
structs), t-values, and P-values. The path coefficients
indicated that “intrinsic quality” and “health conscious-
ness” had a positive significant influence on purchase
intention (f = 0.428, t-value = 17.334; P < 0.01 and f§ =
0.449, t-value = 22.267; P < 0.01, respectively). Therefore,
H1 and H2 were supported. These findings were in line
with previous findings which showed that the health
and the personal well-being of consumers are their
main motivations for purchasing local food (Birch et al.,
2020; Memery et al., 2015). This interest in maintaining
health becomes more important in the era of COVID-
19 (Duda-Chodak et al., 2020; Janetius and Krithika,
2020). Furthermore, the “proximity to the production”
also had a positive and significant influence on pur-
chase intention (f = 0.388, t-value = 24.584; P < 0.05).
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Table 2. Measurement model: reliability and convergent validities.

Measurement items Factor t-values Cronbach’s
loadings o

Intrinsic quality (IQ): CR = 0.888; AVE = 0.733

1Q1. During the COVID-19 pandemic, | buy local food because it is free from preservatives. 0.834 24.734" 0.827

1Q2. During the COVID-19 pandemic, | buy local food because it is free from chemicals. 0.823 33.754* 0.823

1Q3. During the COVID-19 pandemic, | buy local food because it is natural. 0.788 34.842* 0.823

1Q4. During the COVID-19 pandemic, | buy local food because it is wholesome. 0.887 31.783* 0.851

1Q5. During the COVID-19 pandemic, | buy local food because it has a good appearance. 0.754 26.647* 0.827

1Q6. During the COVID-19 pandemic, | buy local food produce because it lasts longer. 0.742 24.752** 0.816
Health consciousness (HC): CR = 0.821; AVE = 0.785

HC1. During the COVID-19 pandemic, | feel that living life in the best possible health is very 0.823 36.754** 0.887

important to me.

HC2. During the COVID-19 pandemic, eating right, exercising, and taking preventive 0.814 36.184* 0.827

measures will keep me healthy for life.

HC3. During the COVID-19 pandemic, my health depends on how well | take care of myself. 0.889 13.762* 0.876

HC4. During the COVID-19 pandemic, | actively try to prevent disease and illness. 0.837 24.818** 0.828

HC5. During the COVID19-19 pandemic, | do everything | can to stay healthy. 0.847 19.528* 0.856
Environmental awareness (EA): CR = 0.789; AVE = 0.611

EA1. The COVID-19 Pandemic has made me increase the separation of organic and 0.778 23.766* 0.803

recyclable waste.

EA2. The COVID-19 pandemic has caused me to reduce water consumption further, as this 0.792 27.337* 0.789

is a finite environmental resource.

EA3. The COVID-19 Pandemic made me worry even more about the natural resources for 0.763 36.547** 0.823

future generations.

EA4. The COVID-19 Pandemic made you realize the reduction in air pollution. 0.811 17.831* 0.811

EAS5. The COVID-19 Pandemic made me realize, even more, the environmental impact 0.801 22.781** 0.793

caused on the planet.

EA6. The COVID-19 Pandemic has increased my environmental awareness. 0.788 24.972¢ 0.801
Local support (LS): CR = 0.816; AVE = 0.743

LS1. During the COVID-19 pandemic, | buy local food to support local producers. 0.623 28.627** 0.844

LS2. During the COVID-19 pandemic, | buy local food to support local retailers. 0.688 26.738** 0.822

LS3. During the COVID-19 pandemic, | buy local food to support the local community. 0.724 24.343* 0.773
Proximity of process (PP): CR = 0.833; AVE = 0.713

PP1. During the COVID19 pandemic, | am interested to know very well the rules of 0.854 28.972" 0.851

production and distribution of the local foods.

PP2. During the COVID-19 pandemic, | am interested in being very familiar with the 0.836 27.384** 0.802

production methods used by the producers who produce this local food.

PP3. During the COVID-19 pandemic, | am interested to know as to who the producers of 9.812 31.827** 0.826

this local food are.
Purchase intention (P1): CR = 0.743; AVE = 0.776

PI1. During the COVID-19 pandemic, | am willing to buy local food while shopping. 0.845 18.993" 0.881
PI2. During the COVID-19 pandemic, | will make an effort to buy local food in the near 0.844 21.366" 0.823
future.
Availability: CR = 0.811; AVE = 0.783

AV1. During the COVID-19 pandemic, local food is available. 0.833 17.529" 0.842
AV2. During the COVID-19 pandemic, local food is easier to find. 0.833 12.333" 0.827
AV3. During the COVID-19 pandemic, local food has cheaper price. 0.853 21.023" 0.852
AV.4. During the COVID-19 pandemic, local food provides an assurance of product origin. 0.845 21.333" 0.783

Note: P < 0.01. P < 0.05.
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Table 3. Discriminant validity test.

