
 

Understanding Consumer Intent to Buy Local Food: Adding Consumer Past Experience 

and Moral Obligation Toward Buying Local Blueberries in Florida Within the Theory of 

Planned Behavior 

 

Built upon agrarian roots, America has been shaped by agriculture (Hamilton, 2004). Hurt 

(2002) estimated 75 to 90% of all colonists were engaged in farming around the time of the 

American Revolution. The extensive development of the agricultural sector during World War I 

and then World War II led the change from the family farm to an industrialized business, limited 

to those individuals with the means to participate in food production (Cochrane, 1993). “For most 

Americans, food today is just a product of the grocery store and farmers are an image in news 

about drought or disease – or television characters hocking cereals and orange juice” (Hamilton, 

2004, p. 10). 

However, a shift in the agricultural industry has occurred because consumers are becoming 

more engaged in the environment and the ways in which their food is produced (Schnell, 2013). 

Citizens have become more aware of their choices for food consumption and the ramifications 

those choices have on the environment (Kerton & Sinclair, 2010). As a result, more consumers are 

interested in forming connections to how their food is grown, handled, and transported (Hamilton, 

2004). Additionally, consumers have expressed concern over the quality and safety of their food 

after foodborne illnesses have been reported (Blake, Mellor, & Cran, 2010). This consumer 

awareness movement has given rise to the way in which farmers communicate and interact with 

consumers about the food and goods they produce (Giovannucci, Barham, & Pirog, 2010). With 

the growth of farmers selling their goods in a variety of outlets and the U.S. government’s 

increased emphasis and attention given to locally grown food, researchers need to identify specific 

factors impacting how consumers internalize and form attitudes about their decisions to purchase 

locally grown food in order to inform further research and practice. 

The term local has different definitions, and research has shown consumers are adaptive in 

their interpretation of what local means to them based on where they live and the types of foods 

available to them (Roper, Rumble, Ma, & Irani, 2015). Based on consumers’ locations, a certain 

fruit or vegetable may or may not be grown in their state or region; however, consumers are willing 

to expand their definition of “local” to encompass the closest available area to them for purchasing 

the product (Roper et al., 2015). Trivette (2015) posited the concept of local to be further defined 

by physical location and personal connection. Local by proximity refers to how many miles the 

food travels from producer to consumer; while, local by relationship adds the component of 

cultural and personal connection to a food (Trivette, 2015). Buying locally grown food has also 

been shown to have barriers and limitations for consumers. These barriers include location, amount 

of travel required, price, and convenience (Roper et al., 2015). Goodwin (2013) found Florida 

consumers held favorable attitudes toward buying local food, supporting the local economy 

through buying local foods, engaging with where their food was grown, and knowing how their 

food was grown, but had reservations. Key attributes impacting consumers’ intention of buying 

local food included availability, price, convenience, trust of the farmer, and awareness (Goodwin, 

2013). 

Similarly, to organic food (Hughner, McDonagh, Prothero, Shultz, & Stanton, 2007), 

consumers who purchase locally grown foods are willing to pay a premium price for high-quality 

food grown with less environmental impact such as minimal or no pesticide/herbicide use, no-till 

production methods, etc. (Martinez et al., 2010). Research has shown defining what local food is 



 

and is not is complicated at best and is a multifaceted concept linked to personal relationships, 

location, time, and financial constraints (Roper et al., 2015; Trivette, 2015). 

