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ABSTRACT 

 

The COVID-19 pandemic has changed consumers' habits and behavior for food shopping and consumption 

in favor of local food. This study sought to determine the intention of Vietnamese consumers to purchase local food 

in the COVID-19 pandemic context. Data came from the interviews of 286 consumers using standard questionnaire. 

Five provinces from the North to the South: Hanoi, Quang Ninh, Dong Thap, Ninh Thuan and Dak Lak, which 

represent typical areas of Vietnam such as urban, rural areas; coastal, plain and mountainous areas, respectively were 

considered in 2021. Based on an extended theory of planned behavior (TPB), descriptive statistics, exploratory factor 

analysis, and regression analysis were used to establish the relationship between behavioral intention and its 

determinants.  Four determinants affected the intention to purchase local food among Vietnamese consumers in the 

COVID-19 pandemic context: subjective norm, trust in local food, perceived behavioral control, and attitude of 

consumers to local food. The impact of the COVID-19 pandemic on consumers was found not significant. Policy 

implications are discussed to promote sustainable local food development in Vietnam in the future. 
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INTRODUCTION 

 

The COVID-19 pandemic created many challenges when the numbers of infection cases increased rapidly in 

all countries and territories. National and regional governments all around the world imposed policies to control the 

situation, including social distancing, safety mandates, and lockdown restrictions. This in turn slowed down the 

economy, affecting many business sectors, caused an increase in unemployment rates, and reduced consumers’ 

income and spending (Jo et al. 2021). These policies and situations cause changes in the daily lives of people, from 

how they work to how they shop and how they entertain themselves. Consumers also changed their behavior to the 

new orientation and habits of food consuming, food shopping, food delivery and dining out (Jo et al. 2021; Sheth 

2020). Consumers have increased home cooking and baking (Gerritsen et al. 2020), spent more time on new recipes 

and wasted less food (Huntepr 2020), and eaten out less during the pandemic (Flanagan et al. 2021). They prefer 

online shopping with direct delivery to their door (Jo et al. 2021). Also, local food has become more important during 

the COVID-19 pandemic (Bui et al. 2021). 
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There is no consensus in defining local food (Feldmann and Hamm 2015). Local food is understood differently, 

based on the social and spatial context, as consumers and scholars are very flexible in understanding the term (Carroll 

and Fahy 2015). It is mainly defined as food that is produced, processed, and retailed within a defined geographical 

area (Adams and Adams 2011; CFIA 2019; Kumpulainen et al. 2018; Moya et al. 2013). The distance between the 

location of production and consumption ranged from 10 miles, 30 to 50 miles (Thilmany et al., 2010) to 100 miles 

(Adams and Adams, 2011; Durham et al. 2009; Feldmann and Hamm 2015; Thilmany et al. 2010). In some other 

studies, food can be considered local when it is consumed in the same county, town, state, or country from which it 

originated (Brown 2003; Darby et al. 2008; Moya et al. 2013).  

 

The previous literature showed that local food promotes certain dimensions of sustainability (Mäkiniemi and 

Vainio 2014) that brought benefits to the consumers: local foods are of higher quality (Feldmann and Hamm 2015), 

are fresher (Lim and Hu 2016), more nutritious (Bianchi and Mortimer 2015), and tastier than other products (Jensen 

et al. 2019) thanks to the shortened transportation time from production to consumption, and less use of preservatives 

(Bui et al. 2021; Motta and Sharma 2016; Skallerud and Wien 2019). Local food is also considered to protect the 

ecological environment (Zhang et al. 2020) by using less chemicals during production (Lim and Hu 2016), reducing 

the use of transportation fuels, thus minimizes the emission of greenhouse gases (Bianchi and Mortimer 2015; Moya 

et al. 2013). It is believed that local food consumption supports local producers (Jensen et al. 2019) and contributes 

to the local economic development because the money the consumers spend remains within their community (Jensen 

et al. 2019; Memery et al. 2015).  From these benefits, local food has become a new trend in many countries such as 

in the US (Hedberg and Zimmerer, 2020), Europe (Kumpulainen et al. 2018; Skallerud and Wien 2019), and others 

(Lim and Hu, 2016) with the total sale of around $20 billion in 2020 (Zhang et al. 2020).  

