Consumer motives for buying regional products: The REGIOSCALE
Abstract
Consumers are increasingly turning towards regional products. The Consumer Ethnocentric Scale (CETSCALE) has been widely used to examine consumer motives for buying regional products. However, recent studies highlight that the CETSCALE alone does not adequately explain consumers’ motivations to purchase regional products. This study adopted a mixed-method approach to develop a scale that would incorporate new consumers’ motivations to purchase regional products. A preliminary qualitative study based on twenty semi-structured interviews was conducted with German consumers. Following exploratory factor analysis, three main motives, i.e., perceived eco-friendliness, superior quality, and regional identity, drive consumer’s decision to purchase regional products. The qualitative study enabled the validation of the scale, the Regional Scale (REGIOSCALE), which we tested together with CETSCALE to assess its explanatory power of consumers’ decision to buy regional products. The findings reveal that the newly built REGIOSCALE has a stronger explanatory power than the CETSCALE. 
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Introduction
Consumers are developing a cynical view of globalization, and they are increasingly seeking regionally-produced products
 Mintel, 2019(Feldmann and Hamm, 2015; Mintel, 2017; ; Sheng et al., 2019)
. Figures show that more than 50% of shoppers believe buying products produced in their local area is important or fairly important (Statista, 2019).   
An increasing number of retailers appear to be paying attention to such consumer demand by designing appropriate policies and marketing plans to address this emerging market segment effectively. Slogans such as ‘support your region’, and ‘making a positive difference to our community’ are used by supermarket chains such as Tesco, Sainsbury’s, and Morrison’s to communicate their regional purchase policies to their existing and potential customers Mintel, 2017()
. 

Researchers have started to study the determinants of consumer choices between regional over global products 
 ADDIN EN.CITE 
(Davvetas & Diamantopoulos, 2016; Fernández-Ferrín & Bande-Vilela, 2013; Fernández-Ferrín et al., 2018; Gineikiene, Schlegelmilch, & Ruzeviciute, 2016;  Schnettler et al., 2011; Strizhakova & Coulter, 2015; Westjohn et al., 2016; Yildiz, Heitz-Spahn, & Belaud, 2018; Zeugner-Roth, Žabkar, & Diamantopoulos, 2015)
. These studies have produced useful insights; however, they adopt a rather broad definition of regional such as “sold under a given name in one country or regional location” (Strizhakova & Coulter, 2015, p. 1), while other studies neglect the definition of regional all together 
 ADDIN EN.CITE 
(Davvetas & Diamantopoulos, 2016; Fernández-Ferrín et al., 2018; Gineikiene et al., 2016; Westjohn et al., 2016; Yildiz et al., 2018; Zeugner-Roth et al., 2015)
. Moreover, these studies tend to use the term regional as opposite to global, they use the terms regional and national interchangeably, or they apply concepts that have been developed for the national/country level to the regional within-country level. 
Various studies apply the ethnocentric consumer scale to explain consumer motives to purchase regional products versus global products (Fernández-Ferrín & Bande-Vilela, 2013; Schnettler et al., 2011; Zeugner-Roth et al., 2015; Yildiz et al., 2018)
. Ethnocentric consumers prefer local products because they believe that it is inappropriate or even immoral to purchase foreign-made products even if they are cheaper or better in quality (Shimp & Sharma, 1987). However, in this study, we argue that the Consumer Ethnocentric Scale (CETSCALE) may not be appropriate to explain consumers’ purchase decision of regional products, because this scale was developed to measure consumers’ perceptions towards the purchase of imported products Sharma, Shimp, & Shin, (1995)