In their research with organically grown, local food, Kerton and Sinclair (2010) found 

participants to have more meaningful and long-term thoughts and values related to where and how 

food is grown when given hands-on learning opportunities and additional information. “Having a 

connection to their food and to the producers of their food is an experience that inspired many of 

the other participants to take their learning and consumer behaviors one step further in reflecting 

on their values” (Kerton & Sinclair, 2010, p. 411). Having a face-to-face interaction with the 

farmer was impactful to the participants’ thoughts on the value of buying local, organic food; 

however, a greater impact was shown when the participants were able to engage in the day-to-day 

dealings of farm life (Kerton & Sinclair, 2010). Similarly, community supported agriculture 

(CSA), a program designed to allow groups of citizens to buy a share within a farm in exchange 

for portions of the crop when available, has been found to potentially have a positive impact on 

participants’ food sustainability choices and overall consumption of fresh foods, when the act of 

buying and receiving produce was partnered with educational components and receiving 

unfamiliar products within the CSA structure (Rossi, Allen IV, Woods, & Davis, 2017). The 

repetitive nature and inherent qualities of the CSA model may encourage participants to engage in 

these behaviors. The same behaviors may not be present in other groups who are not given multiple 

opportunities to learn and experience different aspects of the agricultural and food production 

sectors (Rossi et al., 2017). The research by Rossi et al. (2017) highlighted the importance of 

consumers’ past experience with buying, consuming, and overall familiarity on their future food 

consumption behaviors.  

Other scholars have explored various ways in which social and moral factors influence 

consumers’ decisions to buy and engage with local, organic, sustainable, and fair-trade products 

(Codron, Siriex, & Reardon, 2006; Johnston & Szabo, 2011; Johnston, Szabo, & Rodney, 2011; 

Morgan, 2010; Peterson, 2013). Buying locally can be seen as an individual’s commitment to 

participating in environmentally friendly behaviors for the social good, and may serve as an 

influence to others to participate in environmentally friendly ways (Peterson, 2013). When 

marketing niche foods, such as local, organic, fair-trade, etc., consumers’ values are different 

across different populations and specific considerations for why and how consumers choose to 

engage with certain food products should be considered (Codron et al., 2006).  

 

Theoretical Framework 

 

Realizing consumers’ interest in forming connections with where and how their food is grown 

(Hamilton, 2004; Kerton & Sinclair, 2010; Schnell, 2013), communication practitioners and 

researchers need to be cognizant of why and how consumers are interested in buying local food 

when developing marketing and communication campaigns aimed at encouraging consumers to 

buy local food. The Theory of Planned Behavior seeks to predict, understand, and describe human 

behaviors and actions (Ajzen, 1991). The theory attempts to explain an individual’s behavioral 

intent based on attitudes, beliefs, and subjective norms (Ajzen, 1991). Behavior intention can be 

determined using three factors related to an individual’s beliefs: (a) attitude toward the behavior 

and behavioral beliefs; (b) subjective norms and normative beliefs – how the individual perceives 

the social expectations and norms for completing the behavior; and (c) perceived behavior control 

and control beliefs – how much control, over the task, an individual felt in completing the behavior 

(Ajzen, 1991; Mathieson, 1991). 



 

For this study, the Theory of Planned Behavior was identified as the most relevant model to 

use for predicting consumers’ intention to buy locally grown food. However, with the insight of 

previous research and theoretical foundations, the Theory of Planned Behavior model’s ability to 

predict consumer behavior has been shown to benefit from the inclusion of additional variables 

unique to the behavior in question. Research has shown the inclusion of a variable to account for 

past experience may increase the predictability of an individual’s intent toward a behavior (Bentler 

& Speckart, 1979; Eagly & Chaiken, 1993; Fazio & Zanna, 1978; Fazio, Chen, McDonel, & 

Sherman, 1982; Glasman & Albarracin, 2006). In a meta-analysis of how attitudes impact 

behavior, Glasman and Albarracin (2006) reported that direct experience was a contributing factor 

in an individual’s attitude about performing a behavior. Additionally, Eagly and Chaiken (1993) 

compared and contrasted various models and indicated the Theory Planned Behavior’s 

predictability was increased with the inclusion of the variable of past experience. 

In a slightly different vein of research aimed at understanding consumers’ buying behavior of 

food using the Theory of Planned Behavior, Kim, Jang, and Kim (2014) included the variable of 

ecological concerns to the original model and increased the predictability of consumers’ intention 

of buying genetically modified foods. This variable was associated with consumers’ ethical and 

environmental concerns related to buying genetically modified foods. The inclusion of additional 

variables to better address causal relationships and barriers to buying specific foods or goods has 

shown to increase the predictability of the Theory of Planned Behavior model (Kim et al, 2014; 

Shin, 2014; Dowd & Burke, 2013).  