 

Like all countries and territories in the world, Vietnam is not immune to the COVID-19 pandemic and its 

accompanying economic headwinds. Although it has first achieved some successes in containment and reduced the 

impacts of COVID-19, thanks to the compliant population that mostly adhered to safe distancing requirements, 

COVID-19 posed a negative impact on people’s lives, especially the poor people. Many  have become unemployed, 

resulting in no or low incomes (Bui et al., 2021). Similar to most consumers around the world, Vietnamese consumers 

have changed their behavior and habits. They adjust many aspects of their lives, including their way of shopping by 

avoiding the long queues  in front of shops and supermarkets; more thoughtful spending, reducing shopping frequency 

through larger baskets; shifting to stores closer to their home, with more focus on local food; and increasing e-

commerce (Tien 2020). Consumers also tend to order and shop online via mobile applications with more direct 

delivery to their doors than traditional shopping. Consumers also buy more local origin products cheaper and easier 

to buy than higher priced imported ones. This seems to show that the COVID-19 crisis encourages consumer 

preferences for local foods (Phuong et al. 2021). 

 

Many studies have investigated the intention to purchase local food (Holt et al. 2018; Kumar et al. 2021; Minh 

et al. 2021) and effects of COVID-19 in terms of food businesses, market conditions, changes in consumer behaviors, 

revenues, and mobilities in the world (Bucak and Yiğit, 2021; Djekic et al. 2021; Jo et al. 2021; Nakat and Bou-Mitri 

2021; Rizouet al. 2020; Wang et al. 2020). However, the intention to purchase  local food of Vietnamese consumers 

in the context of COVID-19 is currently under-explored. No empirical evidence is available to explore the motivation 

of Vietnamese consumers’ motivation to purchase local food. These gaps in the literature need to be addressed. 

Beyond that, this study aims to determine the intention to purchase local food of Vietnamese consumers in the 

COVID-19 pandemic context and suggest some policy recommendations to promote sustainable local food 

development in Vietnam in the future. 

 

MODEL AND METHODOLOGY 

 

Theory of Planned Behavior (TPB). Recently, the TPB has been an influential theoretical approach in the 

psychology domain (Shalender and Sharma 2021). It has been frequently used to investigate the behavioral 

predispositions of consumers and their buying behavior (Sabah 2016). Moreover, it is argued that buying decision is  

complex and need an intentional cognitive process (Giampietri et al. 2015). The TPB can be applied to predict the 

behavior of individuals by their intentions (Aggestam et al. 2017). However, Sniehotta et al. (2014) highlighted the 
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limitations of the TPB, and in particular, the idea that individuals have an intention but may not act upon it (Ajzen 

2006; Sniehotta et al. 2014). In other words, factors that go beyond an individual's control influence their intentions 

and predictions of behavior (Ajzen 2006; Kor and Mullan 2011).  

 

The TPB argues that the intention of a person relies on personal attitudes, subjective norms (SN), and 

perceived behavioral control (PBC) and is used to determine and understand human behavior (Ajzen 1991). In 

general, the intention may increase with a positive attitude towards the behavior, SN, and PBC (Giampietri et al. 

2018; Lim and An 2021). In this study, attitudes refer to the feelings or emotions related to performing a behavior 

(Ajzen 1991). Attitude can have positive effect to intention of the people (Lim and An 2021). SN represents the 

perception of significant others about a given behavior. The main assumption for adding this factor to the model is 

the argument that human’s buying behavior is adopted according to other people’s attitude towards given behavior 

(Sabah 2016); SN is social in nature because a person performs an action on the basis of the opinions of her/his 

acquaintances, which is also influenced by perceptions of social pressure to make a decision about the action for 

him/her (Park 2000); PBC is related to the perceived ease or difficulty of performing the behavior (Aggestam et al. 

2017).  

 

The concept of the TPB was extended in other studies (Giampietri et al. 2018; Mazzocchi et al. 2008), by 

noting that trust is a behavioral determinant whose nature is jointly relevant to the TPB concepts of attitudes, SN, and 

PBC. In addition, the studies have found that the direct interaction between local food producers and consumers and 

repeated exchanges can provide consumers with a sense of trust built on shared know-how and a mutual understanding 

with local food producers (Hartmann et al. 2015; Hunt 2007; Meyer et al. 2012; Tregear 2011). Moreover, trust can 

drive loyalty and new solid relationships between producers and consumers (Hartmann et al. 2015). In Vietnam, trust 

is an important factor that affects  consumer behavior (Nam and Huan 2018). So in this study, trust was added to 

extend the TPB of Ajzen (1991). 

