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Abstract  
The world changed drastically when the Covid-19 pandemic broke out in late 2019. 
When countries decided to face the pandemic in different ways, borders closed, and 
global trading had to quickly adjust to the new circumstances for both supply and 
demand. This thesis explored how the Covid-19 pandemic has changed consumers' 
attitude towards locally produced food. The sub-purpose was to understand how 
consumers define the term locally produced. To understand current research a 
literature review was conducted, summarized and presented. Further, a conceptual 
model based on previous research was created to fit our study. Through a qualitative 
approach, empirical material was collected by interviews and then analyzed with 
the help of the conceptual model. Findings resulted in three main insights regarding 
consumers’ attitude towards locally produced food and their perception of the 
words local and locally produced. Firstly, consumers had good knowledge about 
locally produced food before the Covid-19 pandemic started. Few changes in 
behavior and attitude were seen, but there was an increase in awareness for social 
impacts. Secondly, consumers purchased locally produced food because of feelings 
connected to helping behavior in the form of empathic and social concerns due to 
the Covid-19 pandemic. Lastly, consumers perceptions about what is locally 
produced food varied and is hard to define. This thesis contributed with both 
supporting and new insights regarding consumer behavior and locally produced 
food in the context of the Covid-19 pandemic. 
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1.Introduction 
In the following chapter background, problematization, purpose and research 

question are presented. The first part gives an overview of the background and 

current situation of the Covid-19 pandemic and food industry. Secondly, 

problematization presents the research gap and explains the relevance of the topic. 

Lastly, the purpose of this study and research question are explained.  

1.1 Background 
From the silk road in China to the GATT agreement and then the birth of WTO, 

world trading has existed for centuries (World Trade Organizations, 2021). As the 

world globalized, food supply chains became global as well, stretching the supply 

and demand across borders (Chiffoleau & Dourian, 2020). Trading across borders 

has opened up the possibility for nations to utilize and benefit economically when 

exploiting their competitive advantage against each other in producing goods 

(Wiedmann & Lenzen, 2018). Competitive advantage makes import and export a 

big part of the global trading system, and a necessity for many countries and 

economies around the world (Chiffoleau & Dourian, 2020). 2019 was a record-

breaking year when it comes to agricultural food trading in the EU with an export 

value of €151,2 and imports of €119,3 billion bringing the total trade value to 

€270,5 billion (European Commission, 2020). The world’s import and export has 

grown bigger as the global trading systems evolved; the question that has been 

raised is if shorter is not better when it comes to food productions (Chiffoleau & 

Dourian, 2020). 

 

At the end of 2019, a virus spreading in China rapidly became news all over the 

world. Today the virus is known as Covid-19 1  and has turned into a global 

 
1 Further on in this thesis the Covid-19 pandemic will be referred to as both the pandemic, and the Covid-19 

pandemic.  
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pandemic (Folkhälsomyndigheterna, 2021) which has had devastating effects 

socially and economically, impacting all parts of society. After one year with the 

Covid-19 pandemic, there are still no guaranteed or reliable predictions of when it 

will be over, or what the long-term consequences will be (Hobbs, 2020; Koch et al., 

2020; Laato et al. 2020; Pantano et al., 2020; Sheth et al., 2020). The virus 

originated from animals and caused respiratory problems for humans, that in many 

cases lead to sickness and death (Ali & Alharbi, 2020). At the beginning of March 

2021 more than two and a half million people around the world had died due to the 

virus since it appeared in 2019. As the Covid-19 pandemic spread and became 

worse, countries started to close their borders and, in many cases, entire societies 

were shut down as leaders and politicians demanded lockdown and strict quarantine 

rules for the general public (World Health Organization, 2021).  

 

As a response to the closing borders and societies, rapid changes occurred in the 

supply and demand of food. Hobbs (2020) implied that much of the attention during 

the Covid-19 pandemic has focused on how resilient food supply chains were in 

times of crisis. According to the European Commission (2020), agricultural food 

trade managed to grow despite the Covid-19 pandemic, but the supply and demand 

pattern changed for many regions depending on how the Covid-19 pandemic had 

affected the country. Hobbs (2020) found that both suppliers and buyers have had 

to adjust quickly to the new reality. 

 

According to Hobbs (2020) and Laato et al. (2020), consumers demand changed 

rapidly, and people started hoarding certain groceries due to stricter lockdowns and 

leaving store shelves empty. Accordingly, suppliers had to adjust to the consumers 

new buying patterns and higher demand for certain products. This led to suppliers 

struggling with labor shortages (due to sickness) and had to rethink the 

transportation process in order to provide certain groceries (Hobbs, 2020; Koch et 

al., 2020; Laato et al., 2020). Bogomolova et al. (2018), implied that local value 

chains, supermarket outlets and regional supplier’s transportation processes could 
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be strengthened in the future due to the fact that there is an interest in the 

development of the transportation processes among producers, distributors and 

retailers. According to Bogomolova et al. (2018), greater access to local food at 

competitive prices may increase health and achieve socio-economic benefits across 

a larger proportion of the population who use supermarkets as their source of 

groceries. Therefore, greater access offers significant positive outcomes at micro 

and macroeconomic levels, due to competition between producers, distributors and 

retailers (Bogomolova, et al. 2018). 

 

The Covid-19 pandemic is just the latest of incidents that has led consumers towards 

being more conscious of their food (Cranfield, 2020). Earlier events that have had 

similar effects are the mad cow disease (Folkhälsomyndigheterna, 2019) and the 

horse meat scandal 2013 (SVT News, 2017). The consumption of local food has 

since the early 2000s been one of the fastest growing trends in the world 

(Papaoikonomou & Ginieis, 2017) and the interest has rapidly increased towards 

locally produced food (Bentsen & Pedersen, 2020). According to Feldmann and 

Hamm (2015), the reasons why consumers choose locally produced food and their 

attitude towards it vary. Some consumers believe it is a healthier choice than 

imported food. Others have an environmental perspective and want to keep imports 

to a minimum and climate friendly (Cranefield, 2020). However, the rising demand 

for locally produced food is not only related to the Covid-19 pandemic as the trend 

began earlier than that (Cranefield, 2020; Hobbs, 2020).  

 

According to Papaoikonomou and Ginieis (2017), the interest for locally produced 

food started to grow around the year 2000, with consumers requesting greater 

transparency from the companies and questioning all aspects of the production 

process. This movement has increased since then and companies and producers 

have had to adjust to the new consumer demand (Papaoikonomou & Ginieis, 2017). 

The food production industry comes with job opportunities and impacts the 

economy, by keeping it local officials can stimulate and strengthen the local job 
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market and the economy making it profitable for a larger number of people 

(Feldmann & Hamm, 2015).  

1.2 Problematization 
The growing trend of locally produced food has led to research interest in 

understanding the increased demand from consumers and their buying behavior 

(Zepeda & Leviten, 2004). Hempel and Hamm (2016) analyzed the cognitive and 

affective processes within consumers’ minds to better understand their purchasing 

behavior. The results revealed that consumers prefer locally produced products over 

organic foods (Hempel & Hamm, 2016). Stanton et al. (2018) did a conjoint 

analysis of three local products to understand how consumers' preferences for local 

food tend to be. Staton et al. (2018) results imply that local foods were more 

important than organic ones for all three product groups since consumers perceived 

locally produced as of a better quality and more price worthy. The results also 

implied that in a purchase decision other category-specific characteristic for the 

three products were more important than the fact that they were locally produced.  

 

Skallerud and Wien (2019) analyzed helping behavior in relation to the purchase of 

local foods. The results in their study revealed that helping behavior is an important 

predictor of local food preferences, but the strength of the impact on outcomes 

varies. Bogomolova et al. (2018) focused on demographic characteristics in relation 

to the purchase of local versus Global Value Chains (GVC). They found that there 

are several reasons such as age, gender, education and geographical location that 

determine why demographic variables are associated with the purchase of local 

food. Additionally, they imply that from the retailers and producers perspectives, it 

is fundamental to understand the intended market to have a successful business. 

This research is important as it can help producers, distributors, and retailers 

understand a change in the food market (Bogomolova et al., 2018). 
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Hobbs (2020) argued that in the past two decades consumers have taken on an 

increased social commitment and a greater interest in how food products are made, 

what impact the products have on the environment and social factors, like labor and 

fair trade. Bentsen and Pedersen (2020) agreed and emphasized that there is an 

increasing number of food consumers that want to know where their food comes 

from and its climate footprint. They found that when consumers have the possibility 

to choose their food products freely, there tends to be a minor favorable selection 

towards locally grown products (Bentsen & Pedersen, 2020). However, according 

to Zepeda and Deal (2009) the purchase-making decision varies depending on what 

type of product the consumer intends to buy.  

 

Zepeda and Deal (2009) argued that consumers’ buying behavior in relation to 

locally produced foods were driven by values, beliefs, and norms created through 

the consumer experiences. Feldmann and Hamm (2015) implied that the most 

common reasons why consumers purchased locally produced food was related to 

product quality, personal health, care for the environment, food safety, and support 

of the local economy. Skallerud and Wien (2019) agreed, and additionally pointed 

out that consumers feel sympathy in terms of helping behavior, which research has 

to take into consideration when analyzing consumers’ purchasing behavior towards 

locally produced foods. In the context of local foods, Feldmann and Hamm (2015) 

concluded that the major gap between attitudes and behavior was still a problem 

when analyzing consumers behavior. They implied that attitudes determine 

consumers' intentions to buy local foods, but these intentions might deviate from 

their actual purchasing behavior due to the fact that attitudes do not always 

transform into behavior. In addition, they said that their modified model (modified 

alphabet theory) was proven to minimize the gap between attitudes and behavior, 

as the interactions between the elements are unique for the model as it explains 

consumers' purchase decisions thoroughly.  
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Chiffoleau and Dourian (2020) argued that previous studies framing consumer 

demand and the decision-making process do not take the Covid-19 pandemic and 

its consequences into consideration. They implied that there has been no equivalent 

pandemic or event within a reasonable timeframe that has had such an impact on 

the current research and phenomenon. Cranefield (2020) sympathized and pointed 

out that research connected to the understanding of consumer behavior in relation 

to the Covid-19 pandemic is lacking. Hobbs (2020) claimed that the changes in 

supply and demand are clearly linked to the Covid-19 pandemic, which implicates 

its relevance for this thesis.  

 

According to Cranfield (2020), the Covid-19 pandemic has made consumers more 

aware of what they buy and where products originate from. The interest in local 

foods was a well-established consumer trend since before the Covid-19 pandemic. 

Research has shown that for various motivations and reasons, people buy local 

products, such as social, environmental, economic, and health benefits (Cranfield, 

2020). According to Hobbs (2020), consumers awareness has increased during the 

Covid-19 pandemic as supply chains in terms of import and export have been 

unreliable. In addition to the effects of demand-side shocks and different supply-

side disruptions, long-lasting effects such as growth in the online grocery sector and 

consumers prioritizing local food supply chains could be predicted (Hobbs, 2020).  

 

Bogomolova et al. (2018) argued that the literature lacks a general definition for the 

term locally produced food. Neither is there a general measurement or distance for 

the term local. Despite the lack of general definition of the terms, there are common 

associations to them, for example, that it is produced within the region or province, 

fresh and unprocessed products and so on (Arsil et al., 2018). However, 

Papaoikonomou and Ginieis (2017) emphasized that food should be purchased as 

close to home as possible. Since there is no general definition regarding locally 

produced food or the word local, consumers and producers have different 

perceptions of the terms and their meaning (Feldmann & Hamm, 2015).  



 13 (89) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

1.3 Research purpose 
The purpose of this study is to explore how the Covid-19 pandemic has affected 

consumers' attitude towards locally produced food. The sub-purpose is to 

understand how consumers define the term locally produced. The study is made 

from a consumer perspective.  

1.4 Research question 
How has the corona pandemic changed consumer attitude towards locally produced 

food? 

1.5 Research outline 
 

Figure 1  
Research outline 
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2.Theoretical framework 
In the following chapter the theoretical framework and literature for this thesis will 

be presented. Since the purpose of this thesis is to explore consumer behavior, the 

following sections discuss consumer behavior and two additional theories that will 

help understand this study. The chapter ends with our conceptual model.  

2.1 Literature review  
In this part a summarized overview of the literature is presented in the table below. 

Previous research is summarized and divided in columns to create a simplified 

overview and understanding for the literature and our research. The table is read 

from left to right, one row at the time. The first column presents the area of the 

literature. The second column shows theories for the area, if any, that will be used 

in this thesis. The third column has a short description of what the literature says, 

and the last column shows a sample of which literature that belongs to the area. 

 

Tabell 1  
Literature overview chart 

Area  Theory Description Author 

 
Covid-19 pandemic 

  
How the Covid-19 
pandemic has affected the 
food industry¨ 
 

 
Cranfield (2020), 
Hobbs (2020), 
Chiffoleau & 
Dourian (2020) 
 

Locally produced 
food 

 How the term locally 
produced is defined and 
common associations. 
 

Bentsen & 
Pedersen (2020), 
Memery et al. 
(2015). 
 

  Production chains, 
development and process. 

Bogomolova et al. 
(2018), Hobbs 
(2020), Chiffoleau 
& Dourian (2020) 
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Consumer behavior Alphabet theory Explaining consumption 
behavior for locally 
produced food.   
 

Zepeda & Deal 
(2009), Feldmann, 
& Hamm (2015) 

 Buying behavior Preferences for locally 
produced food and 
important attributes. 
 

Stranton et al. 
(2018), Hempel & 
Hamm (2016) 

 Helping behavior Local food buying 
behavior through the lens 
of prosocial helping 
behavior. 
 

Skallerud & Wien 
(2019), Goodman 
(2004), Granzin & 
Olsen (1998), 

 

The literature review provides insights about previous research done within the area, 

and where there is a lack of research. Through the literature review two theories 

were chosen, one quantitative and the other qualitative. The theories are emerged 

and combined to create the conceptual model for this thesis, which will then 

compliment the consumer behavior research when analyzing the empirical material.  