Understanding several barriers exist with buying local food, the Theory of Planned Behavior 

may benefit from the addition of other variables to explain how these barriers interact with an 

individual’s intent to buy local food. Additionally, research has shown how individuals internalize 

the importance of buying specific types of food, like organic and local, based on key attributes 

(Lee & Yun, 2015). Carson et al. (2016) found face-to-face interactions with farmers at farmers’ 

markets could impact purchasing behavior change on both a short and long-term basis. The 

interactions with farmers at farmers’ markets was shown to impact more than the consumers’ food 

choices, but also contributed to their perceptions of buying local food to support healthy living, a 

viable local economy, and environmentally sustainable behaviors (Carson et al., 2016). Therefore, 

research is needed to understand the specific attributes of local food consumers place value in, 

from a sociological and psychological perspective, with respect to their ability to predict intention 

to buy local food within the Theory of Planned Behavior.  

The concept of adding additional variables to the Theory of Planned Behavior in research 

within the context of agricultural and environmental sciences has been met with some success. 

Arvola et al. (2007) studied the impact of adding the components of affective and moral attitudes 

into the model of Theory of Planned Behavior to predict buying intentions of organic foods and 

found the implementation of the constructs improved the model in some scenarios. By adding the 

component of moral feelings, the researchers were able to account for consumers behaving a 

certain way (Arvola et al., 2007). Similarly, the variable of moral obligation was shown to increase 

the predictability of the Theory of Planned Behavior in a study related to purchasing local food 

(Shin, 2014). Shin (2014) confirmed an individual’s attitude toward a behavior and subjective 

norms, perceived behavioral control, and moral norms were significant predictors of behavioral 

intention; however, noted the need for future research to examine the inclusion of other variables.  

With consumers’ increased engagement with where and how their food is produced, exploring 

how the Theory of Planned Behavior can be utilized to predict intention to buy is of paramount 



 

importance to research. Specifically, exploring how the inclusion of additional variables can 

impact the predictability of the model is of significance to future research and practitioners.  

 

Purpose and Research Objectives 

 

The purpose of this research was to understand how consumers’ intentions to buy local food, 

specifically blueberries from Florida, could best be predicted using the Theory of Planned 

Behavior with the inclusion of the variables of past experience buying local food and self-

identity/moral obligation toward buying local food.  

For this study, the variable of self-identity/moral obligation was defined as how individuals’ 

feelings about buying local food aligned with their moral obligation to the community, 

environment, and consumer behaviors. With a greater understanding of how an individual’s past 

experience buying local food and his/her moral obligation toward buying local food impacts the 

Theory of Planned Behavior’s predictability of intent, professionals and researchers within the 

field of communication can understand the needs and preferences of consumers and highlight those 

attributes of certain products to consumers. Additionally, since the past research has shown the 

definition of local to be ambiguous (Roper et al., 2015; Trivette, 2015), the current study focused 

on the single commodity of blueberries grown in Florida to remove potential mitigating variables.  

The following research objectives were identified and used to guide the current research: 

RO1: Determine the effect the interaction between past experience and the individual variables 

within the Theory of Planned Behavior have on intent to buy local blueberries when 

controlling for self-identity/moral obligation toward buying local blueberries. 

 

RO2: Determine the effect the interaction between self-identity/moral obligation and the 

individual variables within the Theory of Planned Behavior have on intent to buy local 

blueberries when controlling for past experience buying local blueberries. 