 

The study was conducted in the complex COVID-19 pandemic context in Vietnam. Many recent studies 

have been conducted around the world that indicates the impact of COVID-19 on food production and business 

(Bucak and Yiğit 2021; Nakat and Bou-Mitri 2021; Soon et al. 2021; Wang et al. 2020). Bui et al. (2021) studied 

short food supply chains in Vietnam during COVID-19 and argued that COVID-19 affected Vietnamese consumer 

behavior. A more in-depth study on local food purchases during COVID-19 is necessary to asscess food consumer 

behavior for implementing policy to promote local food selling. 

 

Factors affecting the intention of Vietnamese consumers to purchase local food in the COVID-19 pandemic 

context were tested based on the TPB model (Fig. 1). In particular, the following hypotheses were tested: 

 

H1. Consumer’s subjective SN towards purchasing local food increases their buying intention. 

H2. Consumer’s attitude towards purchasing local food increases their buying intention. 

H3. Consumer’s trust towards purchasing local food increases their buying intention. 

H4. Consumer’s PBC towards purchasing local food increases their buying intention. 

H5. COVID-19 pandemic increases their buying intention. 
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Fig. 1. The extended Theory of Planned Behavior model related to Vietnamese consumer intention to buy 

local food 

 

 

Questionnaire development. All items used in this study are measured by five‐point scales that ranged from 1 

(strongly disagree) to 5 (strongly agree) in relation to local food purchase behaviors of the respondents. The scales 

used were adapted from previous studies. The questions were revised by discussing and testing within two group 

discussions (7 people each group) with consumers in Hanoi to  clarify the meaning of the questions in Vietnamese. 

The variable COVID-19 was also developed via discussions in the groups. The original sources of the questions used 

in the survey are described in Table 1. 

 

Table 1. The items used in this study and sources 

 

Variables Items Reference 

INT INT1 I intend to purchase more local food during COVID-19 (Ajzen, 2006; 

Giampietri et al., 

2018; Lam and Hsu, 

2006; Zeithaml et al., 

1996) 

INT2 I plan to purchase more and more local food from local 

producers during COVID-19 

INT3 I am willing to buy more local food during COVID-19 

INT4 I will make an effort to purchase more local food during 

COVID-19 

SNO SNO1 My acquaintances understand me buy more local food as a 

wellbeing food 

(Ajzen, 2006; Lam 

and Hsu, 2006; Lim 

and An, 2021) SNO2 My acquaintances think that I should eat more local food 

(H1) 

(H3) 

(H4) 

(H2) Attitude towards 

the behavior 

Trust towards the 

behavior 

Subjective norm 

Intention 

Perceived behavioral 

control 
Covid19 

(H5) 
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SNO3 My acquaintances approve me eating more local food 

ATT ATT1 Purchasing more local food is pleasurable (Ajzen, 2006; Lam 

and Hsu, 2006) ATT2 Purchasing more local food is favorable 

ATT3 Purchasing more local food is enjoyable 

TRUST TRUST1 I perceive purchasing more local food to be reliable (Giampietri et al., 

2018; Mazzocchi et 

al., 2008) 
TRUST2 Purchasing more local food appears trustable to me 

TRUST3 I trust in purchasing more local food. 

PBC PBC1 I can easily eat more local food whenever I want (Ajzen, 2006; 

Giampietri et al., 

2018; Lam and Hsu, 

2006; Lim and An, 

2021) 

PBC2 If I wanted to, I could easily purchase more local food  

PBC3 Purchasing more local food is up to me. 

COVID-19  COVID1 COVID-19 pandemic had made my life change (Meixner and Katt, 

2020; Qi and Ploeger, 

2021) 
COVID2 COVID-19 pandemic has change society 

COVID3 COVID-19 pandemic will shift my consumption behavior 

 

Data collection. Five provinces were chosen to conduct the survey that include Hanoi, Quang Ninh, Dong Thap, 

Ninh Thuan, and Dak Lak, which represent areas and regions of Vietnam as urban, rural areas, coastal, plains, and 

mountain areas of the country (Table 2). The number of 286 respondents was chosen randomly by available resources 

to interview “face to face”. Six trained interviewers conducted the interviews from December 2020 to March 2021 in 

local markets and supermarkets in each province. The interview length was 40 minutes on the average. 