2.2 Consumer behavior 
The view on consumer behavior has changed throughout history and tends to be 

affected by the surrounding environment and external events (Berg, 2017; Birch et 

al., 2018; Bray, 2013; Giampietri et al., 2018; Memery et al., 2015). External events 

such as the surrounding environment influence consumers’ minds, thus, it plays a 

part in consumers' purchase making decisions (Birch et al., 2018). Internal and 

external factors affect consumers' decision-making process towards the purchase of 

products (Bray, 2013). According to Feldmann and Hamm (2015) the common 

factors between new and modified models and theories regarding local foods are 

that existing knowledge, values, beliefs, and norms have an individual and 

collective impact on consumer attitude. Feldmann and Hamm (2015) found that 

consumers' attitude is directly and indirectly influencing a unique behavior within 

consumers as these factors interact with the formation of attitudes, which results in 

unique behavioral outcomes. 
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Structural models of consumer behavior can be helpful to conceptualize purchase 

decisions by including unobservable internal processes (Hempel & Hamm, 2016). 

The internal processes focus on cognition and activation which are typical traits of 

neo-behavioristic models compared to behavioristic models (Lee & Yun, 2015). 

The activation process is linked to emotions that the consumer feels about a certain 

product, while the cognition process is associated with existing knowledge and 

beliefs (Hempel & Hamm, 2016). They found that both of the processes affect the 

formation of attitudes, which in turn influence consumers' buying behavior. Thus, 

consumer behavior explains and describes both unobservable internal and 

observable external processes in the purchase-making decision (Hempel & Hamm, 

2016). 

 

According to Zepeda and Deal (2009), a part of consumers behavior is explained 

by health and diet motives. They argued that behavior is driven by a trade-off of a 

perceived threat of diseases and the believed benefits minus diverse barriers and 

costs are a part of the purchase decision. The trade-off is influenced by several 

events such as all kinds of media (Zepeda & Deal, 2009). The results implied that 

beliefs, values and norms heavily influence consumers' attitudes towards the 

purchase of locally produced foods. According to their study, consumer behavior is 

driven by both internal and external events (Zepeda & Deal, 2009).  

 

In Skallerud and Wiens (2019) study, helping behavior was found to be a strong 

determinant of why consumers choose to buy locally produced foods. They implied 

that social and empathic concerns influence consumers' attitude and preferences 

towards local food. Helping behavior should be taken into consideration when 

analyzing consumers' behavior towards local foods. According to Cranefield (2020) 

motivations for purchasing local foods extend beyond personal health concerns and 

can be viewed as a subset of environmental concerns. This reinforced Skallerud and 

Wien’s (2019) study as they analyzed helping behavior as a driver towards the 

purchase of local foods. The helping behavior model developed by Skallerud and 
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Wien (2019) is further presented and explained in the next chapter as it is a central 

model and theory for this thesis.  

2.3 Helping behavior  
Skallerud and Wien (2019) examined local food buying behavior through prosocial 

helping behavior theory. Health concerns, environmental protection, animal welfare 

and support of the local economy were common variables to why consumers chose 

to buy local foods linked to consumers' feelings of helping behavior (Skallerud & 

Wien, 2019). Their study tested a conceptual model consisting of four socio-

psychological traits as drivers of preferences for local food (Skallerud & Wien, 

2019). The four socio-psychological variables in Skallerud and Wien’s (2019) 

model were empathic concern, local patriotism, social concern for local food 

producers, and similarity with these producers (see figure 2).  

 
Figure 2  
Helping behavior model 

 
Note: Helping behavior model according to Skallerud and Wien (2019)  

 

According to Goodman (2004) empathic concern is the ability to understand and 

distinguish the emotional feelings of others by going through the feelings of another 

individual within oneself. Goodman’s (2004) previous research argued that local 

food producers face barriers and are threatened by food imports and national food 

producers. National food producers are bigger companies within a country that 

produce and distribute products throughout the nation, and therefore they threaten 
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the local food producers (Goodman, 2004). He argued that local food consumers 

are potential helpers where they choose to buy local foods in order to support the 

local economy due to some form of helping behavior. According to Tangney et al. 

(2007) empathic concern among people increases when an individual feels 

connected and similar to the recipient and can correlate to their problems. In 

Skallerud and Wien's (2019) model, empathic concern was presented as consumers' 

awareness and ability to understand the situation of threatened local food producers, 

which is supported by Tangey et al. (2007) and Goodman’s (2004) studies.  

 

According to Granzin and Olsen (1998), local patriotism is connected with people’s 

attachment and sense of pride to one's own country, the desire to live there and the 

willingness to make sacrifices for it and its people. Previous research done by 

Memery et al. (2015) found that local support in terms of developing and 

strengthening the local economy was a more important motive for purchasing local 

foods rather than product quality. Skallerud and Wien (2019) implied that local 

patriotism can be understood as a belief that buying local foods will help to protect 

the local economy and contribute to its development, which is supported by 

Memery et al. (2015) study. In Skallerud and Wien’s (2019) model, local patriotism 

was adopted to a narrowed construct that implied that consumers express love for 

their own local community. Local patriotism was adapted to consumers' attachment 

to the local community and the allegiance to the people within the local community 

(Skallerud and Wien 2019).  

 

Olsen et al. (1993) implied that social concern is linked to a person’s assessment 

that implies a cognitive interest in caring for other individuals in society. They 

further recon that it is characterized by people’s desire to help others when 

individuals of the society experience some kind of trouble (Olsen et al. 1993). Clary 

et al.’s (1998) previous study showed that social concern for others in a broader 

sense often explains moral choices in helping situations. In Skallerud and Wien's 

(2019) model, consumers that show social concern for locally produced food (by 
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buying and or consuming these products) are more likely to help the local food 

producers). 

 

In Olsen et al. ‘s (1993) research, the results implied that people favor the 

individuals in their own local community over others in almost every similarity–

difference dimension. Skallerud and Wien (2019) tested in their study if consumers 

would favor the local food producers over GVCs as it is very hard for consumers to 

feel a connection to these big companies. Consequently, there were implications 

that if local food producers have an emotionally appealing point, it is possible that 

consumers will try to build a relationship with these producers. Successively, this 

would strengthen the emotional relation to the local food producers and consumers 

might feel more similar to their situation (Skallerud & Wien, 2019). The perceived 

similarity in Skallerud and Wien’s (2019) model, therefore, reflects a perceived 

likeness to the threatened local food producers as they compete with GVCs. Thus, 

consumers should purchase local food because they feel similarity with the local 

food producers, which should result in a greater attitude towards eating local foods 

(Skallerud & Wien, 2019).  

 

Skallerud and Wien (2019) tested six hypotheses in their study of which five of 

them were supported by their empirical data. The result revealed that all the 

variables except similarity had a significant influence on consumers' attitudes and 

preferences towards local foods. They concluded that to further understand why 

consumers' preferences and attitudes increased for locally produced foods, helping 

behavior has to be taken into consideration as a part of the consumers' purchase 

decision (Skallerud & Wien, 2019). 

 

This thesis argues that the helping behavior model on its own might not explain the 

comprehensive picture in the decision-making process that is needed to answer the 

research question. The helping behavior model provides aspects related to 

consumers helping behavior in relation to the preferences and attitudes towards the 
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purchase of local foods. To complement the helping behavior model, the alphabet 

theory developed by Zepeda and Deal (2009) was integrated within this thesis 

conceptual model. This in order to determine if consumers’ awareness towards 

locally produced food has increased during the Covid-19 pandemic. The alphabet 

theory explains consumers' purchase decisions towards local foods thoroughly and 

is further explained in the next chapter since it is a central model for this thesis.  

2.4 Alphabet theory 
The alphabet theory is a model and theory based on four variables and two 

environmentally significant behavior models, Value-Belief-Norm theory (VBN) 

and the Attitude-Behavior-Context theory (ABC) (Zepeda & Deal, 2009). In 

addition to these two models, knowledge, information seeking, habits and 

demographics, are merged within the model to understand why consumers purchase 

organic and local foods (Zepeda & Deal, 2009).  

 

The VBN theory developed by Stern et al. (1999), was created by combining the 

Value Theory, the New Ecological Paradigm, and Norm-Activation Theory which 

all are used in order to understand environmentally significant behavior. Stern et al. 

(1999) found that the combination of these theories resulted in a more 

comprehensive theory which contributed to explaining environmentally behavior 

more carefully than previous models. This model is an environmentally significant 

behavior model that explains how values influence pro-environmental behavior via 

pro-environmental beliefs and personal norms (Feldmann & Hamm, 2015). The 

VBN theory also includes altruistic considerations such as generosity as measures 

of predicting pro-environmental behavior. In addition, Feldmann and Hamm (2015) 

implied that the VBN model can be used to explain how attitudes are formulated. 

 

The other theory, ABC was developed by Guagnano et al. (1995) and is grounded 

on a standard means-end approach. This means that consumers act according to the 

psychological and functional gain that they expect from a given behavior. 
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According to Guagnano et al. (1995), behavior is a form of function of the organism 

and its surrounding environment, where the organism reflects the consumer. 

Guagnano et al. (1995) argued that behavior is an interactive product of personal 

domain attitude variables and contextual factors. Attitude variables are connected 

to a variety of personal beliefs, values, norms, and certain acts, which all influence 

behavior (Feldmann & Hamm, 2015). Zepeda & Deal (2009) implied that the ABC 

theory provides researchers insights into how attitudes can transform into behavior. 

The main reason why the ABC model is a part of the alphabet theory is because of 

the context factor, which refers to external influences on food purchases. Important 

to highlight is that the ABC theory is not the same as the alphabet theory, although 

the ABC theory plays an essential part in the alphabet theory as it explains the 

context variables in the alphabet model (Zepeda & Deal, 2009).  

 

Zepeda and Deal (2009) implied that contextual elements include physical 

capabilities and constraints, monetary incentives and costs, social norms, and 

institutional and legal factors, which all relate to the contextual factors in the 

alphabet theory. The context factor in the alphabet theory is also influenced by 

demographic factors (e.g., mid-aged people do often have better purchasing power 

as their monetary incentives are of a higher degree compared to younger individuals) 

(Feldmann & Hamm, 2015). Further the different variables in the alphabet theory 

are explained as it is important to understand all the aspects of each element in order 

to understand consumers' purchase decision towards locally produced foods 

(Feldmann & Hamm, 2015). 

 

The variables knowledge, information seeking, habits, and demographics increase 

the predictive power of the alphabet model as they interact with the formation of 

attitudes, which indirectly and directly affects behavior (Zepeda & Deal, 2009). 

Demographics as age, gender, education, monetary aspects and geographic location 

impact the formation of attitudes (Zepeda & Deal, 2009). These factors are 

important to understand when analyzing what type of consumers that purchase 
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locally produced foods, which is supported by former research (Arsil et al. 2018; 

Feldmann & Hamm, 2015; Hempel & Hamm, 2016). Zepeda and Deal (2009) 

implied that the factors education and monetary aspects play a big role in the 

decision-making process towards local foods and is one of the reasons why 

demographics are merged within their model. However, local food unlike other 

alternative produced foods is not perceived as more expensive (Feldmann & Hamm, 

2015). In turn, Zepeda and Deal (2009) found that demographic variables do 

influence consumers to further search and seek information about local foods, 

which is the second reason why demographics were integrated within their model.  

 

According to Zepeda and Deal (2009) information seeking influences knowledge as 

more awareness and information about products strengthens already existing 

knowledge, but also generates further new information. A higher degree of 

knowledge among consumers as a result of information seeking, in turn affects 

attitudes and could therefore prevent or support further information seeking. The 

relationship between the two variables also goes the other way around (reversed). 

Information seeking also impacts attitudes as further knowledge about locally 

produced foods could reinforce attitudes and preferences towards local foods. 

Additionally, Zepeda and Deal (2009) found that consumers who actively search 

for more information about local foods have a stronger chance of developing 

stronger attitudes towards these products, which in turn could foster behavior and 

develop habits. This means that attitudes again influence information seeking and 

the chain reaction between the three factors is repeated, and so it goes on as local 

consumers tend to seek more information and knowledge all the time (Zepeda & 

Deal, 2009).  

 

In Zepeda and Deal’s (2009) model the context factor was defined as constraints or 

incentives. The context factor in the alphabet theory serves as a mediator between 

attitudes and behavior (Feldmann & Hamm, 2015), but can also reinforce the 

formation between them (Sirieix et al., 2013). The context factor includes barriers 
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to purchase food such as complexity, price, availability, and inconvenience, which 

established that contextual factors could have a bigger effect on the formation of 

behavior rather than attitudes (Zepeda and Deal, 2009). Feldmann and Hamm (2015) 

implied that if the context factor was facilitating or neutral (e.g. local food is 

available and easy to identify), attitudes were more in line with behavior.  

 

Additionally, found in their study was that attitudes outperform contextual factors 

when they are strong (e.g., consumers that are extremely committed to local food 

will not stop to buy these products because of moderately higher prices). Contrary, 

contextual factors could outperform attitudes whenever or if they are extremely 

positive or negative (Feldmann & Hamm, 2015). However, positive or negative 

influences contextual factors might have on attitudes, they indirectly influence 

information seeking and knowledge and could therefore weaken or reinforce the 

development of attitudes (Feldmann & Hamm, 2015). In a similar way, Zepeda and 

Deal (2009) implied that demographic factors such as age, gender, education, and 

geographic location influence information seeking and knowledge indirectly via 

attitudes, as they also could have a direct link to information seeking, knowledge, 

and contextual factors (see figure 3). 
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Figure 3  
Alphabet theory model 

 
Note: Alphabet theory model according to Zepeda and Deal (2009) 
 
 

The alphabet theory is proven to be analytic when describing local food 

consumption as it includes different elements and interactions within the model 

compared to other models (Feldmann & Hamm, 2015). The different interactions 

between knowledge, information seeking, habits, demographics, VBN, and ABC 

theory, reveal insights valuable for the understanding of consumers' purchase 

making decisions towards local foods (Zepeda & Deal, 2009). Feldmann and Hamm 

(2015) did a broad literature review with the help of the alphabet theory to examine 

and generate an overview of trends and results in the local food research area. They 

discovered that increased and profound knowledge in food manufacturing 

strengthened already existing values, beliefs, and norms, which affected and 

supported sustainable food buying behavior among consumers. However, 

Feldmann and Hamm (2015) found that even though consumers have a positive 

attitude towards locally produced foods, if not available close to consumers’ homes, 

they will not search nor buy them. In contrast, when available for consumers, there 

is a willingness-to-pay for locally produced food compared to other alternatives 



 25 (89) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

(Feldmann & Hamm, 2015). Hempel and Hamm (2016) agreed and emphasized 

that consumers living in rural areas are less willing-to-pay for alternative foods 

compared to consumers living in urban areas.  