 

Methods 

 

To address the current study’s research objectives, an online survey was administered through 

Qualtrics. This research was part of a larger study and respondents were assigned to different 

treatment groups; however, the current study was only focused on all respondents’ intent to 

purchase locally grown blueberries with regard to their past experience, self-identity/moral 

obligation, attitude, subjective norms, and perceived behavioral control toward buying local 

blueberries. The survey included bi-polar, semantic differential scales and Likert-type questions 

to assess the variables of interest. Questions revolved around the respondents’ thoughts and 

experiences buying local food to establish their perceptions of buying local food, and specifically 

blueberries. An example of the 5-point Likert-type questions asked was: “Buying local food is 

important to me.” The scale for these questions was: 1 (strongly disagree) and 5 (strongly agree). 

An example of the five-point, bi-polar, semantic differential scale was: “I believe buying local 

food is…” These questions were coded and analyzed with the negative adjective equal to 1 and 

the positive adjective equal to 5. 

The population for this study was determined to be all consumers within Florida. To determine 

an appropriate sample size, data from the U.S. Census Bureau was used, and the most up-to-date 

dataset indicated that the population for Florida was 18,801,310 (U.S. Census Bureau, 2014). Since 

this current study was part of a larger research project, respondents were separated into distinct 



 

groups. In order to achieve a 95% confidence level interval for all groups, a minimum of 1,155 

participants was needed. To ensure enough completed surveys, the sample size for the present 

study was n = 1,794. An outside marketing firm was used to recruit participants to the study using 

the Internet and crowdsourcing techniques. Crowdsourcing uses the Internet to send out a generic 

request for a large population in exchange for monetary compensation (University of Waterloo, 

2013). Crowdsourcing has become a popular method of recruiting participants to studies because 

of the Internet’s prevalence in today’s everyday life (Baker et al., 2013). Internet research has 

become an ever-increasing way of contacting and recruiting individuals to participate in research 

because of the way people choose to use and engage with the Internet (Baker et al., Ruggiero, 

2000). According to the Pew Research Center (2018), 89% of Americans use the Internet. It has 

also been noted landline phones are not the norm for most of today’s households; thus, rendering 

random-digit-dialing methods of recruitment unreliable (Baker et al., 2013; Pew Research Center, 

2018). Therefore, new methods of recruiting today’s technologically connected individuals are 

needed. One of those methods is using opt-in panels with computer-mediated software and 

crowdsourcing sampling techniques (Baker et al., 2013).  

Just as all probability-sampled studies are not inherently reliable, all studies that use non-

probability samples are not necessarily irrelevant. However, more responsibility is placed on the 

researcher to provide transparent methodological and sampling practices when reporting the 

study’s findings (Baker et al., 2013). Several procedures can be implemented in studies with non-

probability samples to ensure the research is rigorous and reliable. The reliance on post-hoc 

adjustments using population data sets is one way to weight and increase the usability of the 

findings (Baker et al., 2013). Also, this study used the measure of coverage error to ensure the 

reliability of the results. The measure of coverage error was controlled by comparing the study’s 

sample demographics to the U.S. Census Bureau’s data for Florida (Baker et al., 2013).  

Once recruited, this non-probability sample of respondents was given a link to an Internet 

survey created in Qualtrics. The survey contained several quality checks to ensure participants 

only completed the survey once, were thoroughly reading the survey questions, and were verifiable 

individuals and not computer-automated systems. The survey questions were adapted from 

previous studies (Brain 2008; Hrubes, Ajzen, & Daigle, 2010; Osgood, Suci, & Tannenbaum, 

1978) and adapted by the researcher. Four expert researchers in public opinion, non-probability 

sampling, and communication examined the survey for face and content validity. The survey was 

pretested and pilot tested to ensure the survey accurately measured each variable and the survey 

was working properly on various Internet platforms. Each of the questions had a reliability of a 

Cronbach’s Alpha of .78 or higher, which is acceptable (Field, 2009; Kirk, 2013). 

These types of sampling and testing procedure do have several limitations that should be noted 

and recognized when analyzing the findings from this present study. The primary limitation to this 

study was the use of a non-probability sample which does not allow for generalizability of the 

findings to the entire population because not every individual within the population had an equal 

opportunity of being selected for the study (Baker et al., 2013; Field, 2009). However, the findings 

can be applied and expanded upon to other commodity research in the future (Baker et al., 2013).  