 

Table 2. Distribution of the sample  

 

   Sample 

Provinces Areas Region Frequency Percent (%) 

Dong Thap 
Rural, 

Plain areas 
South 73 25.5 

Dak Lak 
Rural, Mountainous 

area 
Middle 52 18.2 

Ninh Thuan 
Plain, rural, 

coastal areas 
Middle 51 17.8 

Quang Ninh 
Coastal, 

plain and mountain 
North 60 21.0 

Hanoi Urban, plain  North 50 17.5 

Total   286 100 

Source: Survey data, 2021 

 

Data analysis tools. Descriptive statistics were used to describe the demographic characteristics of the respondents. 

An exploratory factor analysis was conducted, and Cronbach's alpha was used to check the internal consistency of 

the variables. However, the total sample must be more than 5 times Items for Exploratory Factor Analysis (Hair et al, 

1998). In this analysis, we have 18 items; the total sample is more than 90 observations, so 286 respondents is enough 

for Exploratory Factor Analysis. After that, a regression analysis was conducted within a TPB framework to estimate 

the relationship between behavioral intention and its determinants (Mazzocchi et al. 2008). A multiple regression 

model was utilized to analyze the relationship between the intention to purchase local food by Vietnamese consumers 

and its determinants. 

 

The multiple regression model can be specified as follows: 
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 INT= 1*SNO + 2*ATT +3*TRUST + 4*PBC + 5*COVID-19 + error 

 

Where:   INT: intention to buy local food 

SNO: subjective norm 

ATT: attitude towards local food 

TRUST: trust in local food 

PBC: perceived behavioral control 

COVID-19: impact of COVID-19 

i:  estimated coefficients  

 

RESULTS AND DISCUSSION 

  

Profile of the respondents. The majority of the respondents were aged from 25 to 54 years. Around 56% of them 

were female, the rest were male. Regarding the educational level, the proportion of the respondents with the high 

school level was 36.7%, the number with college and vocational education level was 34.5%. The highest percentages 

of jobs were farmers (25.2%) and workers (17.1%). Most family incomes were under 200 million Vietnam Dong1 per 

year, with an average household size of 4.2 persons. Vietnamese ethnicity occupied 95.8%, the rest were minority 

ethnicities (Table 3). 

 

Table 3. Demographic characteristics of the respondents (N=286) 

 

Variable Category Frequency Percent (%) 

Age (years) 

< 24 47 16.4 

25 to 34 97 33.9 

35 to 54  66 23.1 

45 to 54 46 16.1 

55 to 64 19 6.7 

> 64 11 3.8 

Gender  
Male 126 44.1 

Female 160 55.9 

Education 

Under high school 35 12.2 

High school  105 36.7 

College and vocational 98 34.3 

University and higher 48 16.8 

Occupation 

Worker 49 17.1 

Farmer 72 25.2 

Officer and staff 32 11.2 

Businessman/woman 37 12.9 

Others 96 33.6 

Family income (million 

Dong)  

< 100 101 35.3 

100 to 199 
125 43.7 

 
1 Dong is the currency of Vietnam. 01 USD=23,095 Vietnam Dong. https://portal.vietcombank.com.vn/en-

Us/Personal/TG/Pages/exchange-rate.aspx?devicechannel=default. Consulted on 28/07/2021. 

https://portal.vietcombank.com.vn/en-Us/Personal/TG/Pages/exchange-rate.aspx?devicechannel=default
https://portal.vietcombank.com.vn/en-Us/Personal/TG/Pages/exchange-rate.aspx?devicechannel=default
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Variable Category Frequency Percent (%) 

200 to 299 42 14.7 

300 to 399 10 3.5 

 ≥400  8 2.8 

Ethnic 
Vietnamese (Kinh) 

274 95.8 

Minority ethnic 12 4.2 

Total 
 286 100 

Source: Survey data, 2021 

 

Local food is a product that is produced within their commune (50.7%), or district (39.4%), or within their 

province (36.4%). However, there were some people who thought that local food could be extended to the food with 

a national brand name, such as Vinacafe (a Vietnamese company that produces and distributes roast and instant 

coffee). There were 37% respondents who thought that local food is produced within 20 km from their place and 

8.4% that gave higher numbers for the distance in kilometers (Fig. 2). 