 

Zepeda and Deal’s (2009) alphabet theory describes a comprehensive picture of 

consumers' purchase decision towards locally produced foods compared to the 

helping behavior model. The different elements within the alphabet theory provide 

this thesis with a great foundation for the conceptual model. However, without the 

combination of Skallerud and Wien’s (2019) model, the lack of consumers helping 

behavior in relation to the purchase of locally produced foods would have gone 

unnoticed. The two consumer behavior models explained within this thesis are both 

essential for this study as they in different ways explain consumers purchase 

decisions towards locally produced foods. In the next chapter this thesis’ conceptual 

model is presented and discussed thoroughly. 

2.5 Conceptual model development 
In order to investigate how the Covid-19 pandemic has changed consumer 

awareness towards locally produced food in grocery stores, the helping behavior 

and the alphabet theory model was combined to create this thesis conceptual model. 

The alphabet theory explains how consumers purchase decisions and preferences 

towards locally produced foods tend to be, by examining different factors connected 

to the purchase. In this thesis, the alphabet theory provides the bigger picture of 

why consumers purchase locally produced foods because of all the different 

elements within the model. According to Cranefield (2020) and Hobbs (2020), there 

was a change in consumers behavior after the Covid-19 pandemic burst out. This 

thesis therefore aimed to explore what caused this sudden change in consumers’ 

behavior and how this affected consumers' awareness towards locally produced 

foods. Hobbs (2020) implied that one of the long-lasting effects of the Covid-19 

pandemic could be that consumers prioritize locally produced foods. This thesis 

implied that one of the reasons why consumers prioritize locally produced food 
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during the Covid-19 pandemic, could be explained by some form of helping 

behavior. Therefore, Skallerud and Wien’s (2019) helping behavior model was 

modified and implemented within the conceptual model in order to explore if 

consumers purchase local foods because of empathic and social concerns. The 

combination of these two consumer behavior models, results in a more 

comprehensive picture of understanding why consumers purchase locally produced 

foods during the pandemic. 

 

Previous research within the area has generally taken a quantitative approach to 

understand consumers' behavior and their preferences towards locally produced 

foods (Arsil et al., 2018; Bogomolova et al., 2018; Hempel & Hamm, 2016; 

Skallerud & Wien, 2019; Staton et al., 2018). Zepeda and Deal (2009) did a 

qualitative study with the focus on the development of a new theoretical framework 

(alphabet theory) to examine consumers' behavior towards local and organic food. 

The alphabet theory model coheres with this thesis purpose of exploring how 

consumers’ attitude towards locally produced foods has changed during the Covid-

19 pandemic. Hence, their model was created from a qualitative approach and 

developed to explain consumer behaviors towards local foods.  

 

The initial alphabet theory was adopted by excluding habits, the impact it suggested 

between attitudes and behaviors as well as between context and behaviors. The term 

habit explains something that an individual does repeatedly or regularly but does 

not apply to all food purchase situations. Hence, the term habits do not necessarily 

have to mediate between behavior and context. In Feldmann and Hamm's (2015) 

literature review, the influence habits had on local food consumption and purchase 

behavior was not sufficiently explained by the results of former local food research. 

Therefore, in line with Feldmann and Hamm’s (2015) result, habits were excluded 

in this thesis conceptual model. By removing habits from the initial alphabet theory 

model, context can directly translate into behavior (Feldmann & Hamm, 2015). 
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Skallerud and Wien (2019) did a quantitative study to explore if consumers 

purchase locally produced foods in relation to their feelings which is connected to 

some form of helping behavior. The helping behavior model developed by 

Skallerud and Wien (2019) implied that four socio-psychological traits act as 

drivers for increasing preference towards locally produced foods among consumers. 

These socio-psychological variables were empathic concern, local patriotism, 

social concern for local food producers, and similarity with these producers. The 

helping behavior model was tested through six hypotheses where five were 

supported by Skallerud and Wien’s (2019) collected data. These results implied that 

empathic concern, local patriotism, and social concern for local food producers had 

diverse influences on consumers' attitudes and preferences towards locally 

produced foods. In accordance with Skallerud and Wien’s (2019) results, similarity 

with these producers is excluded in this thesis conceptual model since it was not 

supported by their results.  

 

In order for the helping behavior model to be coherent with this thesis research 

purpose, justifications within the model were done. Empathic concerns in this 

dissertations’ conceptual model were interpreted as consumers' awareness and 

ability to understand the situation of threatened local food producers and the local 

economy. This view was based on GVC attempts to mass-produce food products 

with the label locally produced food more cost-effectively compared to short food 

supply chains (SFSC). Local patriotism in this thesis conceptual model was adapted 

to consumers' attachment to the local community and the allegiance to the 

individuals within the local community, as well as to one's nationality. Social 

concern was modified into two aspects, firstly consumers' interest in purchasing 

locally produced foods by supporting the local economy. Secondly, consumers 

belief that locally produced foods are healthier and safer for oneself and the 

environment since they are produced within SFSCs.  
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The adopted alphabet theory model in this thesis conceptual model includes 

knowledge, information seeking, demographics and context factors such as price, 

quality, complexity, availability, and inconvenience. Consumer awareness is 

constructed and interpreted as a part of the formation of attitudes since all the factors 

in the conceptual model influence the formation of attitudes and preferences 

towards locally produced foods. The adjusted helping behavior model in this thesis' 

conceptual model was based on three socio-psychological traits as drivers of 

preferences for local foods, which were empathic concern, social concern, and local 

patriotism. By combining the two adopted consumer behavior models, alphabet 

theory and the helping behavior model, the conceptual model of this thesis was 

created and is presented in (see figure 4).  
 
Figure 4  
Conceptual model 

 
Note: Modified conceptual model based previous theories (Skallerud & Wien, 
2019; Zepeda & Deal, 2009) 
 
 
The demographic factors in the alphabet theory model are connected to control 

variables such as age, gender, education and geographical location (Zepeda & Deal, 

2009). According to (Feldmann & Hamm, 2015), these demographic factors are 
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necessary in the alphabet model because they contribute to explain a part of 

consumers’ purchase decision towards locally produced foods as they influence the 

formation of attitudes. The results in Arsil et al.’s (2018) study agree that 

demographic factors should be considered in the explanation of consumers’ 

purchase decision towards local products and emphasizes that mid-aged women 

purchase most of the locally produced foods. Additionally, Hempel and Hamm 

(2016) sympathize and state that consumers living in urban areas are more likely to 

purchase locally produced foods. This thesis research purpose is to understand how 

consumers’ attitudes have changed for locally produced foods, therefore and in line 

with (Arsil et al., 2018; Feldmann & Hamm, 2015; Hempel & Hamm, 2016) 

demographic factors will be considered in this thesis’ conceptual model. 

 

The next two factors in the conceptual model are knowledge and information 

seeking, which according to Zepeda and Deal (2009) also affect the formation of 

attitudes and consumers’ awareness towards locally produced foods. Information 

seeking affects knowledge and then attitudes which in turn influence information 

seeking back again (Zepeda & Deal, 2009). This means that consumers that actively 

search for more information and gain more knowledge about local foods, develop 

stronger attitudes and awareness towards these products (Feldman & Hamm, 2015). 

These two factors are directly transmitted from Zepeda and Deal’s (2009) study and 

applied in this thesis conceptual model. 

 

The fourth component in this thesis conceptual model was context, which were 

directly transferred from Zepeda and Deal’s (2009) study as well. They implied that 

this factor is connected to the barriers to purchase locally produced food such as 

price, availability, quality and inconvenience (Zepeda & Deal, 2009). According to 

Feldmann and Hamm (2015), the context factor acts as a mediator between attitudes 

and behavior, which implies that positive and/or negative influences have an 

indirect effect on information seeking and knowledge. Contextual factors could 

reinforce or weaken the development of attitudes, preference and awareness 
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towards locally produced foods. In our modified conceptual model, the context 

factor is valuable in order to understand if price, availability and inconvenience 

have been reduced to less important in relation to the Covid-19 pandemic 

(Feldmann & Hamm, 2015).  

The four components mentioned above influence the formation of attitudes 

individually and commonly (Feldmann & Hamm, 2015). In our modified 

conceptual model, these components together develop the consumers attitude, 

preference and awareness concerning purchases towards locally produced foods. 

However, in this thesis we include another factor protruding from Zepeda and 

Deal’s (2009) initial model, which is between the consumers’ attitude and purchase 

behavior in the form of helping behavior. In relation to the Covid-19 pandemic, this 

thesis strived to determine if helping behavior could be a part in consumers’ 

intention to purchase locally produced foods (Zepeda & Deal, 2009). 
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3.Methodology 
The following chapter presents an overview of the research methodology for this 

study. Theoretical- and empirical methods will be presented along with data 

collection and a thorough explanation of how the data were sampled. The chapter 

ends with a discussion about the limitations and credibility of this study.  

3.1 Research design  
The following subchapter introduces the research methodology for this thesis, 

starting with the research approach that presents the design and layout. Further the 

research philosophy explains how the data should be collected, analyzed and used, 

followed by theory in use which discusses how this thesis combined the presented 

theory. 

3.1.1 Research philosophy  
According to Bell et al. (2019), theory and how it is used is fundamental to the way 

research is conducted. In order to understand it, we engage with knowledge known 

as the philosophy of social science. Within social science, three main positions 

explain how humans see the world, interpretivism, realism, and positivism (Bell et 

al., 2019). The first positioning, positivism builds upon the generalization of 

phenomena and reality through observations instead of a subjective deeper 

understanding (Bell et al., 2019). Thus, positivism is not suitable for this study. 

Neither was realism, which focuses on comparing peoples' reality to their 

assumptions and beliefs. The third and last positioning, interpretivism emphasizes 

understanding human behavior rather than just explaining it (Bell et al., 2019). 

According to Denscombe (2018), positivism follows natural science when 

researchers understand the social world, whilst interpretivism builds knowledge 

based on the human experience. This study aimed to achieve a deeper understanding 

of consumers’ behavior through a subjective perspective. Therefore, interpretivism 

was suitable for this thesis since the study is of a qualitative approach and aimed 
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for a deeper knowledge within consumers' purchase behavior towards locally 

produced food. 

3.1.2 Research approach 

Knowledge comes from the collection and analysis of data. Theory is important to 

understand and explain phenomena, no matter the method used (Bell et al., 2019). 

However, in the choice of method and strategy, it is important to consider whether 

it is manageable, ethical, and suitable for the study (Denscombe, 2018). According 

to Bell et al. (2019), there are different ways to combine theory and research. The 

two most common approaches are to conduct research that is either inductive or 

deductive (Bell et al., 2019). They argued that inductive research means that theory 

is developed from collected. Deductive research on the other hand, starts with 

theory and then looks and uses it to analyze observations and findings (Bell et al., 

2019). A third approach, abductive research has been adapted as a mixture of the 

two above. It is used when neither of the two is suitable, or when the theory and 

data have been analyzed both ways. According to Bell et al. (2019) an abductive 

approach often starts with a wonder or conundrum that researchers seek to explain 

and resolve. A wonder or conundrum tends to emerge when researchers encounter 

specific phenomena that existing theories and literature cannot explain enough or 

not at all (Bell et al., 2019). This study takes an abductive approach as it was the 

most suitable for this study, pending back-and-forth between theory and empirical 

data, but also to embrace new findings. 

 

The study aimed to explore how the Covid-19 pandemic has changed consumers' 

attitude towards locally produced food, and how consumers define the terms local 

and locally produced food. Thus, a qualitative approach was suitable. According to 

Denscombe (2018), a qualitative study is preferable when depth is required to 

understand more complex situations. To understand the consumer behavior relevant 

for this research, a deeper understanding of the subject and the collected research 

data was needed. This presents a challenge for our study since one model used is 
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quantitative and needs to be adapted to an explorative qualitative method instead. 

This is further discussed and analyzed in the next chapter, theory in use. 

3.1.3 Theory-in-use  

In this thesis, several quantitative and a few qualitative studies have been presented 

within the area of locally produced foods. All the articles used in this study were 

peer-reviewed and were mainly sourced from the search engines Google Scholar 

and HKR Summon. According to Bell et al. (2019), the use of quantitative data is 

important in the preparation for exploratory and qualitative research. This study 

aimed to provide knowledge and understanding within consumers attitudes towards 

locally produced foods in relation to the Covid-19 pandemic, from a consumers’ 

perspective. This approach implied that empirical data retrieved from quantitative 

studies e.g. (Skallerud & Wien, 2019) must be accurately analyzed and transmitted 

in order for the information to be valid and relevant for this thesis. Bell et al. (2019) 

claimed that a qualitative approach could provide essential information that 

complements empirical findings from quantitative studies which often are of a static 

nature. Further, Bell et al. (2019) implied that these quantitative results may provide 

other researchers within the same research field information concerning the 

selection of participants for interviews. 

 
The conceptual model of this thesis was based on one specific qualitative and one 

quantitative model. The quantitative helping behavior model of Skallerud and Wien 

(2019) implied a challenge in order to understand the quantitative findings that 

often lack the extensive insights that qualitative results provide (Bell et al., 2019). 

Skallerud and Wien (2019) tested hypotheses and different variables and the 

correlation between in order to interpret the validity and reliability of their data. 

The hypotheses, data and results were combined into one factor in our conceptual 

model to further investigate these elements with a qualitative approach. Thus, 

Skallerud and Wien’s (2019) conclusions were used but with a qualitative approach 

to suit this thesis research purpose. According to Denscombe (2018), the 
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combination of one qualitative and one quantitative model does not have to collide 

but could be utilized together if combined correctly and with caution. The 

quantitative data retrieved from Skallerud and Wien’s (2019) study together with 

the qualitative data from Zepeda and Deal’s (2009) study can be used as a 

foundation for the explanation of consumers' attitudes towards locally produced 

foods that qualitative research enables. Bell et al. (2019) argued that qualitative data 

provide the depth and details that are required to fully understand consequences in 

various research phenomena. This statement coheres with the aim of this thesis to 

explore how the Covid-19 pandemic has changed consumers' attitudes towards 

locally produced food through semi-structured in-depth interviews.  