Another limitation was delivery method of the survey. This survey was administered via the 

Internet and relied on crowdsourcing techniques. Therefore, the individuals who responded in this 

study were potentially different than those who did not have access to the Internet or chose not to 

respond to crowdsourcing techniques. The findings from this study should be applied with this 

limitation in mind; but this study does provide an opportunity for future research to be conducted 



 

to better understand the differences between those who respond to crowdsourcing techniques and 

those who do not. 

Finally, the findings from this study are limited to buying blueberries grown in Florida, as that 

was the commodity used for the purposes of this study. To better measure perceived behavioral 

control, blueberries were used as the target commodity because they were in peak season and able 

to be recognized and purchased as a local food by respondents during the time of data collection 

(Ajzen, 2002). Research has shown the definition of local food is more abstract in some 

consumers’ thinking (Giovannucci et al., 2010; Schnell, 2013); therefore, the current study chose 

to use a single commodity that is commonly known by Florida consumers to be grown locally. 

This was implemented in the design to mitigate any confusion when participants were responding 

to the questions and thinking about their purchasing habits of local food. Also, because past 

research has shown consumers are flexible in their definition of local food (Giovannucci et al., 

2010; Schnell, 2013) respondents were given the definition of local food as being food grown in 

Florida to ensure consistent understanding of each question by respondents. These reliability 

measures created a limitation within the study, limiting the findings to only blueberries grown in 

Florida. Even with this limitation, the findings from this study could be beneficial for guiding 

future research and marketing decisions related to consumers buying local food. 

The data were analyzed using SPSS 22.0 to address each of the research objectives. To properly 

analyze each of the research objectives, new interaction terms were created by averaging each 

variable and then multiplying the two indices. For each newly created interaction, a general linear 

model was performed, holding each control variable identified within the research objective 

constant. General linear is an extension of multiple regression, allowing for the introduction and 

analysis of multiple independent and dependent variables to give greater understanding to 

relationships (Kirk, 2013). An ANOVA was performed as a post-hoc analysis of the data and 

general linear regression test was performed on the Theory of Planned Behavior variables to test 

the strength of the model without the addition of variables. 

A total of 1,794 respondents participated in the study; however, only 1,122 responses (62.5%) 

were usable due to incomplete surveys or failed quality checks within the removed surveys. Of the 

respondents, 47.2% (n = 530) were male, with 52.8% (n = 592) were female. Respondents varied 

in age and ethnicity. Approximately 83% of respondents (n = 936) were white and 4.7% identified 

themselves as Hispanic/Latino in ethnicity. The demographics from this study were compared to 

the census data available for Florida and found to be not significant, with respect to coverage error 

(Baker et al., 2013). 

 

Results 

 

The first research objective examined the interaction between past experience and the variables 

of Theory of Planned Behavior (attitude toward the behavior, subjective norms, and perceived 

behavioral control) on intent to buy local blueberries when controlling for self-identity/moral 

obligation toward buying local food. Using a general linear model as an analysis of covariance the 

data were analyzed. It was found the interaction between respondents’ past experience and attitude 

toward the behavior was a significant contributor to their intent to buy locally grown blueberries 

(F53, 1138 = 5.26, p < .01) (Table 1). The R2 was .402; therefore, the interaction accounted for 40.2% 

of the variance associated with intent to buy local blueberries, when controlling for self-

identity/moral obligation. 



 

Upon analysis, the interaction between respondents’ past experience buying local food and 

their subjective norms was found to be a significant contributor to their intent to buy locally grown 

food (F48, 1138 = 6.32, p < .01) (Table 1). The R2 was .41; therefore, the interaction accounted for 

41% of the variance associated with intent to buy local blueberries, when controlling for self-

identity/moral obligation.  