 

 
Source: Survey data, 2021 

 

Fig. 2. Opinion of respondents about local food (N=286) 

 

Most of the respondents answered that the local food was fresher (87.1%) and cheaper than other foods. 

Some others thought that the quality of the local food was higher (27.3%). These results can be explained by the fact 

that local food is produced and sold near the producer’s areas. The farmers do not spend much time and cost on 

storage and transportation. So, the local food is normally fresher and cheaper than imported food (Fig. 3).   
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Source: Survey data, 2021 

 

Fig. 3. Evaluation of respondents about local food (N=286) 

 

COVID-19 pandemic has influenced the food consumption of the Vietnamese (Nga et al., 2021). Figure 4 

shows the impact of the COVID-19 pandemic to the respondents by provinces. Almost all the respondents agreed or 

strongly agreed that the COVID-19 affected their life, with varying shares per province: Dong Thap (76.7%), Quang 

Ninh (85.0%), Dak Lak (75.0%), Ninh Thuan (90.2%), and Hanoi (72.0%). This has created a change in their activities 

and purchasing behavior. The respondents’ opinion differed among provinces due to the different impacts of the 

COVID-19 pandemic on different provinces before survey time. 

 

 
Note: 1 strongly disagree - 5 Strongly agree 

Source: Survey data, 2021 

 

Fig. 4. Impact of COVID-19 pandemic to respondents by provinces  

 

Descriptive statistics of items are shown in Table 4. All of the items’ means are more than 3.0. Most of 

respondents also agreed that Covid-19 had variable effects on consumer behavior.  

 

Table 4. Descriptive statistics of the factors 
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Variables Items Mean 
Std. 

Deviation 

INT INT1 I intend to purchase more local food during COVID-19 3.83 .432 

INT2 I plan to purchase more and more local food from local 

producers during COVID-19 
3.88 .366 

INT3 I am willing to buy more local food during COVID-19 3.84 .402 

INT4 I will make an effort to purchase more local food during 

COVID-19 
4.24 .201 

SNO SNO1 My acquaintances understand me buy more local food as 

a wellbeing food 
3.02 1.036 

SNO2 My acquaintances think that I should eat more local food 4.46 .693 

SNO3 My acquaintances approve me eating more local food 3.84 1.159 

ATT ATT1 Purchasing more local food is pleasurable 3.40 .764 

ATT2 Purchasing more local food is favorable 3.37 .796 

ATT3 Purchasing more local food is enjoyable 3.33 .805 

TRUST TRUST1 I perceive purchasing more local food to be reliable 4.02 .586 

TRUST2 Purchasing more local food appears trustable to me 3.97 .609 

TRUST3 I trust in purchasing more local food. 4.07 .554 

PBC PBC1 I can easily eat more local food whenever I want 4.61 .615 

PBC2 If I wanted to, I could easily purchase more local food  4.27 .841 

PBC3 Purchasing more local food is up to me. 3.98 .844 

COVID-

19  

COVID1 COVID-19 pandemic had made my life change 
3.38 .969 

 COVID2 COVID-19 pandemic has changed society 3.20 .925 

 COVID3 COVID-19 pandemic will shift my consumption behavior 3.40 .930 

Source: Survey data, 2021 

 

Exploratory factor analysis (EFA) of intention to local food. The reliability of the scale was determined by 

computing the alpha coefficient. The items which have a corrected item-total correlation less than 0.3 were excluded. 

The items with a credibility alpha of more than 0.6 was deemed acceptable as they imply that the research concept is 

new to the respondents (Peterson 1994; Slater 1995). Thus, those with Cronbach Alpha of more than 0.6 was used in 

this research in the context of Vietnam' consumers during COVID-19. After dropping INT4 because the corrected 

item-total correlation was less than 0.3, the results of Cronbach’s Alpha reliability are shown in Table 5. 