3.2 Data collection  
The following part will present the research method used in this study. This part 

also displays how the data were collected, participant selection and an interview 

guide. 

3.2.1 Research method  

In the research field of consumer behavior in relation to locally produced food, most 

of the research has been with a quantitative approach to understand general 

characteristics of consumers' buying behavior (Feldmann & Hamm, 2015). 

Previous studies 

 

Within previous studies (Arsil et al.,2018; Bogomolova et al., 2018; Feldmann & 

Hamm, 2015; Hempel & Hamm,2016), there are demands of further research within 

consumer behavior and the purchase towards locally produced food, as well as 

external events that influence this behavior.  

 

In addition, previous research such as Hobbs (2020) and Cranefield (2020), stated 

that there was a lack of knowledge within consumer behavior in relation to the 

Covid-19 pandemic. Therefore, the research method to gather empirical data was 
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semi-structured interviews. Interviews are suitable when the research aim is to 

explore and understand complex situations like opinions, attitudes, feelings and 

privileged (Denscombe, 2018). Since the aim of this study was to get a deeper 

understanding of consumers' attitudes, this method was suitable. In semi-structured 

interviews there are a set of general questions which allow the interviewees to 

answer in their way without straying too far away from the purpose of the questions. 

In addition, it provides room for the interviewer to ask follow-up questions to 

responses that seem important for the interview (Bell et al., 2019). Lastly, the semi-

structured interviews were utilized as an instrument to retrieve primary data that 

reflect useful and truthful insights of the participants. 

3.2.2 Participants selection  

The participants in this study were selected through a purposive sampling concept. 

According to Bell et al. (2019), when a researcher does not want randomly picked 

participants a purpose sampling strategy can be used. This means that participants 

are sampled with a purpose in mind, like variety, demographics and or other factors 

(Bell et al., 2019). According to Denscombe (2018), researchers can be influenced 

in their choice of participants when using purpose sampling, however, it is 

beneficial to use purpose sampling when we as researchers already have existing 

knowledge and insights in the research field. Participants in purposive sampling are 

chosen due to the belief that their answers and insights will provide the most 

valuable data for the research purpose (Denscombe, 2018). That this approach is 

suitable in the matter of creating an exploratory selection and it provides the 

opportunity to gather empirical data from participants with the right qualities 

intended for the study. In this study, participants were chosen based on their 

characteristics (sex, age and education), as well as that they had some form of 

existing knowledge within the subject of locally produced food (Denscombe, 

2018).   
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This thesis selected participants that were between the ages 30-40 years old and 

evenly distributed between the sexes. Besides an equal divide between men and 

women, half of the participants had lower education and the other half higher. In 

this thesis, lower education is defined as high school education and below. 

Conversely, higher education is defined as education above high school education. 

According to Denscombe (2018), anonymity can remove pressure of answering a 

certain way and therefore lead to more honest answers. In order to keep the 

animosity for our participants they have been given fictive names.  

 
Tabell 2  
List of participants 

Name Age Civil status Occupation Children Location Education 
level 

Stina 34 Married Working Yes Åhus High 

Eva 31 Single Student No Kristianstad High 

Lina 32 Single  Working No Malmö High 

Sara 40 Married Working Yes Malmö Low 

Nils 34 In relationship Working Yes Ölsjö High 

Peter 33 Married Working Yes Staffanstorp High 

Erik 37 Single  Working No Kristianstad Low 

Sven  40 Married Working Yes Stockholm Low 

 

According to Bell et al. (2019), an advantage of semi-structured interviews is that 

they can provide depth and coverage to the research topic. To take advantage of 

Bell et al. (2019) statement, participants with different gender, education, 

household situation and hometowns were interviewed in order to strengthen the 

reliability and validity of this thesis. Ahrne and Svensson (2015) implied that to get 

a desired representation of the participants, it is essential that the researchers 

consider heterogeneous and homogeneous aspects. For example, Ahrne and 

Svensson (2015) explained that opinions and experiences are two factors that 
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researchers need to evaluate when selecting participants. In Arsil et al.'s (2018) 

study, they found that mid-aged people were more likely to purchase and engage in 

local food. In this thesis, we therefore selected people between the ages of 30-40, 

since they have more life experience than younger people. Additionally, Ahrne and 

Svensson (2015) explained that people are more likely to engage and explain more 

thoroughly when they understand the subject. Hence, the selected participants had 

some former knowledge regarding local foods and had purchased locally produced 

foods before the Covid-19 pandemic burst out.  

3.2.3 Interview guide 

The use of semi-structured interviews allowed us as researchers to ask open 

questions derived from the components of the conceptual model. This technique 

allowed us to ask relevant follow-up questions that were not initially in the 

interview guide. According to Bell et al. (2019), this approach enables participants 

to clarify and develop their statements and beliefs. Additionally, relevant follow-up 

questions can bring new insightful perspectives, which might have gone 

undiscovered if follow-up questions were not allowed and asked. The exploratory 

design of this thesis also strengthens the purpose of the semi-structured interviews 

since it enables in-depth answers and explanations (Bell et al., 2019). Ahrne and 

Svensson (2015) agreed and emphasized that semi-structured interviews empower 

participant’s freedom to formulate and answer questions thoroughly with personal 

experiences. Eight semi-structured interviews were conducted to answer the 

research question of how the Covid-19 pandemic has changed consumers' attitudes 

towards locally produced food. The interviews varied in length, where the shortest 

interview lasted 32 minutes and the longest 38 minutes.  

 

The use of semi-structured interviews provides a very flexible structure and layout 

of the interview guide (Bell et al., 2019). To make sure that the answers were in-

depth and reliable, all participants received the interview guide at least one day in 

advance to prepare themselves. At the start of each interview, we introduced 
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ourselves and the main subject in an attempt to connect with the participants to put 

them in a higher comfort zone. According to Bell et al. (2019) this approach is 

beneficial when conducting semi-structured interviews as the participants tend to 

speak more when they are comfortable.  

 

As with all methods, there are advantages and disadvantages to every type of 

approach. The advantages of preparing the participants with the interview guide 

before the actual interview gives them a chance to prepare and cogitate about the 

questions before actually answering them. This is essential when the study reaches 

for in-depth answers (Bryman & Bell, 2011). The disadvantages when conducting 

interviews digitally is that the interviewers have a hard time to notice body language. 

According to Bryman and Bell (2011), the body language is a part of the non-verbal 

language where participants unconsciously show how they feel about something 

and is vital for a part of the communication. However, during the writing process 

of this study, the Covid-19 pandemic made it difficult and inappropriate to meet the 

participants in person. Therefore, for the safety of all participants and we as 

researchers, zoom meetings were the most suitable way of collecting empirical 

material. Additionally, this approach provided us with the opportunity to notice 

some of the body language. 

 

All the questions in the interviews were based on the different elements in the 

conceptual model, to understand what type of factors lead consumers to purchase 

locally produced foods. Each question had a specific purpose and theme to connect 

the answers to the conceptual model and tie them to the research purpose (see 

Appendix A). Furthermore, most of the questions were somehow connected to the 

Covid-19 pandemic and how the external event influenced the participants’ 

purchase of locally produced foods.  
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3.2.4 Transcriptions  

The transcripts resulted in 76 pages and were thereafter coded into different themes 

and colors in order to simplify the analysis of the findings, which Denscombe (2018) 

agrees with. According to Ahrne and Svensson (2015), it is essential to transcript 

all interviews in order to eliminate risks and interpretation errors in the answers. 

Considering all the participants and we as researchers originated from Sweden, the 

decision to conduct each interview in Swedish was suitable to reduce possible 

communication problems. The approach to conduct all interviews in Swedish made 

it even more important to first transcript into Swedish and then translate to English 

in order to eliminate interpretation errors. Translations, however, made the citations 

more challenging and difficult but were possible through a cautious approach, 

which Ahrne and Svensson (2015) agree with. All the interviews were recorded and 

saved until this thesis was finished to make sure that all important information was 

accessible throughout the writing process (Ahrne & Svensson, 2015).  

3.3 Analysis of empirical data  
Bell et al. (2019) implied that the choice of conducting semi-structured interviews 

implies that the data collected by the researchers tend to contain unstructured 

transcripts that are hard and challenging to make use of. In order for the transcripts 

to be utilized as a tool in the study, each interview and transcript must be 

categorized and coded to make sense and be beneficial for the analysis (Bell et al., 

2019). Denscombe (2018) sympathizes and points out that semi-structured 

interviews are easily understood if the coding has been done carefully of the 

empirical data. In the methodology, there are various ways to analyze empirical 

data and thematic analysis is often used for coding, especially qualitative data (Bell 

et al., 2019). Thematic analysis is described as the identification of diverse criteria 

and themes, where similarities, differences, repetitions and theory-related material 

are included. Furthermore, Bell et al. (2019) argued that similarities and differences 

are expressed as to how a certain subject discussed by the participants differs from 

one to another depending on their experiences. In this thesis, the interviews and 
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transcripts identified both similarities and differences among the participants' 

answers, which could be explained partly by demographic differences between the 

interviews. It could also be explained by the participants' dissimilar experiences and 

surroundings and therefore they might perceive certain topics differently. 

 

According to Bell et al. (2019), repetitions are associated with repetitive topics and 

subjects discussed by the participants in the semi-structured interviews. In this 

thesis, repetitions were found among certain topics such as the context aspects 

where price and inconvenience were recurrent factors concerning the purchase of 

local food. Additionally, the transcripts revealed that the participants' attitudes, 

awareness and behavior have changed in relation to the Covid-19 pandemic. Bell et 

al. (2019) expressed that theory-related material is connected to the usage and 

identification of different scientific concepts as an instrument for developing 

various themes. This thesis used extensive theory-related material due to the fact 

that all the themes developed from the coding derived from the presented 

conceptual model. Each and one of the factors in the conceptual model (see figure 

4) were used as themes for the coding of the transcripts to facilitate the analysis.  

3.4 Validity and trustworthiness  
According to Bell et al. (2019), to reach trustworthiness and validity in a qualitative 

study, credibility, transferability, dependability and confirmability should be 

discussed. Saunders et al. (2012) agree and emphasize that the risk of retrieving 

inaccurate and misleading data is heavily reduced when researchers focus upon 

these criteria. Credibility refers to if the study is made by good practice as well as 

if the findings are societally connected, which implies that researchers have 

illustrated the research problem correctly (Bell et al., 2019). Empirical data from 

eight semi-structured interviews were collected to answer this thesis research 

question of how consumers' attitude has changed towards locally produced food 

during the Covid-19 pandemic. All participants had purchased local food before the 
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Covid-19 pandemic and had some previous knowledge within the area, which 

added credibility to the study. 

 

Transferability refers to how the results of a qualitative study could be applicable 

to alternative contexts and other studies (Bell et al., 2019). According to Bell et al. 

(2019), qualitative research should strive for a wide description, which implies that 

the study should not only be valid in a specific context but can be important for the 

understanding of other social problems as well. This thesis transferability lies 

within the research that surrounds consumers’ attitudes and purchase behavior in 

the context of local food. In addition, the Covid-19 pandemic in relation to 

consumers behavior and attitude towards the purchase of locally produced food 

implies a highly relevant social problem within this thesis.  

  

Dependability explains to what extent a specific study could be replicated by other 

researchers and where the results would be equivalent to that study (Bell et al., 

2019). In other words, other researchers should be able to copy the exact same study 

through the information given in the method and thereby obtain similar findings. 

Consumers behavior and awareness are constantly changing and influenced by 

external events such as the Covid-19 pandemic. However, we believe that there is 

sufficient information provided in the method chapter to be able to replicate this 

study. The results in this thesis are based on interviews with specific demographic 

factors e.g. age, gender and education, which means that the results could differ 

considerably due to the choice of demographic factors in other studies. Additionally, 

the empirical findings are based on consumers' attitudes and awareness in the form 

of values, beliefs and norms related to the purchase of locally produced food in 

relation to the Covid-19 pandemic. Provided that consumer behavior and awareness 

do not undergo any major changes after the pandemic, this study could be replicated 

by other researchers.  
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According to Bell et al. (2019), confirmability is connected to the neutrality in the 

researchers’ findings, which implies that the personal values and beliefs of the 

researchers should not influence the data gathering in any way. It involves 

substantiating that the interpretation of all the collected data from interviews is not 

biased (Bell et al., 2019). In the eight interviews conducted, we as researchers acted 

as moderators to avoid interfering with the participants' answers and thoughts. 

Furthermore, during the transcription and analysis of the interviews, objectivity was 

focused upon to make sure that we did not bias any of the answers. Bell et al. (2019) 

implied that an objective perspective is essential to avoid biased results and 

conclusions, which strengthens the trustworthiness and validity of this thesis. 
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4.Analysis 
The following chapter presents the empirical material and an analysis of it. The 

structure of the analysis will follow the themes: demographics, knowledge, 

information seeking, helping behavior, context, attitude and behavior and 

consumers concerns for the Covid-19 pandemic.  

4.1 Demographics 
According to Zepeda and Deal (2009), demographic factors are connected to 

control factors such as age, gender, education and geographical location. 

Interviewees in the study were between the ages of 30-40 years old, had different 

genders and educational levels. Feldmann and Hamm (2015) argued that 

demographics have an influence on buying behavior and decision making when it 

comes to buying and consuming locally produced food. When asked if they thought 

demographic factors influenced their attitudes and behavior towards locally 

produced food, the interviewees agreed. The citations below are two examples of 

how the interviewees answered.  

______________________________________________ 

“I am very influenced by my education [...]. “(Eva, 31) 
 

 “My education and work have absolutely influenced me to buy locally 
produced food that has a smaller climate footprint and are better for 

the environment.” (Stina, 34) 
______________________________________________ 

Demographic factors do not only influence the purchase decision, but also affect 

the consumer attitudes towards locally produced food (Feldmann & Hamm, 2015). 