. According to Fernandes-Ferrin and Bande-Vilela (2013), ethnocentrism might not be the only motive of why consumers purchase regional products, and they suggest further research on the topic. More recently, scholars reveal that other factors, such as national identity (Zeugner-Roth et al., 2015) and commitment to a place (Yildiz, Heitz-Spahn, & Belaud, 2018), explain consumers’ attitude and behaviour better than ethnocentrism. Furthermore, scholars argue that the ethnocentric consumer scale neglects a more holistic picture of consumer motives for purchasing regional products Zeugner-Roth et al., 2015()
. 
These findings highlight that factors or motives other than ethnocentrism may explain consumers’ decision to purchase regional products. To address this issue, we followed a mixed-method approach; we preliminary carried out in-depth interviews to explore consumers’ motivation to buy regional products to develop a framework and a scale that can draw a more holistic picture of consumer motives. The newly developed scale will be tested using quantitative methods. Thus, the aim of this paper is twofold, firstly to identify consumers’ motives for purchasing regional products, secondly, to establish whether the newly developed scale has stronger predictive power than the CETSCALE. 
Literature Review
Regional products 
The distinction between global, national, regional, and local products is often not apparent in academic literature (Fernández-Ferrín et al., 2018). Global products as products tailored for global markets that are marketed and distributed 

in many countries around the world (Zhang and Khare, 2009; Steenkamp and Jong, 2010). National products refer to products that are tailored for a specific country, marketed and distributed only in that consumer’s home country (Cutright et al. 2011; Steenkamp and Jong 2010; Zhang and Khare 2009). Local products can be defined in multiple ways; however, the majority of studies focus on two specific characteristics (Hein et al. 2006). The first characteristic to define local product is the consumers interpretation of what is a local product to them. The second characteristic is of local product, in terms of geographical distance from the point of purchase according to Megicks et al. (2012) everything within 30-50 miles of the sellers’ location within the countries boundaries can be defined as local product (Morris and Buller 2003; Hein et al. 2006; Pearson et al. 2011; Megicks et al., 2012). 




Regional products can be considered local products on a larger scale, as they are marketed through shorter chains (Fernández-Ferrín et al., 2018). Hence, we define regional a product as whose origin and production are typical of, and present only in a specific geopolitical region.  (Morris and Buller 2003). For example the Canadian region of Bas-Saint-Laurent’s regional products are smoked fish (i.e., salmon, trout, sturgeon, and eel) (Hashimoto & Telfer, 2006), the French region of Vendee include products such as la gache, a typical pastry of the Vendee region (Charton-Vachet, Lombart, & Louis, 2020).  
The administrative boundaries that define these geopolitical regions are social constructs which have now become common knowledge (Paasi and Metzger 2017). The boundaries were first put into place in the 1940’s as so-called government office regions and updated in the 1990’s as the Eurostat definition of region used in various studies (Beugelsdijk and Van Schaik, 2005; Inglehart et.al., 2008; Minkove & Hofstede, 2014; WVS 2020).  
 
Consumer Ethnocentrism 
Consumer ethnocentrism is defined as ‘the belief held by consumers about the appropriateness, indeed morality, of purchasing foreign-made products’ (Shimp & Sharma, 1987, p. 280). There is a considerable body of research on consumer ethnocentrism, with the highly ethnocentric consumer believing it inappropriate to purchase foreign-made products even if they are cheaper or better in quality 
 ADDIN EN.CITE 
(Balabanis & Diamantopoulos, 2004; Evanschitzky et al., 2008; Nadiri & Tümer, 2010; Sharma et al., 1995; Shimp & Sharma, 1987; Teo, Mohamad, & Ramayah, 2011; Thelen, Ford, & Honeycutt, 2006)
. Ethnocentric consumers believe that purchasing foreign-made products negatively affects the domestic economy and jobs Sharma et al., 1995()
. Hence, ethnocentric consumers prefer purchasing domestic products because this, according to them, helps the local economy Sharma, 2011()
, which makes ethnocentrism a pro-in-group as well as an anti-out-group construct (Balabanis & Diamantopoulos 2004).
According to Balabanis et al. 2001, p. 159()
, ethnocentrism has a powerful influence on consumers’ preference for foreign-made products, and the term ‘consumer ethnocentrism’ was adapted from the general term ‘ethnocentrism,’ introduced by Sumner around 1906 Shimp & Sharma, 1987()
. Shimp and Sharma ADDIN EN.CITE <EndNote><Cite ExcludeAuth="1"><Author>Shimp</Author><Year>1987</Year><RecNum>450</RecNum><DisplayText>(1987)</DisplayText><record><rec-number>450</rec-number><foreign-keys><key app="EN" db-id="errrz9rrl0pseeed9t5pxspf5rdede9fwz0s">450</key></foreign-keys><ref-type name="Journal Article">17</ref-type><contributors><authors><author>Shimp, T.A.</author><author>Sharma, S.</author></authors></contributors><titles><title>Consumer ethnocentrism: construction and validation of the CETSCALE</title><secondary-title>Journal of Marketing Research</secondary-title></titles><periodical><full-title>Journal of Marketing Research</full-title></periodical><pages>280-289</pages><volume>24</volume><number>1</number><dates><year>1987</year></dates><isbn>0022-2437</isbn><urls></urls></record></Cite></EndNote> (1987) subsequently developed the Consumer Ethnocentric Scale (CETSCALE) to evaluate American consumers’ perceptions towards the purchase of imported products Teo et al., 2011()
. Since its inception in 1987, the CETSCALE has been widely used in literature for measuring how ethnocentrism affects consumers’ intention to purchase, and both its validity and reliability is now well established in the academic literature 
 ADDIN EN.CITE 
(Balabanis, & Siamagka, 2017; Balabanis & Diamantopoulos, 2004; Evanschitzky et al., 2008; Nadiri & Tümer, 2010; Siemieniako et al., 2011; Teo et al., 2011; Thelen et al., 2006)
.    
CETSCALE application on a regional level
With the growing trend of regional produces, academics have been applying the CETSCALE at the regional level to assess consumers’ intention to purchase local products Bizjak et al., 2018