 

Table 5.  Explorative Factor Analysis 

 

Factors Code Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

Cronbach’s 

Alpha 

Subjective norm SNO1 .560 .572 .707 

 
SNO2 .570 .626 

SNO3 .520 .653 

Attitude  

 

ATT1 .711 .710 .818 

 
ATT2 .684 .736 

ATT3 .620 .802 
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Trust CON1 .693 .755 .828 

 
CON2 .683 .766 

CON3 .684 .766 

CON4 .693 .755 

Perceived behavioral 

control 

PBC1 .709 .782 .833 

 
PBC2 .724 .740 

PBC3 .690 .778 

COVID-19  COVID1 ,658 ,758 .816 

COVID2 ,650 ,764  

COVID3 ,696 ,718  

Intention INT1 .431 .506 .614 

 
INT2 .355 .603 

INT3 .491 .411 

Source: Survey data, 2021 

 

Exploratory factor analyses (EFA) were conducted to elicit if items measuring consumer’s intention to 

purchase local food as well as items measuring TPB constructs allow for computing the respective scales. The 

extraction method used was Principal Component Analysis, and the rotation method used was Varimax. The EFA 

obtained Kaiser-Meyer-Olkin (KMO) value of 0.702. The KMO value reflects the sampling adequacy and should 

exceed the minimum value of 0.6 (Hoque 2018). 

 

The eigen value for each component should be greater than 1.0 and the cumulative variance explained should 

be greater than 60% (Shkeer and Awang 2019). The eigen values obtained ranged between 2.082 and 2.710; the 

variance explained for component 1 is 22.580%, component 2 is 19.830%, component 3 is 17.351%, component 4 is 

13.038%. The total variance explained for measuring this construct is 72.799%. The results showed the four 

components that emerged with the respective items under each component. 

 

The EFA procedure for exploring the measuring items for intention to purchase local food in Vietnam has 

resulted in four components with three items each. The total items retained were 12. The EFA of intention to purchase 

value for the dataset was then determined using principal axis factoring and promax rotation. Items with factor 

loadings below 0.45 and communalities of less than 0.5 were considered for removal Comrey and Lee (1992). The 

result showed that 12 items with factor loading greater than 0.7 are selected (Table 6). This result showed that 

measuring items could explore purchase intention to local food in Vietnam.   

 

 

Table 6. Exploratory factor analyses of independent variables 

 

Items 

Component 

1 2 3 4 5 

Perceived Behavioral Control 1 .882     

Perceived Behavioral Control 2 .872     

Perceived Behavioral Control 3 .860     

Trust towards the behavior 2  .869    

Trust towards the behavior 1  .868    

Trust towards the behavior 3  .850    
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Items 

Component 

1 2 3 4 5 

Attitude towards the behavior 1   .871   

Attitude towards the behavior 2   .848   

Attitude towards the behavior 3   .846   

COVID2    .867  

COVID3    .862  

COVID1    .831  

Subjective Norm 2     .849 

Subjective Norm 1     .813 

Subjective Norm 3     .753 

Source: Survey data, 2021 

 

Factors influencing the intention to purchase local food.  The extracted factors from the explanatory factor analysis 

were incorporated into the linear regression analysis in order to examine the impact of independent variables on the 

dependent variable, purchase intention (Table 7).  

 

Table 7.  Regression model – Factor influencing the intention to buy local food   

 

Variables Coefficients t p-value 
Collinearity Statistics 

Tolerance VIF 

SNO .375 8.583 < .001 .922 1.085 

PBC .356 8.331 < .001 .961 1.040 

TRUST .404 9.408 < .001 .955 1.047 

ATT .253 5.812 < .001 .928 1.078 

COVID-19 .051 1.178 .240 .929 1.077 
Source: Survey data, 2021 

 

Results showed that the model adjusted R2 = 0.508, indicating that 50.8% of the variance in purchase 

intention on local food is explained by the five factors SNO, PBC, TRUST, ATT, and COVID-19. With p-value< 

0.001, the result confirmed that the regression model is consistent with the data collected. With p-value > 0.05, 

COVID-19 pandemic had no significant impact on intention to purchase local food, but the rest of the variables are 

statistically significant at 1% significance level. Thus, the regression model is written as: 

 

INT= 0.375SNO + 0.356PBC + 0.404TRUST + 0.253ATT  

 

With the regression coefficient of 0.375 for SNO and  p < 0.001, H1 is accepted, suggesting a positive 

relationship between subjective norm and behavioral intention identified in this study, which is consistent with 

previous studies (Giampietri et al. 2018; Lam and Hsu 2006; Lim and An 2021). This result shows that sample 

consumers behave in such a way that the more the people around them approve of them buying local food, the more 

willing they are to purchase them. So behavioral intention to purchase local food is related to perceived social pressure 

from important people around them. 