Therefore, demographic factors should be taken into consideration when looking at 

consumers buying behavior (Zepeda & Deal, 2009). In the citation below, Erik 

explains how his upbringing as well as living situation and education, has had an 

influence on his awareness and attitude for locally produced food.    
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______________________________________________ 

“I would absolutely say that the living situation and upbringing have 
been a big factor, and then education as well. We have been taught 

how and why to buy locally produced food [...].” (Erik, 37) 
______________________________________________ 

These citations above were just a few examples of how the interviewees tended to 

discuss the demographic factors. Arsil et al. (2018) found that middle aged women 

tend to buy more locally produced food. In this study, the findings indicated 

similarly to what Arsil et al. (2018) implied in their study, that middle aged women 

tend to purchase more locally produced food compared to middle aged men. 

Additionally, according to Hempel and Hamm (2016), consumers living in urban 

areas are more likely to buy locally produced food than other consumers. In contrast, 

Sara explained that if she were to live in a rural area, she would be more likely to 

purchase more locally produced food. 

______________________________________________ 

“Had I lived in the country next to a farm, I would have bought locally 
produced meat and eggs and everything like that [...] but I do not get in a car 
and drive out into the country to buy locally produced meat, it takes its toll in 

some way.” (Sara, 40) 

______________________________________________ 

Even though Sara said she would purchase more locally produced food if she were 

to live in a rural area, she believed that demographic factors influenced her purchase 

decision towards locally produced food. The findings in this study, indicated that 

most consumers believed that their demographic factors affect their purchase 

towards locally produced food. These findings are supported by Zepeda and Deal’s 

(2009) and Feldmann and Hamm’s (2015) results that implied that demographic 

factors should be taken into consideration when looking at consumers’ buying 

behavior towards locally produced food. 



 45 (89) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

4.2 Knowledge 
Zepeda and Deal (2009) implied that knowledge was strongly connected to the 

factor information seeking. From information seeking came a higher degree of 

knowledge which in turn led to greater attitudes and preferences among consumers 

(Zepeda & Deal, 2009). Also, general knowledge about locally produced food such 

as production and breeding processes strengthened consumers' attitudes and 

preferences for the purchase of locally produced food (Feldmann & Hamm, 2015). 

In the interviews, questions about the knowledge factor in relation to locally 

produced food retrieved mixed responses.  

______________________________________________ 

“I feel like Sweden has the opportunities to produce and breed 
animals, and then slaughter under good conditions” (Stina, 34) 

 
“You know that Sweden has better animal husbandry and often better 

regulations compared to other countries.” (Erik, 37) 

______________________________________________ 

 
The statements above indicate that the interviewees had knowledge and 

expectations on locally produced food from Sweden. Stina implied that she had 

good knowledge about the regulations of animal husbandry in Sweden and thought 

conditions for breeding and slaughter were good in comparison to other countries. 

Erik agreed and said that he as well had good knowledge about Sweden’s animal 

husbandry and better conditions compared to other nations. These findings 

indicated that some interviewees purchased locally produced foods due to their 

beliefs that regulations and conditions for the animals were better in Sweden. 

Additionally, the findings showed that regulations and production methods 

strengthened some consumers' decision to buy locally produced food, which is in 

line with Feldmann and Hamm (2015). On the other hand, some interviewees 

implied that to know something about locally produced food also includes knowing 
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that product information at times is deceptive and insufficient. This is illustrated in 

the citations below.  

______________________________________________ 

“[...] false marketing. Products are labeled as Swedish but if you read 
the fine print it says it is produced abroad [...].” (Eva, 31) 

 
“[...] you are happy to buy food with the Swedish flag on, it feels safe, 

but if you then start looking at what is actually written about the 
product, it is not certain that it actually matches what is expected.” 

(Lina, 32) 
______________________________________________ 

Eva argued that some locally produced food was labeled as Swedish, but the fine 

print on the product says produced abroad. Lina on the other hand said that it might 

feel safe to purchase locally produced food because it is labeled with a Swedish flag, 

but when looking closely at the labels, it did not always match her expectations. 

These answers indicated that some interviewees had profound knowledge about 

locally produced food. In accordance with Feldmann and Hamm (2015), the 

findings showed that consumers with profound knowledge tend to seek further 

information about locally produced food, to ensure that the information on the 

labels met their expectations. In addition, these findings showed that consumers 

with profound knowledge questioned different aspects towards the purchase of 

locally produced food because of false marketing and misleading information. 

These consumers tended to further seek information about locally produced food to 

ensure that the food met their expectations, which Zepeda and Deal (2009) also 

emphasized. 

 
Some of the interviewees had trust issues with food labeled as locally produced, 

however, that did not prevent them from searching for information about locally 

produced food. On the contrary, these consumers tended to seek further information 

to ensure that these products were according to their expected standard. Nils citation 

indicated that he questioned other aspects of food produced in Sweden: 
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______________________________________________ 

“[...] Sweden is a very long country, so when meat and etc. comes 
from higher up in the country it has the same if not longer distance 
than many imported products. Then one may question if it is really 

better to eat Swedish food at all time [...].” (Nils, 34) 
______________________________________________ 

Some citations in this subchapter indicate that knowledge about locally produced 

food might make consumers question different aspects of the production chain, 

which in turn could support or prevent the purchase decision. Furthermore, the 

findings indicated that the Covid-19 pandemic was a reason for some of the 

interviewees increased knowledge and awareness concerning locally produced food, 

see the following citations:  

______________________________________________ 

“[...] to some extent I would definitely say that I have gained an 
increased awareness and knowledge due to the Covid-19 pandemic.” 

(Peter, 33) 
 

“I would definitely say that the pandemic has made us discuss a lot 
about food and distribution and production at home. So, of course, the 

pandemic has increased one's awareness and to some extent 
knowledge.” (Stina, 34) 

______________________________________________ 

In the interview with Peter, he argued that the Covid-19 pandemic was a reason to 

why he had gained increased awareness and knowledge for locally produced food. 

Stinas’ citation indicated similar findings where she discussed that the Covid-19 

pandemic increased her awareness and knowledge as well. According to Feldmann 

and Hamm (2015), increased knowledge strengthened the attitudes and preferences 

for the purchase of locally produced food. This means that consumers would 

purchase an increased amount of locally produced foods in the long run. This may 
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indicate that Covid-19 pandemic has increased the consumer’s knowledge towards 

locally produced food, which has strengthened their attitude. 

4.3 Information seeking 
Feldmann and Hamm (2015) implied that existing knowledge about locally 

produced food among consumers would strengthen their attitude towards further 

seeking information about it. This means that consumers that actively search for 

more information and gain more knowledge about local foods, develop stronger 

attitudes and awareness towards these products (Feldman & Hamm, 2015). The 

findings indicated that the Covid-19 pandemic had an effect on why some 

consumers have gained more knowledge about locally produced food. In addition, 

some consumers started or further sought information about their product choice 

due to the Covid-19 pandemic. Responses could be found in the interviews which 

supported these statements.  

______________________________________________ 

“I have started to check and seek more information about food 
products in general because of the pandemic, therefore I tend to look 

for more information about locally produced and non-locally 
produced food.” (Stina, 34) 

“The pandemic is a contributing factor to wanting to know where the 
food products you buy come from.” (Erik, 37) 

______________________________________________ 

Stina said that she has started to seek more information about food products in 

general because of the Covid-19 pandemic. Stina also discussed that she tended to 

look for more information about locally produced food as well. Erik, on the other 

hand, indicated that the Covid-19 pandemic was a contributing factor to why he 

wanted to know where the food products he purchases originate from. This finding 

indicated that Erik sought more information about food products in general, which 

was similar to Stina. The data indicated that information about food in general was 
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important for some of the interviewees. However, the interviewees discussed in 

various ways what type of information they seek and in what way the information 

influences them to further seek information about locally produced food. Zepeda 

and Deal (2009) implied that information seeking influences knowledge as more 

awareness and information about locally produced food strengthens already 

existing knowledge, but also generates further new information. Additionally, a 

higher degree of knowledge as a result of information seeking, in turn influences 

attitudes and could prevent or support further information seeking (Zepeda & Deal, 

2009).  

 

The interviewees were asked what type of information was important to them when 

they purchased locally produced food, as well as in what way they use this 

information. The responses showed similar outcomes: 

______________________________________________ 

“Above all origin, so you know where something is produced or raised 
and slaughtered. [...] table of contents is quite important as I often 

look at it and see that there are not a lot of different e-substances and 
similar things that are in the food I buy.” (Stina, 34) 

“I check the table of contents and there you can get information, find 
information about both how it is bred and has been slaughtered [...]. I 
can see for myself and check the quality as well. When I know how it is 
slaughtered and what it comes from, I can tell if it is of better quality 

or not.” (Peter, 33) 
______________________________________________ 

The two citations were examples of how the interviewees tended to answer. Stina 

implied that food origin was important to know as it could determine how locally 

produced food was produced, raised and slaughtered. In addition, Stina argued that 

the table of content was important as she could determine if the food products 

contained e-substances. The interview with Peter indicated similar findings in 

comparison with Stina. Peter discussed that the table of content was important as 
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well. However, he examined the table of content to gather information about how 

meat was produced and processed. According to Peter, how meat was produced and 

processed indicated somehow what kind of quality the product possessed. In the 

citation below, Nils answer implies that he has a similar interest in the food process 

and production.      

______________________________________________ 

“I look a lot at where the locally produced food comes from and how 
the production process looks like.” (Nils, 34) 

______________________________________________ 

The responses indicated that origin, as well as production and breed processes, were 

essential information for locally produced food in order for consumers to purchase 

these types of groceries. 

 

In accordance with Zepeda and Deal (2009), the empirical findings indicated that 

further information seeking resulted in more knowledge. This in turn strengthened 

the consumers attitudes towards the purchase of locally produced food and led to 

further information seeking. In addition, the interviews indicated that the Covid-19 

pandemic was a reason why consumers further seek information about locally 

produced food. Hence, positive or negative information and knowledge about 

locally produced food often enhance consumer’s willingness to seek further 

information and gather new knowledge. 

4.4 Helping behavior  
According to Skallerud and Wien (2019), consumers purchase locally produced 

food to some extent because of feelings connected to helping behavior. This thesis 

explored if the Covid-19 pandemic has changed consumer's attitudes and behavior 

for purchasing locally produced food. This study believed that consumers 

purchased more locally produced food because of feelings connected to helping 

behavior during the Covid-19 pandemic. Therefore, in this thesis conceptual model 
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the helping behavior was implemented as a factor to why consumers purchase 

locally produced food. Questions were asked in relation to helping behavior in the 

form of social, empathic and economical concerns. Similar findings were found in 

the transcripts were interviewees discussed in different ways how they support the 

local and national economy. 

______________________________________________ 

 
“I feel that I want to contribute and help to endure this pandemic and 
come back to reality, so to speak. You contribute to this when you buy 
locally produced food, for example by supporting local companies and 

even then, the local economy but also the national economy.”  
(Stina, 34) 

______________________________________________  

Here Stina implied that she purchased locally produced food to contribute to the 

Covid-19 pandemic. She bought locally produced food to support the local 

companies and the local- and national economy. In Nils and Eva’s interviews, 

similar citations were found that indicated that they purchased locally produced 

food to support the local community. 

______________________________________________ 

“The pandemic is one of the reasons that you want to give back to 
society and one way to do this is to buy the goods that have been 

produced nearby.” (Nils, 34) 
 
“You want to support the local farmers and local producers by buying 

their locally produced and grown food.” (Eva, 31) 
______________________________________________ 

  
The two citations by Nils and Eva correlated with Stina as they implied that the 

Covid-19 pandemic was a reason why they purchased locally produced food to give 

back to society. In Skallerud and Wien’s (2019) study, they found that consumers 

purchased locally produced food in order to support the local economy. In contrast, 

the findings in this study indicated that some consumers purchased more locally 
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produced food nowadays to support both the local and national economy. 

Additionally, these findings showed that consumers have gained increased 

awareness about social concerns in relation to the Covid-19 pandemic. Consumers 

purchase locally produced food to support companies and their existence, so they 

don’t go bankrupt. The data further indicated that other social concerns among the 

interviewees implied that they purchased locally produced food because of feelings 

connected to helping behavior.  

______________________________________________ 

“I have started to buy more locally produced food due to some form of 
empathy as well, and the pandemic is of course one of the reasons for 

that.” (Nils, 34) 
 

“Yes, you can see it from a sympathy and empathy point of view, [...] it 
is one of the reasons why I purchase locally produced food during the 

pandemic.” (Erik, 37) 
______________________________________________ 

Nils and Erik purchased locally produced food due to feelings connected with 

empathy, this behavior is supported by Skallerud and Wiens (2019) study. In 

addition, these findings indicated that few consumers purchased locally produced 

food because of feelings connected with sympathy as well. Both Nils and Erik, 

answered that the Covid-19 pandemic was a determinant factor to why they 

purchased locally produced food. Further, the data showed that some consumers 

purchased locally produced food to support local companies and to purchase their 

local foods in the future. Two examples of this are presented by Lina and Peter’s 

answers: 
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______________________________________________  

“You want to benefit local companies around you, and I can feel that 
even more now when the pandemic has been going on for a long time. 
You feel that you want to benefit stores close to you, you want them to 
remain for the future. So, I absolutely purchase locally produced foods 

because of empathic feelings.” (Lina, 32) 

  
“You want to support the locals and so on [...] but supporting them is 
great so that they can also continue to exist and so that I can continue 

to shop there in the future.” (Peter, 33) 

______________________________________________ 

Lina discussed how she supported local businesses extra during the Covid-19 

pandemic in order for them to survive, both out of will and empathy. Similarly, 

Peter purchased locally produced food to support the local companies both during 

the Covid-19 pandemic and in the future. 

 

The findings in this subchapter indicated that some interviewees purchased locally 

produced food because of feelings connected to empathic and social concerns. 

Therefore, this thesis supports Skallerud and Wien’s (2019) results that consumers 

purchase locally produced food because of feelings connected with empathic and 

social concerns. Several interviewees implied that they purchased locally produced 

food to benefit local companies. Additionally, few interviewees implied that they 

support local companies to be able to purchase their food products in the future. 