( ADDIN EN.CITE ; Fernández-Ferrín & Bande-Vilela, 2013; Fernández-Ferrín et al., 2018; Lee et al., 2016; Nadiri & Tümer, 2010; Siemieniako et al., 2011; Yildiz et al., 2018; Zeugner-Roth et al., 2015)
. Schnettler et al. 2011()
 applied the CETSCALE at the regional level to two cities in Chile. They concluded that people with a high level of ethnocentrism are more likely to buy regionally-branded products than imported products. Fernández-Ferrín & Bande-Vilela (2013
) reached a similar conclusion in a different regional context (Galicia, Spain). They found that the CETSCALE can explain preferences for national versus non-national products and for regional versus non-regional products Fernández-Ferrín & Bande-Vilela, 2013()
. However, Fernández-Ferrín and Bande-Vilela highlighted future studies to analyze consumer ethnocentrism at a regional level. They point out that the CETSCALE can be applied to measure consumers’ moral obligation to support regional businesses, which is ‘an underlying factor when it comes to consumer purchase decisions’ 2013, p. 306()
. In a subsequent study, Fernández-Ferrín et al. 2018()
 reveal that ethnocentrism plays an important role in predicting consumers’ judgments and actual purchase of local-regional-traditional food products. However, they discuss that the preference for products of regional origin (e.g., “Only from Galicia”) was similar between ethnocentric and non-ethnocentric consumers when considering other products (i.e., potatoes and beef), suggesting that the influence of ethnocentrism may vary across different product categories and among different geographical environments. The scholars made a call for research on identifying other possible factors that might influence consumers’ decision to buy regional produce (Fernández-Ferrín and Bande-Vilela 2013).
Later research suggests that consumer ethnocentrism is not the only, or the most important factor, explaining consumers’ decision to purchase regional produce. For instance, Zeugner-Roth et al. 2015()
 show that national identity outperforms consumer ethnocentrism in explaining product judgments and willingness to buy, while Yildiz, Heitz-Spahn, & Belaud, 2018()
 and Lorenz et al. 2015()
 show that consumers who are strongly committed and develop a strong identity to their place of life tend to purchase local products more than consumers with a high level of ethnocentrism. The findings of these studies highlight that factors other than ethnocentrism may explain consumers’ decision to purchase regional products. Schnettler and Further, the findings highlight the importance of developing a more holistic view of consumer motives to purchase regional products.
The above literature review suggests that there is an emerging body of research highlighting the importance of consumer motives for purchasing regional products, but it is lacking the holistic understanding of what motivates consumers to purchase regional produce besides the feeling of a moral obligation towards supporting the regional industry. To fill this gap, this paper applied a sequential exploratory mixed-method approach (Creswell & Clark, 2010), starting with a qualitative study to reveal new reasons driving consumer’ decision to purchase regional products, followed by a quantitative analysis measuring the predictive power of the motives identified identified in the qualitative phase and compared with the CETSCALE.
Methodology 
Study 1
Data collection 
Twenty semi-structured interviews with German consumers of regional food products were conducted, each taking on average 40 minutes. Theoretical saturation was reached after the 15th interview; however, another five interviews were conducted to ensure nothing new would emerge Strauss & Corbin, 1998()
. The interviewees were chosen purposively through the researcher’s personal social networks to represent different age groups, income, educational level, genders to achieve high topic coverage Saunders, Lewis, & Thornhill, 2012()
 (see Appendix A).  