 

The regression coefficient 0.356 for PBC at p<0.001 means that the more positive the perceived behavioral 

control is, the higher the intention to purchase local food. This result is similar to studies of Lam and Hsu (2006), 

Giampietria et al. (2018), Lim and An (2020) that indicated  perceived behavioral control is a significant predictor in 

positively influencing consumers’ behavioral intention to purchase a product. A similar study conducted during 

COVID-19 in Indonesia and Malaysia to determine food safety and evaluated intention to practice safe eating out 

measures showed perceived behavioral control had a significant influence on Vietnamese behavioral intention to 

purchase local food in a COVID-19 pandemic context (Soon et al. 2021). 
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Similarly, for TRUST with coefficeint of 0.404 and p<0.001, H3 is accepted, indicating that consumer’s 

trust is the most important factor that affects positively the intention to purchase. This positive relation is consistent 

with the findings of Giampietria et al. (2018) and Mazzocchi et al. (2008). The stronger the trust in the product and 

its seller, the higher is the intention to purchase a product. In this study, when consumers have more trust on local 

food and local sellers, it is easier for them to consume said local food. 

 

With regression coefficient of 0.253 forATT and p < 0.001, H2 is accepted which means that attitude towards 

purchase of local food was positively related to behavioral intention. That is, if sample consumers have a more 

positive attitude toward local food, they will have a stronger intention to purchase local food. This finding is not 

surprising since Lam and Hsu (2006) and Giampietria et al. (2018) had similar results.  

 

Finally, with a regression coefficient for COVID-19 of  0.051 with p>0.2, H5 is rejected, suggestive of the 

fact that perceptions of the pandemic did not alter the behavioral intention of the consumers. This result is not 

consistent with previous studies of Minh et al. (2021) and Kumar et al. (2021). This result may be due to earlier  

survey time (2021) wherein Vietnam controlled well COVID-19 pandemic, thus it did not clearly show the change in 

behavioral intention of the consumers.  

 

CONCLUSIONS AND IMPLICATIONS 

 

This study confirmed four identified determinants affecting the intention to purchase local food of consumers 

in the COVID-19 pandemic context. These factors are subjective norm, trust in the sellers and local food, perceived 

behavioral control and attitude of consumers to local food. The COVID-19 pandemic did not affect significantly 

behavioral intention. This may be due to the behavioral intention for local food has been present even before the 

COVID-19 pandemic. However, it might also be the case that the COVID-19 variable is endogenously influenced by 

the other factors so that the effect of the COVID-19 pandemic is also captured by the other variables.  

 

It is recommended that policymakers, businesses, and producers promote the consumption of local food in 

order to better satisfy consumers’ needs and get the highest business efficiency:  

 

- Since the intention to purchase local is affected by the subjective norm, it is necessary to strengthen 

communication, promotion, and raising people's awareness about local food through many communication 

channels such as local media channels, leaflets, social networks, websites, etc., especially through the well-

known people in the society. 

- Producers should increase the trust of the consumers by applying good practice in the production process, 

providing enough and clear information on the production and processing through traceability, labels, and 

brand name. 

- The local government should better support local producers by organizing events, festivals, tourist markets, 

night markets to create the chance for local consumers to join, try and buy local products. 

- The national government should create a good environment and policies to promote and ensure the quality 

of food supply to improve the trust and change the attitude of consumers toward food supply in general and 

local food in particular. 

 

Because the survey was implemented at the first period of the COVID-19 pandemic when the situation was 

not serious, the results would differ in the later period when COVID-19 became severe and the government applied 

social distancing, thus changing consumer behavior.  Future research will involve in-depth qualitative interviews to 

get more information about the real motivation and intention to buy local food of the consumers in the post-COVID-

19 period. 
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