The interaction between respondents’ past experience buying local food and their perceived 

behavioral control toward buying local food was a significant contributor to their intent to buy 

locally grown food (F63, 1138 = 3.87, p < .01) (Table 1). The R2 was found to be .387; therefore, the 

interaction between past experience and perceived behavioral control accounted for 38.7% of the 

variance associated with respondents’ intent to buy locally grown blueberries when controlling for 

self-identity/moral obligation. 

 
Table 1:  

Interaction Between Past Experience, Self-Identity/Moral Obligation, Attitude Toward, Subjective 

Norms, and Perceived Behavioral Control Toward Buying Local Food 

Variable SS df MS F p 

Past Experience x Attitude Toward 

Behavior 
93.98  53 1.77 5.26 <.01 

Error 364.75  1083 .33   

Total  18801.77  1138    

Past Experience x Subjective 

Norms 
100.08  48 2.08 6.32 <.01 

Error 358.64  1088 .33   

Total 18801.77  1138    

Past Experience x Perceived 

Behavioral Control 
84.99  63 1.34 3.87 <.01 

Error 373.73  1079 .34   

Total 18801.77  1138    

Self-Id/Moral Obligation x 

Attitude Toward Behavior 
206.55  110 1.87 5.59 <.01 

Error 344.07  1026 .33   

Total 18801.77  1138    

Self-Id/Moral Obligation x 

Subjective Norms 
224.51  81 2.77 8.96 <.01 

Error 326.11  1055 .30   

Total 18801.77  1138    

Self-Id/Moral Obligation x 

Perceived Behavioral Control 
198.21  133 1.49 4.24 .<.01 

Error 352.41  1003 .35   

Total 18801.77  1138    

 

  



 

The second research objective was created to determine the effect the interaction between self-

identity/moral obligation and the individual variables within the Theory of Planned Behavior 

(attitude toward the behavior, subjective norms, and perceived behavioral control) when 

controlling for past experience buying local food. Similar to the first research objective, individual 

interaction effects were examined with each of the three variables within the theory, holding past 

experience buying local food constant. The interaction between respondents’ self-identity/moral 

obligation and attitude toward buying local blueberries was found to be a significant contributor 

to their intent to buy local food (F110, 1138 = 5.59, p < .01) (Table 1). Also, the R2 was shown to be 

.43; therefore, the interaction accounted for 43% of the variance associated with intent to buy local 

blueberries, when controlling for past experience.  

The interaction between respondents’ self-identity/moral obligation and subjective norms 

toward buying local food was found to be a significant contributor to their intent to buy locally 

grown food (F 81, 1138 = 8.96, p < .01) (Table 1). Additionally, it was found that 46.5% of the 

variance associated with respondents’ intent to buy locally grown blueberries was attributed to the 

interaction of their self-identity/moral obligation and their subjective norms toward buying local 

food when controlling for past experience (R2 = .465).  

After analyzing the data, it was found the interaction between respondents’ self-identity/moral 

obligation and perceived behavioral control toward buying local food was a significant contributor 

toward their intent to buy local food  (F133, 1138 = 4.24, p < .01) (Table 1). The R2 was analyzed and 

it was found that 42.2% of the variance in the respondents’ intent to buy locally grown food was 

associated with the interaction between their self-identity/moral obligation and perceived 

behavioral control toward buying local food, when controlling for past experience (R2 = .422). 

Several post hoc analyses were completed to better understand the findings from this study. 

First, an ANOVA was used to analyze respondents’ past experience buying local food and their 

intent to buy local blueberries. The variables within the Theory of Planned Behavior (attitude 

toward the behavior, subjective norms, and perceived behavior control) were used compared to 

respondents’ past experience buying local food and then to their self-identity/moral obligation 

toward buying local food. A significant relationship was found between past experience and their 

intent to buy local food (F4, 1138 = 35.73, p < .01); however, 11.2% of the variance associated with 

respondents’ intent to buy local blueberries was attributed to their past experience buying local 

food. Also, it was found that respondents’ self-identity/moral obligation toward buying local food 

was significantly related to their intent to buy local blueberries (F1, 1138 = 258.683, p < .01); 

however, 27.7% of the variance associated with respondents’ intent to buy local food was 

attributed to their self-identity/moral obligation of buying local food. 