The condition to participate was to have recently (i.e., in the last month) purchased regional food products. All participants were asked the same set of questions regarding their motivations for purchasing regional food and the motivations they believed to explain why other consumers would or would not buy regional products. The questions about other people were asked first to overcome the potential problem of interviewees’ tendency to mention topics that are socially acceptable and therefore desirable, hence, discussing what they actually desire Rallis & Rossman, 2011()
. This pitfall was avoidable by rewording the question from ‘What motivates you to buy regional products.’ to ‘What do you think motivates other people to buy regionally-branded products?’ So participants could reflect potential behavior that might not comply with social norms to an unknown third party Miles & Huberman, 1994()
. When researching non-English speaking countries, particular care needs to be taken when translating questions; thus, we adopted the back-translation approach Brislin, 1970()
. 
Data Analysis

We adopted thematic analysis for its flexibility to tackle the entire text as a potential unit of analysis and its ability to extract codes and themes Clarke & Braun, 2013()
. Open coding was used to analyze data to shed light on the consumers’ motives to buy regional products. Interviews were recorded, transcribed, and proceeded smoothly, with new topics emerging Detmar et al., 2006()
. Following previous research, some of the themes generated were theory-driven while others were data-driven Fereday & Muir-Cochrane, 2006()
. 
Interview findings, Item development, and Screening
Following the qualitative data analysis, the research team met and attempted to develop a preliminary list of the dimensions and items regarding the motives for purchasing regional products. Following Rossiter (2002), tentative
 construct definitions were created for each dimension. The analysis of data from interviews revealed seven dimensions and 23 items (Appendix B). 
According to Netermeyer et al. ADDIN EN.CITE <EndNote><Cite ExcludeAuth="1"><Author>Netemeyer</Author><Year>2003</Year><RecNum>932</RecNum><DisplayText>(2003)</DisplayText><record><rec-number>932</rec-number><foreign-keys><key app="EN" db-id="errrz9rrl0pseeed9t5pxspf5rdede9fwz0s">932</key></foreign-keys><ref-type name="Book">6</ref-type><contributors><authors><author>Netemeyer, Richard G</author><author>Bearden, William O</author><author>Sharma, Subhash</author></authors></contributors><titles><title>Scaling procedures: Issues and applications</title></titles><dates><year>2003</year></dates><pub-location>London</pub-location><publisher>Sage</publisher><isbn>0761920277</isbn><urls></urls></record></Cite></EndNote> (2003), generating the initial pool of items includes taking three main steps, which are, in no specific order: an extensive literature review, expert interviews with the target group, and further investigation with outsiders who are expert in the researched area (i.e., academics) to gain content and face validity. All three steps were followed in this research. The content and face validity were then assessed through a panel of nine experts, i.e., academics who had research and publication records in this area and were experts in scale development, who were invited to provide their opinions about items’ clarity and relevance DeVellis, 2011()
. 

For the first round of the pilot test, the developed survey was shared with ten consumers. The ‘think aloud’ approach was applied, which allowed the researcher to clarify some misunderstandings in 4 questions. By the end of the pilot-test, all 23 items were kept for the exploratory factor analysis after some items’ rephrasing. 