Latent variables 1Q HC EA LS PP Pl AV
1Q 0.856

HC 0.534** 0.886

EA 0.675** 0.373** 0.781

LS 0.531** 0.462** 0.422** 0.861

PP 0.674* 0.561** 0.372* 0.467* 0.844

Pl 0.554** 0.333** 0.323* 0.556** 0.324* 0.880

AV 0.621** 0.234* 0.341** 0.433 0.233 0.33* 0.793
MEAN 4.266 4.333 4.233 4.666 4.666 4.301 4.001
(S.D) (0.4316) (4.363) (0.466) (0.522) (0.492) (0.449) (0.692)

Notes: “P < 0.01; ‘P < 0.05. S.D: Standard Deviation. The square roots of AVEs are the numbers written in bold on the diagonal. Numbers

below the diagonal represent constructs’ correlations.

Hence, H3 was supported. This finding was in line with
Toukabri and Ghali-Zinoubi (2020). The common point
among the three predictors was that they expressed self-
interest (“what is good for me”) by focusing on concerns
over health, safety, and well-being, which translated into
self-centered motivations (Birch et al., 2018). During
the COVID-19 pandemic, this interest in health and
safety gained additional attention (Pu et al., 2020). The
strong association between self-centered motivations
and behavioral intentions is justified by the fact that local
food meets health and safety requirements (Birch ef al.,
2018; Mesic et al., 2020; Meyerding et al., 2019).

The influence of “local support” on purchase intention
was positive and significant (f = 0.111, t-value = 10.233;
P < 0.05). Therefore, H4 was supported. This finding was
in line with Memery et al. (2015) and Arsil et al. (2018).
The construct “environmental awareness” had a positive
influence on purchase intention, but the relation was weak
(B = 0.043, t-value = 1.633; P > 0.05). Therefore, H5 was
not supported. These two variables expressed a “do good”
for the environment and wider community, which trans-
lated into altruistic motivations (what is good for “us”).
The findings of this study showed a weak impact of the

Table 4. Hypothesis testing.

altruistic motivations compared with self-centered ones,
although local support was a significant driver of inten-
tion of purchasing local food. Likewise, Rousseau and
Deschacht (2020) analyzed online search behavior in the
European Union and found that the COVID-19 crisis did
not affect public awareness of environmental issues. Birch
et al. (2018) also reported a stronger impact of self-cen-
teredness than of altruism in the context of local food
consumption. However, Severo et al. (2020) conducted a
study in Portugal and Brazil and found that the pandemic
was instrumental in people’s behavioral change, increas-
ing environmental awareness and sense of social responsi-
bility. These results are summarized in Table 4.

Test of the moderating role of local food availability

The moderating role of food availability (Table 5) was
significant for the relationships between intrinsic quality
and purchase intention, health consciousness and pur-
chase intention, and proximity to the production and
purchase intention. However, it was weak in the rela-
tionship between local support and purchase intention,
and environmental awareness and purchase intention.
These results show that regardless of food availability, the

Table 5. Hypothesis testing.

Path p-values t-statistics Relationship Path p-values t-statistics  Relationship
H1 IQ — PI 0.428 17.334* Supported Héa 1Q*AV — PI 0.223 6.333* Supported
H2 HC — PI 0.449 22.267* Supported Héb HC*AV — Pl 0.154 3.667* Supported
H3 PP — PI 0.388 24.584* Supported Héc PP*AV - PI 0.111 11.628* Supported
H4 LS - PI 0.111 10.233* Supported Héd LS*AV - Pl 0.033 1.333 Not supported
H5 EA — PI 0.043 1.633 Not supported Hée EA*AV—PI 0.004 1.066 Not supported

Note: “P < 0.01. 'P < 0.05, IQ: Intrinsic quality; HC: Health
consciousness, PP: Proximity of process, LS: Local support,
EA: Environmental awareness, PI: Purchase intention.

Note: **P < 0.01. *P < 0.05; IQ: Intrinsic quality; HC: Health
consciousness, PP: Proximity of process, LS: Local support, EA:
Environmental awareness, PI: Purchase intention, AV: Availability.
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consumer was more self-centered than altruistic during
the COVID-19 pandemic. In other words, the consumer
intent to purchase local food is mainly due to its good
quality and health benefits, irrespective of its availability.
These results are in line with Toukabri and Ghali-Zinoubi
(2020).

Conclusion, Implications, and Limitations

The findings indicate that, during the COVID-19 pan-
demic, health consciousness is the highest motive for
consuming locally. Intrinsic quality and proximity to the
production chain are also significant drivers of local food
consumption. However, local support and environmental
awareness have little impact on the intention to purchase
local food. Food availability plays an important moder-
ating role in three relationships (health consciousness/
purchase intention, intrinsic quality/purchase intention,
and proximity to the production/purchase intention).
Many people have become more concerned with what
they eat and from where they purchase their food. These
findings also have several theoretical and managerial
implications.

