
Study 1 (Objective: testing the main effect on likelihood of local consumption)

1. Introduction

1. Local consumption is desirable 
because it improves the economic 
health of local communities and 
reduces the environmental 
impact.
2.Despite the importance of local 
consumption, research on this 
topic has been sparse with prior 
work focusing on concern for the 
environment (Bougherara et al., 
2009), concern for the prosperity 
of the local economy (Young, 
2021), perceived nutritional value 
(Louriero & Hine, 2002), and 
consumer identity (Zhang & 
Khare, 2009 ) as drivers of the 
likelihood of local consumption.
3.We extend this stream of 
research by proposing that lower 
perceived control increases the 
likelihood of local consumption. 
4.Further, we propose that this 
effect of perceived control is 
mediated by feelings of 
anticipated warm glow and 
moderated by the strength of 
consumers’ in-group ties to their 
local community. 
The model tested in this research 
is shown in Figure 1.

1. Past research indicates that 
consumers with low control are 
likely to experience negative 
affect which they should seek to 
counteract with positive affect 
(Kay et al., 2010; Gardner et al., 
2014). 
2. We argue that one source of 
positive affect is anticipated 
warm glow associated with the 
prospect of engaging in local 
consumption. 
3.This is because local 
consumption is beneficial to local 
sellers and thinking about helping 
others has been shown in prior 
research to create feelings of 
warm glow (Bezençon et al., 2020; 
Tezer & Bodur, 2021). 

4. Discussion
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3. Methodology
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Study 1(N= 593; 48.3% men; Mage=40.98 years) was designed as 2 (perceived 
control: low vs. high) x 2 (seller positioning: local vs. non-local) between subjects 
ANOVA with the likelihood of local consumption as the dependent variable. 
Perceived control was manipulated using a ranking task. The participants in the low 
control condition asked to rank five activities often restricted during COVID in order 
of what they missed doing the most. In contrast, participants in the high control 
condition were shown five kitchen items and asked to rank them in order of personal 
importance. Seller positioning was manipulated using the writing on the website 
(Home décor selling website), depicting one website as local and the other website as
non-local (both having the same design and products). Finally, the dollar value of 
items added to cart on the two websites was measured as DV.

Study 2 (N= 316; 47.20% men; Mage=39.66
years) was designed as one factor (perceived 
control: low vs. high) between subjects ANOVA. 
Perceived control was manipulated same as 
study 1 and likelihood of local consumption was 
measured in the context of a website selling 
chocolates made by local chocolatiers. 

(Figure 2 depicts the moderated mediation)
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1.First, we identify 
perceived control as a 
novel antecedent of the 
likelihood of local 
consumption.
2. Second, we show that 
feelings of anticipated 
warm glow mediate the 
effect of perceived control 
on the likelihood of local 
consumption. Literature in 
warm glow associates the 
construct with charitable 
behavior (Andreoni, 
1990), and green 
consumption (Tezer & 
Bodur, 2021). We extend 
the literature by finding a 
novel consequence of 
anticipated warm glow in 
likelihood of local 
consumption .
3. Our findings imply that 
it is important for firms to 
highlight localism in their 
marketing 
communications when 
consumers’ perceived 
control is likely to be 
low.In-group 
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Index of moderated mediation:
0.23 [LCI:0.07; UCI: 0.39]
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Study 2 (Objective: testing
The mediation and the moderation effect)
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2. Conceptual Development

4. Consider consumers who have strong in-group ties to their local community. 
Since people with strong in-group ties value their social connections (Yang & Che, 
2020), these consumers should be highly motivated to maintain their social ties by 
patronizing local sellers on a regular basis. As such, the likelihood of local 
consumption should be high for these consumers regardless of their level of 
perceived control.

p = .55

p = .05

Figure 2
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