Study 2
The Quantitative study  
The data were collected using the ‘mall-intercept’ survey technique Bush & Hair Jr, 1985()
. According to Bush and Hair (1985) ‘the mall interception would be a useful method for studies seeking information on forms of desirable and/or undesirable behaviors’ (p.166). As attested by Balabanis et al. (2001, p.165), the ‘mall-interception approach can result in a sample, which, while not strictly representative, may nonetheless be relatively free of any systematic bias.’ Overall, 693 questionnaires were collected within one month by one of the researchers of this study. However, 174 questionnaires were not usable due to not being filled correctly (e.g., straight-lining). Thus, the final number of usable questionnaires was 519.
Measurement validation: Exploratory factor analysis 
We conducted exploratory factor analysis (EFA) with Varimax rotation adopting the Principal Axis Factoring method to test the new constructs’ validity. Item cross-loadings for each construct are shown in Table 3. Most of the items loaded on a distinct construct, and their factor loadings were higher than 0.5; however, some items were below 0.5 and had cross-loadings higher than 0.40. Following previous scale development studies (Yi & Gong, 2013; Filieri, 2015), an iterative process eliminated items with a factor loading below 0.50
, high cross-loadings above 0.40, and low commonalities below 0.30 (Hair et. al., 2009). 

The final factor analysis resulted in 15 items and three factors with eigenvalues exceeding 1.0 that explained 74.15% of the total variance. Cronbach’s alpha values for the three constructs were all above 0.9, thus exceeding the cut-off of 0.7 (Nunnally, 1994). The Kaiser–Meyer Olkin (KMO) value of 0.973 and a significant chi-square value for Bartlett’s test of sphericity (χ 2= 12717.925, p < 0.001) indicated that factor analysis was appropriate for the data. Thus, of the 23 items identified in the preliminary qualitative study, 15 were retained for confirmatory factor analysis. Appendix C presents the final list of items.
To assess the robustness of the developed items and scales, we run a second data collection in a different context, France. We collected responses from 250 participants through Prolific (5 excluded), a fast-growing research participant recruitment platform adopted for research published in leading marketing journals (e.g., Petit, Velasco, & Spence, 2018). The conditions to participate in the study were: to have good English proficiency, be resident in France, and having purchased regional products. The results of the first and second data collection are presented in Tables 1 and 2, where we show evidence of scale reliability, convergent, and discriminant validity. Appendix C and E present the socio-demographic characteristics of the participants in the two surveys.
Table  1. Mean, SD, correlations coefficients, and squared AVEs in the two data collection (Germany, France).

	Variable
	Mean
	SD
	1
	2
	3

	1. IDENTITY
	3.9
	1.0685
	0.588
	-
	-

	2. SUPQUAL
	3.4
	1.5942
	0.405
	0.588
	-

	3. ECO-FR
	2.7
	0.1728
	0.406
	0.423
	0.507


Notes: Diagonal values are squared AVEs; All correlations are significant at p < 0.001
	Variable
	Mean
	SD
	1
	2
	3

	1. IDENTITY
	3.6
	0.9879
	0.559
	-
	-

	2. SUPQUAL
	2.8
	1.1156
	0.389
	0.685
	-

	3. ECO-FR
	2.9
	1.0186
	0.376
	0.233
	0.657


Notes: Study 2. Diagonal values are squared AVEs; All correlations are significant at p < 0.001
Table 2. Constructs, items, factor loadings, CRs, AVEs, and Cronbach’s α in the two data collection (Germany, France).
	Construct 
	Items
	Factor Loading
	CR 
	AVE
	Cronbach’α

	Regional Identity (IDE)


	1. I only want to buy regional products
2. I buy regional products because I grew up with them
3. I buy regional products to feel a regional connection
4. I buy regional products for its regional identity
5. I buy regional products because I have a personal closeness to them
	.688 – .701
.583 – .607

.802 – .779 
.809 – .878
.718 – .745
	.877
.862
	.588
.559
	.911 
.909

	Superior Quality (SUPQUAL)


	1. Regional products are of superior quality
2. Regional products taste better
3. Regional products are more organic
4. Regional products have distinct attributes (e.g., taste, look, design)
5. Regional products are healthier (e.g., no harmful substances)
	.724 – .789
.800 – .901
.784 – .884
.761 – .789

.765 – .767
	.877
.916

	.588
.685
	.950
.963

	Eco-friendly (ECOFR)


	1. Regional products are more environmentally friendly (e.g., reduce carbon footprint air miles) 
2. Regional products are easily traceable
3. I buy regional products because I know where they are from
4. I buy regional products to avoid long transport ways for my products
5. I buy regional products because they have lower impact to the environment
	.728 – .888