These findings indicated that consumers purchased locally produced food to some 

extent of self-interest. However, empathic and social concerns were not the only 

reasons why the interviewees purchased locally produced food during the Covid-

19 pandemic. The data showed that consumers purchased locally produced food 

because of values, beliefs and norms about these food products in relation to the 

Covid-19 pandemic.  
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4.5 Context 
According to Zepeda and Deal (2009), the context factor refers to barriers for the 

purchase of locally produced food such as price, quality, inconvenience and 

availability. Feldmann and Hamm (2015) argued that contextual factors could 

reinforce or weaken the development of attitudes, preferences and awareness for 

locally produced foods. In the interviews, we asked how factors like price, quality, 

availability and inconvenience influenced the interviewees purchase decisions. 

Additionally, if these factors were seen as important for them and what influence 

they had on their purchase decision. The citations below present how price and 

quality tended to be associated and how they affected consumers purchase decisions 

for locally produced food.  

______________________________________________ 

“The price itself is often a little higher when you buy locally produced 
food, but we believe that it is worth paying more for good quality, so 

you know what you are getting [...]. Quality is a big contributing 
factor to why I buy locally produced food during the pandemic.” 

(Stina, 34) 

______________________________________________ 

Stina said in the interview that she was willing to pay a higher price for locally 

produced food, as she believed that the quality was higher for these food products 

compared to non-local food. However, the quality aspect was strongly connected to 

why Stina purchased locally produced food during the Covid-19 pandemic. Similar 

citations proved that price and quality was strongly connected. 

______________________________________________ 

“As I said, I think the quality is extremely important, extremely 
important. Then the price itself is of course also important and is often 

linked to quality.” (Peter, 33) 
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“Price is definitely a factor and you know that it is linked to the 
quality, you know that when I give a smaller price, the quality will also 

deteriorate. “(Erik, 37) 
______________________________________________ 

Peter and Erik answered alike in the interviews, where both implied that price was 

strongly connected to the quality of locally produced food. Similar findings within 

the majority of the interviews showed that price and quality were strongly 

connected to the purchase of locally produced food.  

 

These findings were expected as consumers in previous research, such as Feldmann 

and Hamm (2015) and Zepeda and Deal (2009), found that price and quality were 

important in almost every food purchase decision for locally produced food. 

However, in Zepeda and Deal’s (2009) and Feldmann and Hamm’s (2015) studies, 

the lack of available locally produced food was a strong determinant to why 

consumers did not purchase locally produced food. The findings in the data 

indicated contradictory findings regarding the availability of locally produced food, 

for example: 

______________________________________________ 

“There are never any circumstances to buy Swedish-produced in our 
stores. I mean there is always the meat counter in Ica and it is clearly 
marked where the pieces of meat come from, so the availability of the 

pieces of meat is never a problem, as well as for the vegetables.” 
(Erik, 37) 

“And the same with the availability, but I have a pretty good idea of 
where to buy locally produced meat in the area I live. So, I usually go 

straight there when I buy my meat because I know that it is of good 
quality and the price is still reasonable for the quality you get. So, it is 

100% factors that play a role when I buy locally produced food, 
especially meat and vegetables [...].” (Peter, 33) 

______________________________________________ 
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Erik said that there were never any circumstances to purchase locally produced food 

since local products were almost always available in the grocery stores. Peter 

discussed in a similar way how availability was not an issue for him. In his citation 

above, he implied that knowledge about where to purchase locally produced food 

made him not question the availability of these food products. These responses 

emphasized that the availability aspect does not affect every purchase decision for 

locally produced food. Therefore, the availability aspect was considered as less 

important to why consumers do not purchase locally produced food. On the other 

hand, according to Feldmann and Hamm (2015) strong attitudes could outperform 

contextual factors. For example, consumers that are extremely committed to locally 

produced food will not stop buying these products because of moderately higher 

prices or lack of availability. In the transcripts, we found similar answers that 

committed locally produced food consumers do not get influenced by contextual 

factors as much compared to the normal consumer. 

______________________________________________ 

“Availability does not affect me that much I would say. For example, if 
Swedish meat were not to be found in the grocery store, locally produced 
then as I advocate, I would have chosen to refrain from buying any other 

meat if it did not originate from Sweden. But it has not been a problem during 
the pandemic either.” (Stina, 34) 

“Then I would say that the price does not matter so much, we buy locally 
produced food regardless.” (Stina, 34) 

______________________________________________ 

Stina as a committed local food consumer implied that availability and price were 

not factors that impact her purchase decision for locally produced food. Stinas’ 

attitude was strong and outperformed the contextual factors. These findings are also 

in line with Zepeda and Deal (2009), who argued that contextual factors could have 

a stronger effect on the formation of behavior rather than attitude. Additionally, the 

data showed that the Covid-19 pandemic might be a reason for an increased amount 
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of committed local food consumers. Furthermore, the data implied that 

demographic factors do affect contextual factors. The citations in the transcript 

proved that lower educated consumers thought more about the price and were more 

price-sensitive compared with higher educated consumers due to monetary 

incentives. The citations below present examples of how the interviewees discussed 

this aspect: 

______________________________________________ 

“Since I live by myself, if you had been very low paid, it is clear that 
you may not have looked at where products come from, then it is the 

price that decides.” (Peter, 33) 
 
“If you have a higher education then you can get a job where you earn 
well. Then you may not care as much about the price of the goods, but 
do you have a lower education which means that you have a low-paid 
job, then you also have to think about how much the food costs, and 

then it may not be locally produced and organic and everything every 
time you buy food.” (Sara, 40) 

______________________________________________ 

Peter discussed that demographic factors affect the purchase decision for locally 

produced food. Sara’s citation implied similar findings that demographic factors 

such as education and monetary incentives influenced consumers' purchase 

decisions for locally produced food. In accordance with Zepeda and Deal (2009) 

and Feldmann and Hamm (2015), demographic factors influence consumers' 

purchase decisions for locally produced food, which in turn is affected by 

contextual factors. Additionally, the data showed that contextual factors could 

reinforce or weaken the development of attitudes, preferences and awareness for 

locally produced food. However, the findings implied that the Covid-19 pandemic 

has made consumers more aware of locally produced food. Therefore, consumers' 

attitude and preferences for locally produced food has strengthened towards the 

purchase of these food products. 
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4.6 Attitude and Behavior  
This chapter presents the attitude and behavior factors in the conceptual model. In 

the conceptual model the two factors are separated, however, they are analyzed 

together because they are closely connected. The interviewees tended to discuss the 

factors at the same time during the interviews and therefore it was easier to analyze 

them at the same time. However, since they were analyzed together, this subchapter 

has been further divided in order to create better understanding for the reader.  

3.4.1 The definition of locally produced food  

According to Bogomolova et al. (2018), existing literature defined locally produced 

food in various ways. Additionally, they implied that neither are there any general 

measurements or distance aspects for the term local (Bogomolova et al., 2018). 

However, Arsil et al. (2018) found in their study that there are common associations 

to the term, like produced within the region or province, fresh and unprocessed 

products. Feldmann and Hamm (2015) argued since there are no general definitions 

of the terms locally produced or the word local, consumers and producers have 

different perceptions of the terms and their meanings. This implies difficulties for 

producers and distributors due to the fact that consumers could get disappointed 

when the food they purchase does not meet their precepted criteria. In the interviews, 

questions were asked about how they defined the terms local and locally produced 

food and if there are any general assumptions to the terms. These questions were 

asked in order to understand how consumers define local and locally produced food. 

Similar answers were found among the interviewees: 

______________________________________________ 

“[...] I see locally produced food as above all produced and sold 
within Sweden's borders[...]. “(Stina, 34) 

  
“[...] grown primarily within Sweden's borders is locally produced 

and locally grown food for me.” (Peter, 33) 
______________________________________________ 
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Stina and Peter defined locally produced food as produced and sold within 

Sweden’s borders. Hence, no general assumptions about distance were discussed 

by either Stina or Peter. Additional examples were found in the transcripts that 

implied similarly to Stina and Peter’s definition of locally produced food. 

______________________________________________ 

“[...] to me, locally produced means that it is produced and 
processed in Sweden. Local for me means close to where I live, but 
locally produced, I would probably still say Sweden. Of course, the 
neighboring countries are close too, but I very rarely buy products 

that come from there.” (Sven, 40) 
______________________________________________ 

Sven discussed that the local meant close to where he lived. However, he implied 

that locally produced food was produced and sold within Sweden’s borders. 

Contradictory findings were discussed by Nils and Erik that defined locally 

produced food as purchased close to where they live. The citations below present 

how they discussed these aspects. 

______________________________________________ 

“[...] for me locally produced comes from the countryside [...]. It is 
not something to be transported cross country and kingdom.” 

 (Nils, 34) 
  

“[...] domestic food but produced quite locally to the area where I 
live, around Skåne, maybe a few counties outside.” (Erik, 37) 
______________________________________________ 

  
Papaoikonomou and Ginieis (2017) found that locally produced food was defined 

as produced close to the region you live in. They also said that locally produced 

food should be purchased as close to home as possible (Papaoikonomou & Ginieis, 

2017). Few interviewees implied that locally produced food was produced and 

processed close to where they lived such as within the region and the neighboring 

regions. These findings indicated that locally produced food tended to be associated 
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with produced, bred and processed within Sweden’s borders. In line with Arsil et 

al.'s (2018) previous results, common associations showed that locally produced 

food was produced within the region or province. Additionally, the findings 

indicated that there were no clear general perceptions about the terms distance 

assumptions, which is similar to previous studies (Bogomolova et al., 2018; 

Feldmann & Hamm, 2015). Although, distance aspects were discussed in few 

interviews where products from Denmark and neighboring countries could be 

associated with locally produced food if distance determined if food were local or 

not. The interviewees discussed the distance aspect and implied that products from 

Denmark, and neighboring countries, were not as safely produced compared to 

Sweden. Therefore, some interviewees implied that locally produced food could not 

be associated with distance aspects. One example of how interviewees discussed 

the distance aspects are presented in the citation below by Sara: 

______________________________________________ 

“If you are going to talk about distance, locally produced food can 
be from Denmark. But I do not think locally produced food is 
associated with other countries, and I know that we raise our 

animals very differently.” (Sara, 40) 
______________________________________________ 

  
According to Hobbs (2020), consumer awareness has increased during the Covid-

19 pandemic. However, none of the interviewees implied that the Covid-19 

pandemic influenced their perceptions of any general assumptions or definitions of 

the terms local or locally produced food. These findings indicated that general 

perceptions about locally produced food and the word local are difficult to explain 

and precise, which Arsil et al. (2018), Bogomolova et al. (2018) and Feldmann and 

Hamm (2015) emphasized as well.  
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3.4.2 Food origin  

According to Cranfield (2020), the Covid-19 pandemic has made consumers more 

aware of what they buy and where products originate from. In addition, Cranefield 

(2020) implied that consumers purchase locally produced food for various reasons 

such as social, environmental, economic, and health benefits. The interviewees 

were asked how the food's origin influenced them and if it affected their purchase 

of locally produced food in relation to the Covid-19 pandemic. Similar answers 

were found in the transcripts: 

______________________________________________ 

“Especially the origin for me when it comes to the type of breeding 
and then it is quite important to me where it comes from and it should 

be within Sweden's borders for example. But then when it comes to 
many other products, it may not be as important where the food comes 

from. “(Peter, 33) 

______________________________________________ 

 
The origin was essential for Peter when he purchased meat because he believed that 

animal husbandry was safer and better regulated in Sweden compared to other 

nations. Peter explained that more daily products such as pasta, were not as 

important where they originated from. Stina and Lina on the other hand discussed 

that they purchased locally produced food because of health and climate aspects, 

which are connected to product origin and locally produced food. 

 
______________________________________________ 

“Above all, climate and health are the effects I want when I buy 
locally produced food, which is connected to product origin.” 

 (Stina, 34) 
 

“The origin is, after all, one of the most important factors for my 
purchases, I would say.” (Lina, 32) 

______________________________________________ 
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Peter, Stina and Lina’s answers were examples of how most of the interviewees 

discussed the origin aspects in relation to locally produced food and food in general. 

In line with Cranefield’s (2020) and Feldmann and Hamm’s (2015) results, several 

interviewees believed that locally produced food had better climate footprint and is 

healthier compared to non-locally produced food. Additional findings connected to 

product origin is presented below: 

 

______________________________________________ 

“If I were to see a pork fillet from a farm nearby, then you are more 
willing to pay more, but if it were two equivalent products from 

abroad then I would check more on the price tag itself.” (Nils, 34) 
 

“For me, quality weighs more than it should have been produced near 
me. Especially when it comes to animal products such as meat and 
dairy then I think absolutely more about where the food comes from 

when it comes to the animals being well and not being fed with lots of 
antibiotics and so on. “(Sven, 40) 

______________________________________________ 

Nils said, that he was more willing to pay for food that was produced and processed 

in Sweden compared to similar products that originated from other nations. Nils' 

willingness to pay derived from the belief that Sweden had better general food 

quality compared to other countries. According to Sven, the quality aspects were 

more important compared to where the food originated from. However, these 

findings showed that meat and dairy foods were important in terms of origin, which 

tended to be connected to locally produced food according to Cranefield (2020). 

Additionally, the data proved that the origin of locally produced food was important 

for the majority of consumers. Origin tended to be connected with the price tag and 

the quality of the products, therefore some consumers purchased locally produced 

foods. Common discussions in the interviews surrounded meat, vegetables and 

dairy products, which were associated with the purchase of locally produced food. 

The citations presented below strengthens these statements. 
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______________________________________________ 

“Of course, the origin of food is of great importance to me when it 
comes to meat and vegetables in particular. That is the most important 

criterion for me when it comes to locally produced food. I consider 
Swedish products to be very good regarding meat and vegetables when 

it comes to quality.” (Stina, 34) 
 

“[…] health aspects, it is the antibiotics that are used and it is the 
regulations that we have in Sweden, which should be better compared 
to German and Danish who, for example, have a lot of antibiotics in 

their food.” (Erik, 37) 
______________________________________________ 

 
Stina and Erik discussed how foods’ origin connected to locally produced food and 

that Swedish products were better quality-wise and safer compared to food from 

other nations. The interviewees believed that Swedish meat and vegetables were of 

better quality and safer in terms of animal husbandry (e.g., if antibiotics were in the 

process or not). Additionally, the data showed that aspects about diverse substances 

that protected vegetables from animals and insects were connected to product origin. 