Finally, the Theory of Planned Behavior model variables (attitude toward the behavior, 

subjective norms, and perceived behavioral control) were analyzed with an ANOVA to determine 

respondents’ intent to buy local blueberries. The post-hoc analysis was used to determine if the 

model was more appropriate for understanding the respondents’ intention to buy locally grown 

blueberries without the inclusion of the variables of past experience and self-identity/moral 

obligation toward buying local food. The model was found to be significant (F3, 1125 = 174.30, p < 

.01) in predicting respondents’ intention to buy locally grown food; however, the variance 

associated with respondents’ intent attributed to the variables of attitude, subjective norms, and 

perceived behavioral control toward buying local food was 31.8%; therefore, the inclusion of the 

interactions between past experience and self-identity/moral obligation increased the R2 and 

explained more of the variance associated with respondents’ intent to buy locally grown food.  



 

Conclusions 

 

Based on the findings from this study, the variables within in the Theory of Planned Behavior 

did contribute to respondents’ intent to buy locally grown blueberries. However, it should be noted 

including the variables of past experience and self-identity/moral obligation toward buying local 

blueberries strengthened the predictability of intention within the model. Including the variable of 

past experience validated Bentler and Speckart’s model (1981), in which past behavior was 

included within the Theory of Planned Behavior to better predict intention.  

Based on the findings from this study, the Theory of Planned Behavior’s predictability of 

intention was strengthened with the addition of the variables of past experience and self-

identity/moral obligation toward buying locally grown blueberries. As explained by Eagly and 

Chaiken (1993), Fishbein and Ajzen omitted an individual’s personal beliefs from their Theory of 

Planned Behavior because those beliefs are too confounded by other variables within behavioral 

intention that the addition of a variable to account for an individual’s personal beliefs does not add 

to the predictability of an individual’s intent. This study indicated the addition of an individual’s 

self-identity/moral obligation toward buying locally grown blueberries may be an important 

variable to consider when investigating communication practices related to promoting local food 

to consumers. Unlike the findings of Brain’s (2008) research related to conservation practices in 

agriculture, the current study’s data suggested that measuring and accounting for an individual’s 

perceived self-identity/moral obligation toward buying locally grown blueberries is impactful. 

This finding, in the current research, suggests including the variable of moral obligation may 

increase predictability of intention to complete a behavior. While eating locally may not be viewed 

as a moral obligation in some contexts (Peterson, 2013), the current study highlights it may be 

relevant for research related to buying locally grown food. Why and how consumers choose to buy 

food is a complex process to untangle; however, the current study adds to the body of literature 

identifying elements that may influence how and where consumers align their food choices and 

social values within their buying behaviors (Codron et al., 2006). 

Also, when using the Theory of Planned Behavior, researchers should seek to understand if the 

behavior is related to the individual’s self-identity. As Eagly and Chaiken (1993) discussed, several 

additional variables may improve the Theory of Planned Behavior’s predictability depending on 

the nature of the behavior. Therefore, when conducting research in communication using the 

Theory of Planned Behavior, researchers should take into account how an individual aligns 

themselves within society, and how they want to be seen in society when predicting intention 

toward buying locally grown food. 

The researchers recommend more research be conducted using the Theory of Planned Behavior 

to understand how it relates to consumer intention and action toward buying local food to connect 

consumers with those who produce their food. Future research should be conducted to determine 

if the inclusion of variables, such as past experience and self-identity/moral obligation, are key to 

predicting consumer intention, with respect to buying locally grown commodities. Variables to 

consider in the future could be: community and economic development efforts, supporting local 

farmers, or environmental engagement. Also, the Theory of Planned Behavior should be examined 

beyond intention and measure actual behavior. This study only examined respondents’ intention 

to buy locally grown blueberries; however, the Theory of Planned Behavior does account for actual 

completion of a behavior (Ajzen, 2011; Ajzen & Fishbein, 1980). Also, the current study only 

examined the commodity of Florida-grown blueberries. Future research should focus on 



 

understanding if the findings from this study are similar when applied to another commodity or in 

another state. 

