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Changing consumer habits

Today’s consumers are mindful of the messages that advocate buying local, 
healthy and sustainable produce. 

The aim of this tool is to underpin this tendency at local business level.

ADDING ECONOMIC 
AND SOCIAL VALUE

PRODUCERS AND 
ENTREPRENEURS

 THINK 
Consumer behaviour depends on 
motivation (the urge to do so-
mething) and ability (level of diffi cul-
ty in accomplishing it), but it is also 
infl uenced by triggers. 

As a local producer or a local bu-
siness, how can you get people to 
buy more local products?  

What motivates people, why would 
they want to change?
-  Physical sensations: pleasure, pain, 

e.g. a pleasant taste or smell.
-  Emotions: hope/pride or fear/guilt, 

e.g. the hope of good health by using 
healthy local products or pride in hel-
ping local producers earn a living.

-  Social reasons: your actions can lead 
to being embraced or rejected by a 
certain social group.

What makes people able to do 
something?
- Historical perspective
-  Disposable income
-  Physical effort required, e.g. it’s easier 

to take the car and do your weekly 
shopping at the supermarket

-  Mental energy, e.g. large families 
don’t have the time and energy to 
look for local products in each indivi-
dual producer’s store

- Habit/routine

What are the triggers?  
A trigger attracts attention and 
prompts action; the trigger is what 
ultimately pushes a consumer to act.
-  Smelling or tasting something
-  Marketing
-  Low price or special offer

 WORK 
CHALLENGE 1 : 
What can I do to change these 
motivations?
CHALLENGE 2 : 
How can I make life easier for 
consumers?
CHALLENGE 3 : 
What triggers can I use to 
change consumer behaviour?

Motivation and ability are in-
ternal elements specifi c to the 
individual consumer, while trig-
gers are external factors. For 
producers, distributors and arti-
san processors, it’s easier to set 
up triggers such as events, farm 
shops or online sales without ne-
glecting the desires and abilities 
of the consumers. 

1. UNDERSTANDING CONSUMER BEHAVIOUR

Buying local can have other added effects too; it can make a big difference. Money spent locally benefi ts the local eco-
nomy. Your money is re-used locally for other benefi ts and services, and has positive effects on economic sustainability 
and the local community (see here, for example: www.lm3online.com). 
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 THINK 
Your motivation and your ability to buy local products as a consumer also de-
pends on who you are, because consumers are not all alike. People who are 
committed to protecting the local environment and the local economy, for 
example, or are worried about their health, will be more inclined to buy local 
products. 

The following factors seem to have an effect on buying local products:
- RURAL/URBAN   - SIZE OF FAMILY
- INCOME  - VALUES/LIFESTYLE

 WORK 
As a business owner, you should 
think about who your customers 
are and what your main objec-
tive is. 
CHALLENGE 4 : 
Who are the consumers I’m 
targeting?

2. TARGETING CONSUMERS WHO ARE MOTIVATED 
AND ABLE TO BUY LOCAL PRODUCTS

 THINK 
It’s not easy for a producer or business owner to in-
fl uence consumer motivation or ability. Online sales, 
farm shops, events can help change habits. Bear in mind 
that if consumers are not able or motivated, your mar-
keting strategy may not answer your expectations.

 WORK 
Here are some tips to help you make your products more 
accessible to consumers and give them a clear message. 
Your product should be consistent with the lifestyle of 
your consumers and the way they want to be seen by 
others. 

3. TAKE ACTION TO CHANGE 
CONSUMER BEHAVIOUR

OBJECTIVE MAKE THE PRODUCT 
DESIRABLE

MAKE THE PRODUCT VISIBLE AND EASY 
TO BUY TURN IT INTO A HABIT

MAKE THE PURCHASE 
ACCESSIBLE

TRIGGERS SMELL/TASTE MARKETING LOW PRICE

Communication Augmenter l’accessibilité

SAMPLE ACTION Produce good quality food Narrative (why your product is 
healthy and sustainable)

Sell via grocers’ shops, markets, 
farm shops, online Bulk sales

Organise culinary activities Create a map, app or a guide
 for fi nding producers

Offer discounts, promotional days, 
special offers

Hold tasting sessions Local vouchers or coupons  Motorway services Special offers

Make sure your product matches 
the image your consumer wants 

to convey of him/herself
Loyalty card for local shops

Consumer groups via a food 
hamper subscription for delivery 

or collection  
Local or city-wide vouchers 

Organise events Sell in places where they usually 
do their shopping

Form a link with another brand, 
co-branding  

Annex yourself to a marketing 
event for another product 

with a bigger marketing budget