In addition to these findings of the foods’ origin and how it influenced the 

interviewees' purchase decision for locally produced food, they were asked to rank 

their reasons why they purchased these food products. Along with this question, we 

asked if the Covid-19 pandemic somehow has changed their order or made them 

more aware of the reasons why they purchased locally produced food. Various 

responses could be found within the transcripts: 
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______________________________________________ 

“If you were to look at the ranking before the pandemic, it would 
perhaps be a more shared second place if you were to look at the 

climate and working life. You have probably gotten an eye-opener of 
everything that has happened and that something like a small virus 

can stop the world trade so quickly, which shows how perhaps a 
climate catastrophe will affect us then when food and raw materials 

run out. So that's why it's probably made the climate part come up to a 
higher priority for me.” (Nils, 34) 

______________________________________________ 

Nils discussed that his reasons for purchasing locally produced food had changed 

due to the Covid-19 pandemic. Nils argued that the climate and his working life 

both were as important for why he purchased locally produced food before the 

Covid-19 pandemic. However, because of the Covid-19 pandemic, the climate 

aspect has increased his reason why he purchased locally produced food. Hence, 

increased awareness about locally produced foods’ impact on the environment 

increased Nils attitude for the purchase of locally produced food. Erik, on the other 

hand, argued in his interview that the social aspects were a bigger reason why he 

purchased locally produced food during the Covid-19 pandemic compared to the 

climate aspects.  

______________________________________________ 

“It may be that you were a little more on the climate track before the 
pandemic, there was a big debate about the climate and locally 

produced industry, but considering corona, society has in my opinion 
taken greater weight and increased meaning for me, that social 
aspects may have passed the climate in that aspect.” (Erik, 37) 

______________________________________________ 

Nils and Erik argued that the reason why they purchased locally produced food has 

changed due to the Covid-19 pandemic. Nils viewed the climate aspect as a more 

important factor compared to before the Covid-19 pandemic. In contrast, Erik 
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argued that the social aspects have passed the climate aspects why he purchased 

locally produced food during the Covid-19 pandemic. Both supported Hobbs (2020) 

results that the Covid-19 pandemic has increased consumer awareness. 

Contradictory from Nils and Erik, the interview with Sven indicated that his reasons 

for purchasing locally produced food had not changed because of the Covid-19 

pandemic. 

______________________________________________ 

“First of all, I would say that it is absolutely the quality for me, then I 
would probably say that it is the climate aspects and the third […]. I 
would probably still say health aspects, for my own personal health. 

No, they have not changed much due to the pandemic […].” (Sven, 40) 
______________________________________________ 

Several interviewees discussed climate, social, quality and health aspects and that 

these factors were important to the consumers when purchasing locally produced 

food. In Cranefield’s (2020) study, similar results implied that climate, social and 

health aspects were important for local food consumers. However, various 

responses showed that the Covid-19 pandemic has changed consumers' ranking for 

the purchase of locally produced food or not. According to Sven, the Covid-19 

pandemic had not changed his reasons to purchase locally produced food. In 

contrast, Erik and Nils argued that the Covid-19 pandemic has to some extent 

changed their reasons why they purchase locally produced food. These findings 

indicated that the Covid-19 pandemic has changed the reasons why some 

consumers purchase locally produced food. In accordance with Cranefield’s (2020) 

result, this study found that the Covid-19 pandemic has made consumers more 

aware of what they buy and where products originate from. Additionally, the Covid-

19 pandemic has not only influenced consumer awareness but affected consumers' 

attitude to purchase locally produced food. 
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4.7 Consumers concerns for the Covid-19 
pandemic 

Interesting findings in relation to the Covid-19 pandemic were found in the 

transcripts that did not fit into only one factor in the conceptual model. Consumers 

agreed that the Covid-19 pandemic has made them more aware of what they buy 

and where products originate from, which is supported by Cranefield (2020) and 

several citations found in the transcripts. 

______________________________________________ 

“We should bring the good pieces that we have learned a lot during 
the pandemic, for example, we are more aware of locally produced 

food and the impact it has on the society which is good for the future.” 
(Lina, 32) 

 
“My buying behavior may not have changed much, I still go to the 

store and buy to some extent more locally produced foods, but I have 
definitely become more aware because of the pandemic[...].” 

 (Peter, 33) 
______________________________________________ 

Lina discussed that the Covid-19 pandemic had increased her and others' awareness 

of locally produced food and the effect these food products have on society such as 

economic and environmental impacts. Peter, similarly, to Lina, argued that he had 

gained an increased awareness due to the Covid-19 pandemic for locally produced 

food. However, Peter’s buying behavior had not changed much because of the 

Covid-19 pandemic. In line with Hobbs (2020) and Cranefield (2020), consumers 

have gained increased awareness for locally produced food as a result of the Covid-

19 pandemic. In addition, these findings implied that consumers' attitudes have 

strengthened for locally produced food and affected their buying behavior. 

According to the interviewees, locally produced food was important for the local 

economy as well as for the survival of local companies in the future. Additionally, 

interviewees discussed that for local companies to survive in the future, and for 

locally produced food to thrive, actions by the government were necessary. The 
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citations below present examples connected to governments actions in relation to 

the Covid-19 pandemic as well as locally produced food: 

______________________________________________ 

” If you look at shipped goods, companies are constantly looking for 
cheaper alternatives, but I also think that it must be cheaper for 

grocery stores to buy local goods, and it is legal statutes and so on 
that are behind it. So, I think it is a job that is also up to the 

government, to give greater support to farmers and similar. So in the 
long run, I think it takes some bureaucracy for local produce to 

increase at the same rate as it has done now during the pandemic.” 
(Nils, 34) 

______________________________________________ 

Nils discussed that his knowledge and awareness about locally produced food made 

him argue that consumers on their own could not increase and promote these food 

products. Therefore, the government has to give support to local companies and 

farmers for locally produced food to increase at the same rate as it has done during 

the Covid-19 pandemic. Erik argued similar to Nils, that consumers on their own 

could not increase the amount of locally produced food purchased. In addition, Erik 

suggested that the government could subsidize locally produced food to make it 

more accessible for all consumers. 

______________________________________________ 

“The pandemic in the long run, it is difficult how only my buying 
behavior should make any difference, but there you have to look at a 

broader spectrum, that perhaps actions to get the common man to 
shop more Swedish, to support the Swedish business community. 

Maybe, politically subsidizing locally produced Swedish food to make 
them more accessible to the consumer. It is probably the idea that 

strikes me if you are to have Swedish agriculture active, then political 
measures are required.” (Erik, 34) 

______________________________________________ 
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Nils and Erik argued that the government has to take actions towards the support of 

locally produced foods and local companies. However, exactly how or in what way 

the government should help and support was unclear. The suggestion from Erik, 

that subsidies could be implemented on locally produced foods to support both the 

local companies and the local economy was the only example for measures. 

Although Erik probably did not think of all the support that the government already 

provided small and big companies in the form of layoffs connected to the Covid-19 

pandemic. 

3.4.3 Covid-19  

According to Hobbs (2020), long-lasting effects because of the Covid-19 pandemic 

could be that consumers prioritize locally produced food and local food supply 

chains. The interviewees were asked questions about how their consumption in the 

long run will look like and if they believed that the Covid-19 pandemic affected 

their buying behavior. The interviewees had similar responses about the questions: 

______________________________________________ 

“I will of course continue to buy locally produced food in the future 
and think many others will do the same and share my view on how the 

pandemic has affected us daily.” (Stina, 34) 
 

“In the long run, I will probably more naturally buy more locally 
produced food and I think more people around will do the same. 

Locally produced food will grow, as a consequence of the pandemic 
since more people have opened their eyes to how society is now.” 

(Peter, 33) 
______________________________________________ 

Stina and Peter agreed that they will continue to purchase locally produced food in 

the future and they believed that many others share their view. Additionally, these 

citations showed that the Covid-19 pandemic was a reason for consumers' increased 

awareness for locally produced food. However, Nils and Erik discussed that in order 
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for locally produced foods to increase in the long run, some form of bureaucracy or 

measures by the government has to be done. 

______________________________________________ 

“In the long run, I believe that some bureaucracy is required for 
locally produced products to increase at the same rate as they have 

now during the pandemic.” (Nils, 34) 
 

“In the long run, it is difficult how only my buying behavior should 
make any difference, but there you have to look at a broader spectrum, 

that perhaps measures to get the common man to purchase more 
locally produced food […].” (Erik, 37) 

______________________________________________ 

Nils emphasized that in order for the locally produced food to increase at the same 

rate as it has done during the Covid-19 pandemic, some bureaucracy was required 

to support the locally produced food movement in the future. On the other hand, 

Erik argued that to get the common consumer to purchase locally produced food in 

the future, measures by the government had to be done. In line with Feldmann and 

Hamm (2015), by keeping it local, governments and officials could stimulate and 

strengthen the local job market and the economy, making it profitable for a larger 

number of people in the long run. Lina discussed similarly where she argued that 

the Covid-19 pandemic was one reason why consumers have an increased 

awareness for locally produced food. In addition, Lina argued that it was important 

to keep purchasing locally produced food in the future to benefit and strengthen a 

sustainable society where local companies and the local economy thrive. 

______________________________________________ 

“[…] it is important that we look at locally produced food in the long 
term as well, which the pandemic contributes to, that we look at who 

we can benefit to strengthen a sustainable society and I think you have 
to continue working with this, it is nothing that we are finished with 

[...].” (Lina, 32) 
______________________________________________ 
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In line with Feldmann and Hamm’s (2015) study, consumers purchased locally 

produced food because of the belief that it was safer and more sustainable for the 

environment and the society compared to non-locally produced food. However, 

Sven argued that if consumers purchased more locally produced food, it would have 

been more profitable for the local farmers. Additionally, the prices might in the long 

run decrease as the supply would increase.  

______________________________________________ 

“[…] if more people had bought it and it would have been more 
profitable for the farmers to do so, prices would probably have been 
reduced and supply would have increased, which in turn would have 

benefited everyone, as I think.” (Sven, 40) 
______________________________________________ 

The findings showed that consumers with knowledge about locally produced food 

and how the purchase of these foods affects society, could benefit the local 

community in the long run. In line with Hobbs (2020), the findings indicated that 

long-lasting effects due to the Covid-19 pandemic could be that consumers will 

prioritize locally produced food and local food supply chains more. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 71 (89) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

5.Discussion and conclusions  
This chapter presents a discussion about the empirical material, summary of this 

thesis and conclusions. Thereafter, theoretical and practical contributions are 

presented. Lastly, this chapter ends with a critical review and suggestions for 

further research.  

5.1 Discussion 
The interviewees’ knowledge and awareness about locally produced food proved to 

be strong even before the Covid-19 pandemic but did increase to some extent 

according to them. This could be expected since earlier research implied that there 

has been a growing trend of eating healthier and locally produced for the past 20 

years (Papaoikonomou & Ginieis, 2017). Our study showed that one of the reasons 

for consumers to purchase more locally produced food during the pandemic, is the 

increased interest in knowing their foods’ origin. This indicates the pandemic might 

have sped up the move towards eating healthier and locally produced for some 

consumers. We believe that the local food communities have increased the past year, 

due to the Covid-19 pandemic. Our interviewees answered that they had an 

increased awareness for food imports and exports as well since the pandemic started, 

which made them look for options closer to home.  

  

Consumers’ attitudes and behavior towards locally produced food had to some 

extent increased due to the Covid-19 pandemic. This in turn might have influenced 

some consumers to purchase more locally produced food which is in accordance 

with Hobbs (2020) research.  Many of our interviewees wanted to buy locally 

produced food but argued that the price had to make sense. Though they were 

willing to pay more, it had to be semi-affordable still to be worth it, which is 

supported by previous research (Skallerud & Wien, 2019; Zepeda & Deal, 2009). 

In line with the growing trend of locally produced food, some of our interviewees 

believed that if the prices were lowered, more people would buy it. But since price 

and consumption are connected to each other, more people might need to buy 
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locally produced food before the prices are reduced as well. Two of the interviewees 

suggested that in order to reduce the prices of locally produced food, the 

government could support the local food community. For example, the government 

could subsidize locally produced food and support local farmers and local value 

chains and therefore make local food more available for all consumers with diverse 

monetary incentives. This could strengthen the local food community in the long 

run, since locally produced food might be able to compete with global value chains 

and non-local food prices to some extent.  

 

We believe that in the long run, consumers will continue to purchase an increased 

amount of locally produced food due to higher knowledge and awareness because 

of the Covid-19 pandemic. Additionally, we believe that the local food community 

will continue to grow and thrive in the future because of the pandemics' impact on 

consumers' awareness. Some of the interviewees implied in their answers that long-

lasting effects of the Covid-19 pandemic would increase the number of consumers 

who will purchase more locally produced food in the future. Two interviewees 

believed that the price for local food will decrease in the long run because of bigger 

exposure and due to an increased amount of people purchasing locally produced 

food. We argue that this would make local foods more available for the normal 

consumers with diverse monetary incentives and demographics, which could 

strengthen the local food community even more for the future.  

  

Previous studies implied that concerns about health, environment, animal welfare 

and supporting the local economy were common variables to why consumers decide 

to buy local food through helping behavior (Memery et al., 2015; Skallerud & Wien, 

2019). Our study showed that helping behavior in the form of empathic and social 

concerns was strongly connected to the purchase of locally produced food even 

before the Covid-19 pandemic. Knowledge about locally produced food existed 

before the pandemic, and consumers were already purchasing locally produced food 

related to helping behavior. We found that due to the pandemic, consumers 
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purchase an increased amount of locally produced food in connection to feelings of 

helping behavior. When considering the analysis findings towards feelings of 

helping behavior, we believed that empathic and social concerns strengthened from 

the increased awareness and knowledge due to the Covid-19 pandemic. In the 

analysis, answers indicated that consumers purchased an increased amount of 

locally produced food during the pandemic because they wanted to support the 

society and the nation's economy. Skallerud and Wien (2019) found in their study, 

that consumers rarely just purchase locally produced food because of feelings 

connected to helping behavior. This study shows that consumers' helping behavior 

has increased, but that other factors such as price, quality and availability influenced 

consumers' attitude and behavior as well. We believe that some form of helping 

behavior increases the explanation of why consumers purchase locally produced 

food. When studying consumers' attitudes and behavior towards locally produced 

food, helping behavior could provide additional information essential for the 

understanding of consumers' purchase decisions.  