.772 – .743

.665 – .789


.734 – .895

.708 – .721
	.837

.905

	.507
.657

	.941
.957

	
	


Logistic Regression Analysis 
After undertaking the descriptive and explorative data analysis, we run a stepwise logistic regression analysis to evaluate the explanatory power of consumers’ purchase decision of regional products embedded in the newly built REGIOSCALE. The dependent variable was the decision to purchase regional products based on a dichotomous answer option.
The Hosmer and Lemeshow test yields a p-value of 0.952 with X2 of 2.692, indicating a good model fit. The Omnibus test of model coefficients yields a p-value of 0.000. The results, as displayed in Table 4, reveal that the eco-friendly motive is the most significant predictor of purchase decision (B = 1.215, p = 0.000), followed by superior quality (B = .343, p = 0.043), while the identity motive (B = .081, p = 0.923) is not a significant predictor of the dependent variable.  
Table 3. Logistic Regression results. Dependent variable: consumer purchase decision.  

	Construct 
	B
	S.E.
	Wald
	Sig.
	Exp(B)

	
	Identity Statement
	-.081
	.250
	.104
	.747
	.923

	
	Superior Quality
	.343
	.254
	.617
	.043
	1.867

	
	Eco-friendliness
	1.215
	.276
	19.348
	.000
	3.370

	
	Constanta
	-5.368
	.590
	82.884
	.000
	.005


Notes. Hosmer and Lemeshow = 0.952, df = 8, X2 = 2.692. 

aNagelkerke R Square = 0.592, Cox & Snell R Square = 0.338.
Subsequently, we assessed the explanatory power of both the CETSCALE and the newly built REGIOSCALE in the same model. The analysis would offer an indication of the comparative contribution of each dimension Field, 2009()
. The Hosmer and Lemeshow test yield a p-value of 0.174 with X2 of 12.304, which indicates a good fit of the model. The Omnibus test coefficients’ p-value was 0.000. The results from Table 4 show that the REGIOSCALE (B = .954, p = 0.000) has a significant and high predicting power of consumers’ decision to purchase regional products compared to the CETSCALE (B = .358, p = 0.196), whose influence was non-significant.   

Table 4. Logistic regression with CETSCALE and REGIOSCALE. Dependent variable: consumer purchase decision.  
	Construct 
	B
	S.E.
	Wald
	Sig.
	Exp(B)

	REGIOSCALE
	.954
	.182
	27.575
	.000
	2.595

	CETSCALE
	.358
	.277
	1.669
	.196
	1.430

	Constanta
	-7.586
	1.010
	56.428
	.000
	.001


Notes. Hosmer and Lemeshow = 0.174, df = 8, X2 = 12.304. 

aNagelkerke R Square = 0.580, Cox & Snell R Square = 0.335.