Theoretical implications

This study enhanced the theoretical background of local
and healthy food. First, several studies have argued that
local food consumption is more important than ever,
during the COVID-19 pandemic (Ben Hassen et al.,
2021b; Cranfield, 2020; Duda-Chodak et al., 2020; Naja
and Hamadeh, 2020; Rizou et al., 2020). Other stud-
ies have argued that this growth is because local food
is safe, healthy, and accessible (Aprile et al., 2016; Arsil
et al., 2018; Meyerding et al., 2019; Ozturk and Akoglu,
2020). However, this study tested more predictors of
local food consumption, such as proximity to the pro-
duction and local support. Then, it may be considered
among the first to test these predictors in the context
of the COVID-19 pandemic. Second, this paper exam-
ined the impact of both self-centered and altruistic
motivators on the intention to purchase local food.
The findings showed that self-centered motivations are
important drivers for local food consumption while
the effect of altruistic motivations is still too weak. The
study was developed in the context of a developing
country (Tunisia), where environmental consciousness
is still in its early stage (Ghali-Zinoubi, 2021). These
findings are in contrast to those of several other stud-
ies which were conducted in developed countries and
argued that both motivators are important (Rousseau
and Deschacht, 2020; Skallerud and Wien, 2019). Third,
this study is among the few studies that examine the
moderating role of food availability on consumers’

Local food consumption

purchase intention during the COVID-19 pandemic.
The findings indicated that the pandemic strengthened
the relationships between self-centered motivations
and purchase intention. However, it was not significant
for altruistic relationships. This means that during the
COVID-19 pandemic, local food, if available, is mainly
purchased for health protection, accessibility, and its
high quality.

Managerial implications

The findings of this study showed that during the coro-
navirus pandemic, consumers purchased local food
because of its superior intrinsic quality, health benefits,
and accessibility. Practitioners would be wise to focus
their marketing campaigns considering these features to
boost the consumption of their products during, as well
as after, the pandemic. Appropriate packaging, effective
labeling strategies, and coherent branding promoting
these benefits of local foods should be implemented
to attract customers and increase their local food con-
sumption. Moreover, advertising should highlight
known features, such as superior intrinsic quality, sup-
porting local food, and healthy ingredients. Marketers of
local food should communicate slogans such as “proudly
eating local food” or “tastier, healthier, more nutritious
and safer food” Local retailers may also extend their
support to local producers by providing details pertain-
ing to the local source of produce and enhancing the
transparency of their supply chain. Moreover, local food
producers and the wider community can act as a unique
platform to improve sales of existing food products and
invent new products both during and after the current
health crisis.

Governments should also play an active role to make
local food more available by supporting local farmers
with the required infrastructure, providing seeds and
other financial aids. Furthermore, a suitable program
should be added to local curricula to educate the next
generation of consumers about the importance of local
products. Local support has been found to have a sig-
nificant impact on consumer intention to purchase local
food. Several scholars have argued that COVID-19 has
disrupted and changed consumer habits, lifestyles, and
long-term behaviors (Naja and Hamadeh, 2020; Picha
et al., 2017; Pressman et al., 2020; Qi et al., 2020). The
pandemic brought the community closer together and
highlighted the need to address social inequalities.
Marketers should emphasize the importance of sup-
porting local businesses and the wider community while
building branding messages and communication strat-
egies that focus on the attributes we presented. Such
messages should inform and educate the public about
the economic, environmental, and social benefits to be
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gained by purchasing local food. Because local food is
considered a facet of local tradition, its consumption
can be encouraged through traditional, cultural, and
religious events. Environmental consciousness has been
found to have a weak association with the intention to
purchase local food. Marketers should build aggressive
awareness campaigns to enhance the interest of eco-
friendly consumers in local foods. These steps would
increase local food consumption during and after the
pandemic.

Limitations and future research directions

This paper fills the gap in the literature regarding the moti-
vation for local food consumption during the COVID-19
pandemic, particularly in a developing market. However,
some limitations should be underlined to guide future stud-
ies. First, data were collected through convenience sam-
pling. This method is speedy, easy, and low cost; however, it
hinders generalizability and replicability of results. Second,
this study was developed in a single country. Cross-cultural
studies would increase the inclusiveness of the research.
Third, in this study, the motivations for purchasing local
food were limited to five. However, several other motiva-
tions can be studied, such as short supply chains, local
identities, ethical identities, past uses, and interest in trace-
ability. Fourth, in this study, the focus was on the main
drivers of local food purchase intention while the barriers
were not studied. Future research should examine barriers
that could inhibit consumers from purchasing local food,
including high price, availability, and diversity.

Finally, the COVID-19 issue has taught us that individ-
ual action yields benefits that are multiplied when imple-
mented on a global scale. We can master the crisis and
flatten the curve of its progression if we work together.
The influence of human behavior on personal and public
well-being, including health protection, environmental
preservation, and local support, has been highlighted by
the COVID-19 pandemic. Humans must focus on being
altruistic rather than self-centered to have a beneficial
impact on those areas.
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