  

Previous studies (Arsil et al., 2018; Bogomolova et al., 2016; Feldmann & Hamm, 

2015) implied that it is hard to explain and define the terms local and locally 

produced, which our study’s’ findings agree with. We believe that consumers’ 

perceptions and assumptions about what is local and locally produced food varied 

depending on how they relate to the different factors in the conceptual model. Some 

discussed that locally produced food was produced and sold within Sweden’s’ 

borders. Others argued that locally produced food was produced and sold close 

within the region or neighboring regions. Although the findings indicated that 

consumers' definitions varied, we believe that to clarify the terms perceptions and 

assumptions measures by the government could be done, for example, state clearer 

regulations. We argue that more precise and clear definitions of the terms would 

help producers and distributors to comply with the regulations and consumers 

would then know exactly what to expect from locally produced food. Consumers 

would not get disappointed when purchasing locally produced food anymore due to 
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the fact that all these food products had been produced with the same regulations 

and conditions. 

5.2 Summary of thesis  
 
World trading has existed for centuries and globalization led to an increased 

exchange across borders in the form of import and export. As countries started to 

trade at a rapid speed due to globalization, the possibility for nations to utilize and 

benefit economically increased heavily. At the end of 2019, a virus spread across 

the world which had devastating effects socially and economically in every corner 

of the world. The world has changed since the Covid-19 pandemic broke out and 

dramatically affected global trading. Countries faced the pandemic in different 

ways, but everybody had to meet the new demands of consumers' changed buying 

behavior due to hoarding and struggles with import and export. This thesis explored 

how the Covid-19 pandemic has changed consumers’ attitudes towards locally 

produced food and the sub-purpose was to understand how consumers define the 

term locally produced food.  

  

The research focused on eight semi-structured interviews which all answered 

questions connected to locally produced food in relation to the Covid-19 pandemic. 

The chosen interviewees all had some former knowledge about locally produced 

food and had in one way or another purchased these food products before the 

pandemic. The empirical material was coded with thematic analysis to find 

similarities, differences and repetitions between the interviews to facilitate the 

process. To understand the presented literature in this thesis, a literature review was 

conducted, then summarized and presented to find research gaps and important 

connections within the area of local food. Further, a conceptual model was created 

based on two previous consumer behavior models within the area of locally 

produced food. The empirical material was then analyzed with the help of this thesis 

conceptual model to connect the findings to our research purpose. We found three 
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main conclusions connected to consumers’ attitudes towards locally produced food 

and how consumers define the term. In the next chapter conclusions, these findings 

are further discussed and presented.  

5.3 Conclusions  
This thesis explored how the Covid-19 pandemic has changed consumers' attitudes 

towards locally produced food. We conclude that to some extent, the pandemic has 

increased consumer awareness and knowledge towards locally produced food, 

which is supported by previous research (Cranefield, 2020; Hobbs, 2020). Among 

our interviewees there was a high degree of knowledge and awareness about locally 

produced food before the Covid-19 pandemic started. More consumers have started 

to purchase an increased amount of locally produced food. Price and quality of the 

products was strongly connected with the purchase decision for locally produced 

food, but consumers were to some degree willing to pay a higher price for food that 

they viewed as having better quality. However, committed local food consumers 

purchased locally produced food no matter price or availability and did not get 

affected by contextual factors as much as other consumers.  

 

In Skallerud and Wien’s (2019) study, they found that consumers purchase locally 

produced food due to strong feelings connected to helping behavior. Supported by 

Skallerud and Wien (2019), we found similar results that consumers purchased 

locally produced food because of feelings connected to helping behavior. Feelings 

connected to helping behavior in the form of empathic and social concerns due to 

the Covid-19 pandemic, led consumers to buy more locally produced food. When 

buying from local producers, consumers felt that they supported the economy and 

society, both on a local and national level. However, consumers never purchased 

locally produced food just because of feelings connected to helping behavior. We 

conclude that feelings connected to helping behavior have to some extent increased 

the purchase towards locally produced food during the Covid-19 pandemic. 
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Therefore, we argue that helping behavior could be useful for an understanding of 

consumer behavior as it provided additional explanation to consumers behavior.  

 

Some consumers defined locally produced food as produced and sold in Sweden, 

whilst others answered that locally produced meant produced and sold close to 

one’s home, such as within the region or neighboring regions. We conclude that 

consumers' perceptions about what is locally produced food varied, which supports 

earlier research (Arsil et al., 2018; Bogomolova et al., 2018; Feldmann & Hamm, 

2015). The findings demonstrated that it was hard to explain and define the term 

locally produced. Though there were many common associations like regional, 

within Sweden, good animal husbandry and etc. we could not find one definition 

that all the interviewees agreed on. We believe that a clear definition of locally 

produced food could help producers, sellers and consumers to meet expectations 

regarding these products.  

5.4 Contributions  
Consumers’ attitude and behavior for locally produced food during the Covid-19 

pandemic is a rather unexplored area. To our knowledge, earlier research has mainly 

been quantitative and has not identified the strong connection between consumers’ 

purchase decision and the feelings for helping behavior. This thesis contributes with 

new insights on how the Covid-19 pandemic has changed consumers’ attitude 

towards locally produced food, from a qualitative perspective. Our study shows that 

consumers’ have a strong urge to buy locally produced food when believing that it 

could help the society and economy, which is in line with helping behavior 

(Skallerud & Wien, 2019). This type of behavior increased during the Covid-19 

pandemic, as consumers’ felt the will and need to help in any way they can. This 

thesis additionally contributes empirical material that supports earlier research 

(Arsil et al., 2018; Bogomolova et al., 2018; Feldmann & Hamm, 2015) about the 

definition of locally produced food. Findings showed that there are common 
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associations to the word locally produced like, regional, quality, production, but no 

general definition was found.   

5.5 Critical review  
The semi-structured interviews may have impacted the responses’ trustworthiness 

since the approach could be biased by how the questions were asked by the 

interviewers. To avoid that the empirical material was biased by us researchers, the 

interview questions were sent to the interviewees in advance. This approach 

enabled the interviewees to think of the questions even before the actual interview 

and ask questions if something was unclear. The research method implied another 

limitation tied to the sample size, where this thesis conducted eight interviews with 

consumers with at least some prior knowledge within the area of locally produced 

food. Eight interviews may be seen as a limitation for the empirical data, which 

could affect the credibility of the study and therefore impact the results’ perception. 

However, the insightful responses and similar answers between the interviewees 

increased the trustworthiness of this thesis. The Covid-19 pandemic affected the 

ability to organize the gathering of empirical qualitative data since it made it 

difficult to get in contact with interviewees that wanted to participate. The 

interviews were conducted via the platform Zoom, which implied that facial and 

body expressions were hard to take into consideration and could affect the quality 

of data (Bryman & Bell, 2011).  

5.6 Suggestions for further research 
This thesis focused on exploring consumers’ attitudes and behavior towards 

locally produced food during the Covid-19 pandemic. This was done through a 

conceptual model with five factors that influence the consumers’ buying behavior. 

In future research, it could be of interest to look at a different age group and see if 

there are differences in attitudes and behavior. Also, if the influencing factors are 

the same or different. Furthermore, to our understanding the strong connection 
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between consumer’s purchase decision and feelings for helping behavior is rather 

unexplored and could be interesting to further explore. 
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Appendix A – Interview guide  
 
 
Question Purpose and theory connection 
1. Tell us shortly about yourself?  
Age, education, living situation, 
occupation and etc.? 
 

Demographics 
A warm-up question to get to know 
the respondent and understand their 
lifestyle and living situation. 

2. How would you explain or define 
the concept of locally produced food?  
What do you classify as locally 
produced locally grown? What do you 
base your choices on? Are there any 
general assumptions about, for 
example, distance, etc.?  

Attitude/Awareness/Knowledge 
(Sub-purpose) 
To understand the respondent’s 
definition of the term locally produced 
food and to identify if there are any 
criteria for local food. 
  

3. Did you buy and/or consume 
locally produced food before the 
Covid-19 pandemic?  
If yes: has the pandemic increased your 
awareness and preferences to buy even 
more locally produced?  
If no: have you gained awareness and 
or interest for locally produced because 
of the pandemic or since it started? 
 

Attitude / Awareness  
To investigate if there is an increase in 
awareness and preference in relation 
to the Covid-19 pandemic towards 
local food.  

4. Do you consider yourself to have 
good knowledge about locally 
produced food in general? 
 
How much awareness did you have 
about locally produced food before 
the Covid-19 pandemic? 
If yes: in what way? What kind of 
information is important for you when 
looking for these types of products? 
How do you use it? 
If no: could you explain why not? 

Information 
seeking/Knowledge/Attitude 
To understand the respondent’s 
awareness for locally produced food 
before the Covid-19 pandemic. 
Furthermore, investigate the 
respondent’s knowledge and interest 
for the topic, as well as to understand 
if information about these products is 
important.  
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5. How much does the origin of food 
mean to you? 
Does the origin of food affect your 
decisions? 

 

Information seeking/Knowledge  
To explore if the respondents think 
about where their food is produced 
and how this influences them towards 
the purchase of local food and if this 
has led to increased interest and 
information seeking about where their 
food comes from.  

6. In what way does factors like price, 
quality, availability, inconvenience 
and etc. influence your decision to 
buy or not to buy locally produced 
food and food in general?  
How much of an influence do they 
have? Are they important?  
  

Context  
To explore how these different factors 
impact the decision-making process 
towards local food. Could contextual 
variables have a bigger effect on the 
formation of behavior rather than 
attitudes.  

7. Do you believe factors like your 
education, monetary incentives, job, 
living situation and etc. have 
influenced your choice to buy or not 
to buy locally produced?  
How and in what way? 
 

Demographics 
To investigate whether demographic 
and social factors affect the buying 
behavior and preference towards local 
food.    

8.   If you buy locally produced food, 
or think about buying it: what is the 
reason for it? What are the factors 
that you think about?  
Like effects on climate, health, and 
etc.?    
Could you rank your top reasons for 
buying local food? 
Has the order changed due to the 
Covid-19 pandemic? 
 

Attitude/ Awareness 
To investigate the consumers 
awareness, attitude and interest for 
societal effects. 
To investigate what the most 
important reasons for buying local 
food is now when the pandemic has 
been around for about a year and if 
they changed.  
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9. Covid-19 has had a major impact 
on society, such as unemployment, 
economic effects, etc. has had a direct 
impact on many people. How have 
your thoughts on the social effects 
been? 
Have you felt guilty about shopping 
locally because of empathy? 
Do you think about the connection 
between locally produced and the local 
/ national economy and welfare? 

 

Helping behavior 
To investigate the consumers helping 
behavior and interest for societal 
effects in relation to the Covid-19 
pandemic. 
To understand and investigate if 
helping behavior have influenced 
people's buying behavior towards 
local food in relation to the Covid-19 
pandemic. 

10. How do you see the Covid-19 
pandemic affecting your buying 
behavior and preferences when it 
comes to food? 
 

Attitude/Awareness 
To investigate if the Covid-19 
pandemic has affected consumers 
buying behavior and preferences 
towards food. 

11. How do you view your 
consumption of locally produced food 
if we look ahead in time? Both in the 
long and short term. 
 

Attitude/Awareness 
To investigate if and how consumers' 
attitude and awareness has been 
influenced by the Covid-19 pandemic, 
and if consumers behavior has 
permanently changed in the short and 
long term. 
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Appendix B – Intervjuguide för deltagare 
 

Hej,  

Tack för att du tar dig tiden att delta i våra intervjuer! Länken till intervjun är 

bifogat i det här meddelandet. Som förberedelse inför intervjun ber vi dig läsa 

igenom intervjufrågorna här nedan i förväg. Har du frågor är det bara att höra av 

dig till oss.  

 

Hälsningar,  

Johanna Pedersen och Lukas Hansson.  

 

  
1.    Berätta lite kort om dig själv?  

Ålder, utbildning, livssituation, sysselsättning…  
 

  
2.    Hur skulle du förklara och definiera begreppet närproducerad/odlad 

mat?  
Vad klassar du som närproducerat närodlat? Vad baserar du dina åsikter 
på? Finns där några generella antaganden om till exempel distans osv?  
 
  

3.    Köpte och eller konsumerade du närproducerat innan Covid-19 
pandemin började?  

 
 

      4.  Anser du att du generellt har mycket kunskap kring närproducerad 
           mat? 
 
 

    (Hur medveten skulle du säga att du var om närproducerat innan 
Corona pandemin?)  
  
 

5.    Hur mycket betyder matens ursprung för dig?  
 Påverkar matens ursprung dina beslut? 
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6.    På vilket sätt påverkar faktorer som pris, kvalitet, tillgänglighet, 
besvär mm ditt beslut att köpa eller inte köpa närproducerad 
mat?  Hur påverkar faktorerna dina köp av mat i allmänhet? 
  
 

     7.   Tror du att faktorer som din utbildning, jobb, boendesituation etc. har    
           påverkat ditt val att köpa eller inte köpa närproducerade?  
           Hur och på vilket sätt? 
 

8.    Om/när du köper närproducerat: vad är anledningen till det?  
       Vilka är de faktorer som du tänker på? 

 Till exempel effekterna på klimat, hälsa och så vidare? 
 

  
      Kan du rangordna dina främsta skäl för att köpa närproducerad 

mat? 
På vilket sätt har ordern ändrats på grund av Covid-19 pandemin? 

 

     9.    Covid-19 har haft en stor påverkan på samhället, så som arbetslöshet,      
            ekonomiska effekter osv vilket har haft en direkt påverkan på många     
            människor. Hur har dina tankar kring de sociala effekterna varit?    
 

      Har du känt dig skyldig att handla närproducerat på grund av 
empati?  

 
      Tänker du på sambandet mellan närproducerat och den lokala / 

nationella ekonomin och välfärden?  
 
 

10. Hur ser du att Covid-19 pandemin har påverkat ditt köpbeteende och 
dina preferenser när det kommer till mat?  

 
 

11.  Hur ser du på din konsumtion av närproducerad mat om vi kollar 
framåt i tiden? Både på lång och kort sikt.   

 

 
 

 
 