DISCUSSION  
This paper contributes to the literature on consumer motivation to purchase regional products and makes three significant contributions. First, drawing on recent findings showing that ethnocentrism is not the only or the strongest construct explaining consumer motives to purchase regional products (e.g., Zeugner-Roth et al., 2015; Yildiz et al., 2018), we carried out a qualitative study based on 20 interviews to explore the motivations to purchase regional products of German consumers. A quantitative study was then conducted to validate the newly developed scale. Exploratory factor analysis enabled us to identify three main dimensions comprising five items, each subsuming consumers’ decision to purchase regional products. This phase resulted in the development of the REGIOSCALE, containing three main motives: eco-friendliness, superior quality, and regional identity. This scale was tested and demonstrated good reliability and validity. The theoretical contribution of this study lies in the development of the REGIOSCALE to be used in future research on regional products.  
Subsequently, we run logistic regression analysis to measure the influence of each of the three constructs on consumers’ decision to purchase regional products using a sample of 519 respondents. The results show that the perceived eco-friendliness of regional products is the most significant predictor of consumers’ decision to purchase regional products followed by superior quality. In contrast, regional identity present a weak relationship with the dependent variable. We then compared the explanatory power of both the newly built REGIOSCALE and the CETSCALE of consumers’ decision to purchase regional products. The REGIOSCALE proved to have a positive, significant, and strong predictive power of consumers’ decision to buy regional products, while the CETSCALE relationship with the dependent variable was non-significant. These findings suggest that the motivations to purchase regional products are other than national pride or support for the local economy as discussed in the consumer ethnocentrism literature (Fernández-Ferrín & Bande-Vilela, 2013; Lee et al., 2016; Fernandez-Ferrın et al., 2018)
Accordingly, existing research largely agrees on the role of consumer’s ethnocentrism in explaining consumer’s preferences, purchase intention and behavior of local products (e.g., Balabanis et al., 2017; Fernández-Ferrín et al., 2018). However, in our study, the CETSCALE did not significantly predict consumers’ decision to purchase local produce. Thus, this counterintuitive result challenges the assumption that the CETSCALE can sufficiently predict consumer motives for purchasing regional products in every context. Therefore, when evaluating these motives, it might be advisable to consider a broader set of motives beyond the aversion to foreign products to support the local economy. The newly developed REGIOSCALE proposes a more neutral approach to the study focusing on assessing the level of quality of products and their eco-friendliness. This result provides a more nuanced view of consumer motives to purchase regional products and contribute to the literature by providing additional insights on the reasons that drive consumers’ purchase decision of regional products Fernández-Ferrín & Bande-Vilela, 2013(; Siemieniako et al., 2011
; Yildiz et al., 2018). 
Finally, this is the first study that applies a mixed-method approach to study consumers’ motives for purchasing regional products. 

Practical Implications, limitations, and future research 
Regional products have become an important consumer trend Mintel, 2019()
. With a growing number of consumers searching for regionally-sourced products Mintel, 2019()
, getting a clearer understanding of what motivates consumers to purchase regional produce is relevant for producers and marketers of regional products. From a managerial perspective, this paper highlights the arguments to be used in the marketing of regional products versus non-regional competitors. For example, a food brand company in Germany should highlight the eco-friendliness of their products in their packaging by stressing, for example, how much the consumer would reduce its impact on the environment if he/she buys regional products compared to other products (i.e., amount of Co2 emissions not released in the air). The knowledge of the factors driving consumers’ purchase intentions can help marketers with both their targeting and positioning of regional products in the mind of present and potential customers, that is, through appropriate marketing communication and branding strategies. 
This paper has some limitations. Even though the REGIOSCALE proved to explain better what motivates consumers to purchase regional products, further testing is needed. For instance, the impact of consumer ethnocentrism on consumer behavior is product- and country-specific (Balabanis and Diamantopoulos 2004). Therefore, future research could assess the impact of the REGIOSCALE and the CETSCALE in different geographical contexts and for different product categories. Finally, future research can also examine to what extent country-specific cultural differences within regions impact consumer motives. Thus, regional cultural differences within a country could explain the ambiguous results of studies conducted in the same country and different regions. Additionally, future studies should aim to replicate this study with representative samples from more regions across more countries to evaluate the validity and reliability of these findings. Finally, future research could measure the influence of the REGIOSCALE on other attitudinal and behavioural constructs such as product attitude, word-of-mouth, and consumer engagement with regional brands online.  
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�Is this one of yours too I can not find this one. (reference in Yellow)


�Formatting issue here


�What is the issue please?


�What about production?


�Well if it is produced in one country or multiple does not influence the definition of a global product the main aspect are that these Global product are actually marketed and sold around the world. As in your pasta example they could just be produced in one local town. 


�This is not clear


�I copied in the version I had written which might help with your confusion. 


�No reference


�done


�We cant use this I would say since it moves too far again in the definition of region in line with the wine regions such as Bordeaux. And Bordeaux the wine region goes across more then one Geopolitical region (as I said in the reviewer comments) for example the wine region Bordeaux goes through the geopolitical region: Nouvelle-Aguitaine – Yes, Nouvelle Aguitaine is the type of regional definition we work with, you called it administrateive region – which I use as geopolitical. 


�Very abstract 


�To be honest, although I understand you want to go with this definition, I do not think it really works. Anyway I have attempted to clarify everything here and define what this construct is.  


�I think this is one of yours too. 


�I assume the reference highlighted in yellow here are from you I can not find those.
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�DONE References highlighted in Yellow still need adding to the reference list. 
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