Self-identity/moral obligation was shown to be a significant predictor of consumer intention 

to purchase locally grown blueberries in this study. Future research should examine how 

consumers’ self-identity/moral obligation toward buying local food can be increased in individuals 

to encourage them to buy local food. Consumers’ desire to buy local food has been linked to 

supporting the local economy and directly connecting themselves with their food (Blake et al., 

2010; Carpio & Isengildina-Massa, 2009; Giovannucci et al., 2010; Onken & Bernard, 2010; 

Schnell, 2013). Therefore, future research should focus on understanding the extent to which 

individuals’ self-identity/moral obligation towards buying local food drives their intent and action 

in buying local food. Research has shown specific barriers associated with individuals’ buying 

local food, including price, convenience, and travel (Roper et al., 2015). However, future research 

should focus on discovering other variables that may override those barriers, including an 

individual’s self-identity/moral obligation toward buying local food. In addition, research should 

be conducted to learn the best way to form and align the practice of buying local food to an 

individual’s self-identity/moral obligation. Research focused on enhancing an individual’s moral 

obligation toward buying local food may be beneficial to the future marketing of local food. 

From a theoretical perspective, the findings from the current study highlight the complexity of 

understanding why respondents chose to buy local blueberries. The current study shows the 

importance of trying to identify variables outside of the Theory of Planned Behavior that may 

contribute to an individual’s intent to buy local. While the Theory of Planned Behavior was a 

useful model in predicting the respondents’ intention toward the behavior of buying local 

blueberries, other theories and models must be considered to understand the most effective way to 

communicate, educate, and engage consumers about buying local food and engaging them in 

learning about where and how their food is grown and produced. Buying local food supports local 

economies and has been shown to increase healthy eating habits of fresh fruits and vegetables 

(Kerton & Sinclair, 2010; Schnell, 2013); thus, local food is an important initiative to share with 

consumers.  

For application and implementation, the results of this study indicated consumers are driven to 

buy local food if it aligns with their self-identity and moral obligation. Therefore, communication 

professionals should use language and messages that connect local food and the community to the 

consumer. Messages should be developed to appeal to consumers’ sense of community and 

enhancement of their surrounding area. Potential messages make consumers feel that their 

purchase of local food is important to community development, creating a healthy infrastructure, 

and promoting healthy living for future generations. Based on the questions used in this survey, 

buying local food, specifically blueberries was important to people, and respondents were willing 

to devote some of their money to buying local blueberries if they had it available; therefore, 

messages should appeal to this moral obligation of consumers in the future.  

Finally, past experience buying local food was indicative of respondents’ intent to buy local 

food in the future throughout this study. Professional communicators need to recognize that every 

encounter consumers have with buying local food is imperative to their future buying intentions 

of local food (Rossi et al., 2017). Similar to Carson et al. (2016), consumers’ experiences at 

farmers’ markets buying local food indicated an impact on short and long-term buying behaviors 

of local blueberries, the current study indicates every interaction with local food has the power to 

impact future buying behavior. Also, practitioners should work to continue to form direct 

connections between consumers and those who produce their food. Again, forming the direct 



 

connection between consumers and farmers has the ability to impact consumers’ self-

identity/moral obligation to buy local food, but also past experience has a direct connection on 

buying local food in the future. The concept of engaging consumers in the food they choose to buy 

and consume is of paramount importance now and in the future. Today’s actions and decisions by 

consumers, from an economical and legislative standpoint, impact the future of the food industry 

of the future. Encouraging and fostering the connection between consumers and those who grow 

and produce their food is of utmost importance for communication professionals and researchers.  
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